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Hudson Motor Car Company 



THE HUDSON TRIANGLE 



HUDSON TRIANGLE exists for the purpose of welding the 
entire selling organization into a unit body, thus multiplying each 
man's selling efficiency. 

One important member of the editorial staff of HUDSON TRI- 
ANGLE is yourself — every dealer, every salesman, every member 
of the manufacturing organization is included in the list of con- 
tributors, the editorial staff. 

Thus you see each of us is to have a vital share in this valuable 
interchange of ideas, experiences and HUDSON TRIANGLE. 

The clearing house, the convention hall, is HUDSON TRIANGLE. 

Write the editor of HUDSON TRIANGLE your experiences- 
things that will be valuable to other members of the big family. 
Others will give you valuable points that developed in their experi- 
ences. 

Jot down this note on your memo pad: "Write short article 
HUDSON TRIANGLE before Thursday, this week." 



The Palace Garage at Barre, Vermont, 308-310 N. Main St., which will 
sell many more HUDSONS this year than last 
from present indications 
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Self-Starter Enthusiasm that 
Won Quick Sales 



THE announcement of Howard E. Coffin's latest and 
greatest car— the New Self-Starting HUDSON "33"— 
capped the climax of enthusiasm over the master de- 
signer's automobile creations. 

Almost instantaneously with the announcement the exe- 
cutive offices of the Hudson Motor Car Company were deluged 
with telegrams, special delivery mail and long distance tele- 
phone calls from dealers and owners of cars. Orders came in 
at a terrific clip from all sections of the country. 

As quickly as the demonstrators were equipped with the 
self-starter the additional stimulus was immediately felt by 
every HUDSON dealer. 

The writer happened to be in Chicago the day the big 
impressive advertisement of the self-starter appeared in the 
Chicago Sunday Tribune. He dropped in on some friends. 
He learned that the next-door neighbors of these friends 
had planned to purchase an electric. But they had 
just finished reading the self-starter announcement in 
the Chicago Sunday Tribune and that one factor deter- 
mined them in favor of the New Self-Starting HUDSON 
"33" instead. 

A short time afterwards they called upon Louis Geyler, 
the Chicago agent, and Mr. Geyler's salesmanship equipment 
had the name on the dotted line in a hurry. 

Thus you can see crystallized the effect of the self-starter 
announcement. 

This same 
incident prob- 
ably was re- 
enacted hund- 
reds of times 
in all sections 
of the country. 

Quickly the 
news of the 
self-starter 
communicated 
itself to the 
newspapers of 
the country 
and the press 
clipping service 
envelope of 
the HUDSON 
TRIANGLE 
grew fat day by 
day as the sto- 
ries of the self- 
starter multi- 
plied in num- 
ber. For it was 
good automo- 
bile news. 

It meant 
the simplifica- 
tion of the au- 
tomobile to a 
point, where 
starting a car 
meant a task as 
easy as ringing 
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Hudson Motor Oar Co.. 

Detroit, Mich 

Giro Me ths Hudson oar for strength. Got between a 

telegraph pole and a trolley oar at Utioa. Expected 

to be smashed in splinters but instead the trolley 

steps broke after wedging me between oar and pole 

which prores the great strength of the Hudson. 

this if you wish. 



Jas. B. Donovan 



an electric bell. It meant the end of cranking, the end of 
lame backs and dangers of sprained and broken arms. It was 
a powerful forward stride. 

The fact that Howard E. Coffin had O. K.'d this simple 
self-starter for his latest and greatest car meant the auto- 
mobile, in adopting this self-starter, was taking the most pro- 
gressive step that had been possible in years. Howard E. 
Coffin's decisions are automobile law in the world of auto- 
mobile designing. Owners, generally, knew this. 

They knew Mr. Coffin would not for an instant allow any 
other than a perfected self-starter on his latest car. The 
utter simplicity of the four-pound starter that had but 12 
parts was convincing in itself. It connected well with the 
amazing simplicity of the New HUDSON "33," the reliability 
of which had been proved a thousand times. Hence the 
addition of the simple self-starter to this simple, magnificent 
car constituted a far more powerful selling factor — with 
owners — than did other self-starters. 

Mr. Coffin and his staff of engineers gave every make of 
self-starter an opportunity to qualify for his" latest car. 

Mr. Coffin found the electric self-starter too complicated. 
It weighed over 200 pounds. It had miles and miles of wire. 
This self-starter on the New HUDSON "33" would seriously 
interfere with the accessibility and simplicity of the HUDSON. 
The electric self-starter needed an experienced electrician to 

constantly 

I watch it. 
Owners would 
not want such 
conditions. The 
vital flaw that 
wrecked the 
electric self- 
starter's 
chances was its 
complication 
and the utter 
folly of allow- 
ing it on a car 
not driven by 
an electrical 
genius. 

In many 
ways the com- 
pressed air 
starter was 
found attrac- 
tive — to the 
uninitiated. 
T h i 8 fact 
proved its Wa- 
terloo: Com- 
pressed air is 
so cold that it 
cools the cylin- 
ders. Thus 
when gasoline 
gas is injected 
into the cylin- 
ders, it quickly 
returns to its 
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Mobile, Ala, Sept. 25:26:1911 

Hudeon Motor Oar Company, 

Detroit, Michigan 

Congratulate you moet heartily upon' your progreesireness and 
enterprise in putting on this additional feature. It will 
be a good seller. 



Blooh Bros. 



original Jorm. 
Except'under 
very favorable 
conditions, it 
could not fire, 
it was discover- 
ed. Then, too, 
the compressed 
air starter, after 
some usage be- 
comes very 
noisy. So it had 
to be abandon- 
ed by the man 
whose author- 
ity amounts to 
automobile law. 
A mechan- 
ical expert 
would have 
fairly satis- 
factory experi- 
ence with the 
gasoline self- 
starter. It was 
discovered that 
the temper- 
ature of the 
cylinders gauge 
the amount of 
gas necessary to make it work. If the cylinders were warm 
little gas would be needed. If cold, a great deal. A man who 
made a specialty of studying self-starters could probably 
make this work two-thirds of the time. But this was not 
satisfactory to Mr. Coffin, in accordance with his simplicity 
ideas. 

So he decided on the starter that worked 98 times out of 
every 100 — that was the highest efficiency of all the starters. 
And that deci- 
sion was the 
germ of the 
overwhelming 
enthusiasm 
that swept the 
country. 

YouVe heard 
of "bum enthu- 
s i a s m ' ' — t h e 
kind that 
doesn't land 
the business. 
The enthu- 
siasm that fur- 
nished the im- 
petus behind 
the sales of the 
New Self-Start- 
ing HUDSON 
"33", taking the 
nation by storm 
was real, live, 
red-blooded, 
virile enthu- 
siasm. 

It was the 
kind of en- 
thusiasm] 
that landed] 
the order at the first sitting. There was not a HUDSON 
dealer who didn't sell one or more cars immediately 

following the news. 

These Letters from Dealers Give the Story in a Nutshell: 
W. ARTHUR LATHAM. Kankakee, 111. 
Gentlemen — I think that unquestionably the self-starter will assist us in 
making a number of sales. W. A. Latham. 
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G. L. REID. 

Shelbina, Mo. 
Hudson Motor 
Car Co., 
Detroit, Mich. 
Gentlemen — As 
we have said before 
you have a clever 
keep-at-it advertis- 
ing and Sales De- 
partment. Your 
shrewd movement 
in the way of self- 
starter is good. 
We find that every- 
body is for the self- 
starter. 

C. L. Rbid. 

CHAS.J.MOODY 

Elgin, 111. 
Hudson Motor 
Car Co., 
Detroit, Mich. 
Gentlemen — 
Have already 
several people com- 
ing in to see the 
self-starter through 
newspaper an- 
nouncement. 
Yours very truly, 
C J. Moody. 



Hudson Motor Car Co., 
Detroit, Mich. 



SCHREIBER MOTOR GAR COMPANY. 

Milwaukee, Wis. 



self-starter as is used on 
totor fast enough to start 
vill work under favorable 
conditions are against it 

Schreiber Motor Car Co. 
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Hudson Motor Car Co, 

Detroit, Michigan 



The Self Starter is a great feature I think it will inorease salee 
wonderfully. Send me one for oar twenty one two nineteen demon- 
strator by first express and let the others follow as soon as 
possible. 



A» H» Blaok, 



12:5* AM. 



C. A. FRITZ 

Zanesville, Ohio. 
Hudson Motor 
Car Co., 
Detroit, Mich. 
Gentlemen -Your 
additional im- 
provement meets 
with my hearty 
approval. I am 
pleased to know 
the addition of the 
self-starter to the 
HUDSON "33." 
Wishing your com- 
pany the best of 
success in this new 
venture, I am, 
Very truly yours, 
C A. Fritz. 



TELEGRAM 

Daytona, Fla. 
306CFH45N.L. 
Hudson Motor 
Car Co., 
Detroit, Mich. 
Congratulations on 
self-starter. 

M. B. AULTMAN. 

11:41 P. M. 



TWIN CITY AUTO COMPANY. 

Hudson Motor Car Co., Lewiston, Idaho. 

Detroit, Mich. 

Gentlemen — We acknowledge receipt of your announcement of the 
self-starter for HUDSON cars. We consider this the best move yet from 
the sales standpoint — FINE. 

Yours very truly, 

Twin City Auto Co. 



Digitized by 



Google 



THE HUDSON TRIANGLE 



ATLANTIC AUTO CO. 



Amherst, N. S. 



Hudson Motor Car Co., 

Detroit, Mich. 

Gentlemen — This is very interesting to us indeed. We are very anxious 

to get the two 1912 cars equipped as quickly as possible. 

Norman C. Lodge, Sec. & Treas. 



C. J. GLAUDON. 

Hudson Motor Car Co., Fairbury, 111. 

Detroit, Mich. 

Gentlemen — Was surely surprised and PLEASED to read that the 
HUDSON cars are to be equipped with self-starter. This was the one 
thing yet to make this car the one SUPREME car for 1912. This ought 
to bring a rush of business as it will with me. 

C. J. Claudon. 



AUGUSTA AUTOMOBILE SALES GO. 

Hudson Motor Car Co., Augusta, Ga. 

Detroit, Mich. 

Gentlemen— We note with much interest that you have decided to equip 
your 1912 cars with a self-startes. It makes us feel, as dealers, as though 
you were willing at all times to do all you can to make sales. We now 

KNOW we can sell HUDSON cars. There was no delay 

at all in selling the ar when we informed our prospect that you were going 
to put a self-starter on the car. It is the biggest thing we have had yet. 

Yours very truly, 

Augusta Automobile Sales Co. 



TELEGRAM 

WESTERN UNION NIGHT LETTER. 

F306 CH AD 60 NL Mobile, Ala., Sept. 2526, 1911. 

Hudson Motor Car Company, 
Detroit, Mich. 

Congratulate you most heartily on your progressivenesa and enter- 
prise in putting on this additional feature. It will be a good seller. 

Bloch Bros. 
223 A. M. 



CANADIAN MOTOR GAR SALES CO. 

Hudson Motor Car Co., Regina, Canada. 

Detroit, Mich. 

Gentlemen — This is very pleasing news to us and we certainly appreciate 
the efforts the factory are putting forth to make the cars better than any 
other concerns possibly can turn out. 

Canadian Motor Sales Co., Ltd. 
Geo. E. Rastell. 



TOM BOTTERILL. 



Denver, Colo. 



Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — I have gone carefully over this correspondence and certainly 
want to congratulate you upon this move. We have to concede that the 
Hudson Motor Car Company are certainly "live ones." We know that 
you will furnish this starter to owners of 1912 HUDSON cars and I will 
be very glad indeed to fit them for customers free of charge. We believe 
that the attitude vou are taking and the local trustees of this concern 
that we shall work up a very satisfactory business. You have certainly 
shown a great deal ot aggressiveness and tact in holding back in this self- 
starter until some of the cars were in use which should resultjn personal 
advertising that will be most valuable. 

TOM BOTTERILL. 



THE MOTORMART. 

Hudson Motor Car Co., Youngstown, O. 

Detroit, Mich. 

Gentlemen — We are more than gratified to add the additional self- 
starter to your equipment. 



Yours very truly, 
Doi 



neate & McCarthy. 



nald Parson, Pres. 



Portland, Ore. 



Hudson Motor Car Co., 

Detroit, Mich. 

Gentlemen — We must certainly congratulate you and also ourselves on 

having this self-starter as a talking point. The very day the starter arrived, 

some customers were in our show room. They were anxious to have cars 

with self-starters. We are looking these people up again and hope to be 

able to sell them. 

Neate & McCarthy. 



NEW YORK SALES COMPANY. 

Hudson Motor Car Co., Binghampton, N. Y. 

Detroit, Mich. 

Gentlemen — All of our customers, prospective and otherwise, seem to 
be greatly interested in this new device and we believe it will be to our 
mutual advantage. 

Yours very truly, 

H. W. Lovell, Mgr. 



TIFFANY DIAMOND GARAGE. 

Hudson Motor Car Co., Poughkeepsie, N. Y. 

Detroit, Mich. 

Gentlemen — We are greatly pleased to hear that you are putting starters 

on your cars and we feel it is going to make a big season for the HUDSON 

Car. 

Tiffany Diamond Garage, 
Per Chas. H. Tiffany. 



H. H. DILLON COMPANY. 



Lincoln, Nebr. 



Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — About 9 o'clock this morning the self-starter mat arrived; 
10 o'clock the self-starter came and at 11 the men from the factory to make 
the installation appeared upon the scene. Clever organization, planning 
and speed. "Thou art a jewel.*' By one o'clock we had the car work- 
ing and our banners flying and a lot of people in to see the self-starter. 
Everything a great success and vou and your company are to be congratu- 
lated. I am trying to tell you how pleased I am with the self-starter, but 
my vocabulary is too limited. 

H. H. Dillon. 



Information for HUDSON Salesmen 



I^HESE facts below are given you at this time to impress 
you with the absolute safety of our self-starter. 
The agent for a car that has no self-starter some time ago 
started a story that self-starters were not safe; because the 
New Self-Starting HUDSON "33" was selling fast and taking 
sales away from him he attempted, in desperation, a canard 
that a self-starter had exploded. Howard E. Coffin would 
never have O. K.'d any self-starter if there was the barest 
possibility of such an occurrence once in a thousand times — 
he gave the self-starter thousands of tests. He was amused 
on hearing the competitor's unfounded yarn. 

The task of the new self-starter is to inject a small quan- 
tity of gas into the cylinders which can be readily ignited 
by any spark which will ignite an ordinary charge from the 
carburetor. 



The action is very similar to the ordinary running of the 
motor, and if too much of the Presto gas is injected into the 
cylinder the charge will not ignite. This is the same as get- 
ting too rich a mixture. 

You have had experience priming motors and know the 
effects of getting too much gasoline into the cylinders and 
accordingly being unable to start the motor until after this 
gasoline has been worked out by turning the motor over 
several times. 

This is exactly* what you have to do in case of too much 
Presto gas being injected. 

Needless to say the HUDSON dealer quickly squelched the 
falsehood of the disgruntled competitor by merely stating the 
facts as outlined above, when soliciting sales. 
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Stirring Conventions of 

HUDSO 



Team-work 1 

That magnificent spirit reverberated through the entire 
HUDSON family before, during and after the announcement 
of the New Self-Starting HUDSON "33." 

Today, as a result, dealer and maker, both with their 
shoulders to the wheel, are making things move at a clip that 
is frightening competition. 

Another splendid result has been the enthusiasm generated 
at the several conventions of HUDSON dealers in certain sec- 
tions of the country. 

These sales conventions were conducted by Vice-President 
Edward H. Broadwell, Sales-Manager E. C. Morse and 
Advertising Manager C. C. Winningham. 

Up to the time the Triangle had gone to press, four splendid 
conventions had been held, with great enthusiasm on the part 
of dealers, their salesmen and the factory men who conducted 
them. 

Conventions had been held in Chicago, St. Louis, Kansas 
City and Hutchinson, Kansas. 

The New Self-Starting HUDSON "33" as a selling prop- 
osition was crystallized in the pat statement of one dealer 
that "any man who can't sell the HUDSON had better get 
out of the automobile business." This clearly indicates the 
speed and ease with which the New Self-Starting HUDSON 
"33" is selling in every section of the United States. 

It was perhaps a brutal way to put a fact, but every 
HUDSON dealer will agree to its soundness. 

At the Chicago session, the first held, Messrs. Broadwell 
and Winningham gave Louis Geyler and his men a number 
of vital pointers in the work of selling the New Self-Starting 
HUDSON "33." 

It was brought out forcibly there that the visits of Mjr. 
Geyler's men to the factory had been an important factor in 
making sales, for it gave the men the proper ammunition to 
cope with such selling situations as might arise. It actually 
gave these men a better understanding of the wonderful car 
Howard E. Coffin has built. 

It enables them to know the whys and wherefores of the 
piece of high-powered machinery they were selling. One man 
stated that he knew of a number of sales that he had closed on 
the strength of a graphic recitation of facts that were inspired 
by his visit to the factory. 

Mr. Broadwell stated the constant desire of the factory to 
put its shoulder to the wheel with the dealer and to go out of 
its way wherever possible to assist the dealer in increasing his 
sales. He laid stress on the tremendous advantage a visit 
to the factory gave the salesmen. 

Mr. Winningham told of the great advantages that had 
accrued for coupling the name of Howard E. Coffin to the car 
— how the addition of this master designer's personality had 
sold cars everywhere — how it made the cars sell quicker, for 
the dealer was offering a finished product rather than a 
large number of parts. 

In other words a salesman could talk of one unit rather 
than make a solicitation scattered over a variety of hard- 
to-understand technical subjects as salesmen for cars that are 
three years behind the HUDSON must talk. The almost 



invariable result of a technical discussion by salesmen for 
competitors is that the customer will find some technical 
objection and the result is the worst of selling situations — an 
argument. 

"This is all overcome by the presence of the personality of 
Howard E. [Coffin, the greatest American designer, in the 
selling talk," said Mr. Winningham,"and the great advantage 
is that it ties up securely with the advertising and thus makes 
every word the salesman says have treble weight with the 
customer." 

Mr. Geyler's organization left the Chicago Athletic Associa- 
tion stimulated to a high degree and judging from the orders 
from that section the men made good use of the enthusiasm 
they generated there. 

Dealers from all the surrounding territory were present 
at the St. Louis convention and here a splendid spirit was 
manifest. Sales-Manager Morse was toastmaster at the 
informal dinner and he called upon every dealer present for 
a talk. 

Those who were present at the informal dinner were: 
J. H. Phillips, A. L. McCormick, George S. Danaher, T. J. 
Clandon, J. W. Morris, A. L. Maxwell, W. G. Holmes, C. L. 
Reid, George L. Keiseh, George E. Maguire, E. H. Broadwell, 
E. O. Morse, C. C. Winningham, J. S. Draper, Walter J. 
Bemb and W. W. Garrison. 

After spirited discussions of the selling advantages of the 
HUDSON, how best to lay those advantages before customers 
and other matters of importance to dealers, a photograph of 
the assemblage was taken and there was an adjournment to 
the Phillips Automobile Company, St. Louis agents for the 
HUDSON. There another picture was taken and the party 



The Striking Show Rooms of S. G. Chapman, atS 
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ur Great Family of Live 
Dealers 



then visited the St. Louis automobile show, where Mr. Phillips 
had an excellent exhibit of the New Self-Starting HUDSON 
"33." It was undoubtedly the banner exhibit of the show. 

The other two sessions — at Kansas City and Hutchinson, 
Kansas — were equally impressive in their results and the 
dealers present were enthusiastic over the clarity with which 
splendid selling points about the HUDSON were presented 
to them. 

The great advantage of the get-together movement lies 
in the combination of two valuable viewpoints — the dealer's 
and the factory's. 

The dealer is on the ground. He comes into personal 
contact every hour of every day with the ultimate buyer of 
automobiles. Some business occasionally suffers because 
men get too close to their own affairs. They lose their perspec- 
tive on their business — the perspective they must have to sell 
effectually. And that perspective is the customer's view of 
their proposition. 

On keeping the customer's viewpoint — the perspective — 
depends orders. Re-aligning that perspective and generating 
enthusiasm is the result of this get-together movement that is 
having such a tremendously good effect upon the selling 
organization of dealers. That it is winning the orders is a 
known fact. 

The ideal developer of business-getting ideas in selling the 
New Self-Starting HUDSON "33," of course, is a visit to the 
factory, to get right down with the men who are building the 
HUDSON — to see the amazing care and wonderful ingenuity 
exerted in putting the HUDSON where such letters and tele- 
grams as those reproduced on another page are forthcoming 
from owners of the car when they have driven the car thou- 
sands of miles. 



ico— Showing How Arrival of Gar Was Announced 



Every man who sells needs and must have at times a 
certain amount of mental selling stimulant — or he will find 
he has gone stale and he is in trouble when trying to work sales 
up to the closing point. The task of selling is merely being 
able to correctly recite the HUDSON'S advantages — the degree 
of correctness governs amount of orders — for the car itself 
is without a peer and it is the design of the man openly ac- 
knowledged by his contemporaries to be the greatest living 
automobile designer — Howard E. Coffin. 

So let the get-together movement go on, in one way or 
another. Let every dealer do with his selling organization 
as the factory is doing with its men — hold conventions to 
stir up the ideas of the men — to exchange enthusiasm and 
ginger — and to discuss the vital features of the car that is 
three years ahead of its contemporaries. 

Then watch the orders jump! 



Display of Testimonials Attracts Editor. 

(From the Palatka, Fla., Newt) 

WHILE visiting in Detroit, Mich., some two weeks ago the editor 
of the Palatka Newt chanced to visit the city salesroom and 
garage of the Hudson Motor Car Co., managed by Mr. J.H. Brady, 
a hustling young business man of the Auto city. In the great room devoted 
to the display of the celebrated HUDSON car Mr. Brady has painted on 
the walls the testimony of prominent men in all parts of the country to the 
value of the HUDSON car. These various testimonials are neatly lettered 
and surrounded with moulding in diamond shape. One of them, in parti- 
cular, struck the editor. It read as follows: " 'First comfortable automo- 
bile ever built,' said Coe D. Smith, who is 6 ft 2 inches and 60 years old, 
after driving a HUDSON from New York to Florida." But Mr. Brady 
didn't know the full value of that testimonial until after the editor told 
him that Mr. Smith had owned several makes of cars; that he was a 
mechanical genius, and that when he gave his testimony he felt every 
word of it to De true; that he was not a man accustomed to talking through 
his hat. Whereupon Mr. Brady stated that from such a source the testi- 
monial had an enhanced value and that the company certainly appre- 
ciated its worth. 



Public Forces Addition to Hudson Factory 

THE motoring public's demand for the New Self-Starting HUDSON 
"33" has forced the Hudson Motor Car Company to build an addi- 
tion to its already immense plant. 
The new building is an immense wing of the main plant. It is 530 
feet in length, 60 feet in width, and two stories in height. It will have 
63,600 square feet of floor space, bringing the total floor space of the en- 
tire factory up to 236,411 square feet. 

The new building is of the very latest modern construction, being 
Jbuilt of steel and concrete. 

It is a splendid tribute to the wonderful car built by the Hudson 
Motor Car Company, for it echoes the remarkable growth of the insti- 
tution with its basis the master car produced by Howard E. Coffin. 

Demand for the HUDSON "33" was 2,000 cars in excess of production 
last year. This fact has necessitated the construction of the new building. 
Architects have been working on the plans for some months. At present 
writing workmen are ready to start the work on the floor structure. 

The big new wing brings the intrinsic value of the Hudson factory 
up to about three-quarters of a million dollars. 



HARMON DRUG CO.. 
Mound City. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlkmkn — Thank you for your kindness and I want to say that I will talk HUD- 
SON whenever the opportunity presents itself. 

F. W. Harmon. 
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THE sun never sets on the New Self-Starting HUDSON "33'[! 
International in its scope for several years, the HUDSON organi- 
zation, today — as this article is being written — completed the cir- 
cuit of the globe, with the closing of a contract with the Central Motor 
Car Company, Tokio, Japan. 

All of us are members of one of the first American automobile insti- 
stutions to establish a selling chain clear around the world. We a remem- 
bers of a magnificent world-size selling machine. 

On every continent you will find the New Self-Starting HUDSON 
"33" — in every civilized country where customs duties will allow entrance 
to an American automobile. 

In British India, in South America's countries, Australia, Africa, the 
Philippines, Siam, China, Japan, New Zealand, Jamaica, Trinidad, the 
Barbadoes, Porto Rico, the British Isles, Canada, Mexico and other coun- 
tries you will see the car you sell in the same splendid performance of the 
purpose for which it was built. 

Thus the HUDSON organization places itself on a plane second to none 
in its field. It is now one of the mighty institutions of America that have 
spread out their lines until like the monarch of Britain you can say that 
the sun never sets on the organization to which you and I belong. 

The powerful prestige that the amazingly simple HUDSON cars achieved 
first in the United States spread rapidly to England and then speedily 
branched into every corner of the old world. 

The HUDSON car is as well known to the leading engineers of Eu- 
rope — and in some cases, better known — than the cars built in their own 
countries. 

It was almost the invariable case when a foreign merchant prince, en- 
tering the automobile business, asked American motor car authorities' 
advice as to which car to endeavor to get the agency for, that the HUD- 
SON was the recommendation. 

Thus it was not long until the HUDSON organization began to ex- 
pand at a steady, healthy pace — until today we can adopt Britain's slogan. 

The seed of 
the foreign selling 
organization is the 
Rawlinson-Hu d- 
son Motor Car 
Distributing 
Company, Ltd., 
479 Oxford Street, 
London, W. — the 
sole agents in the 
United Kingdom. 

The head of 
this business is 
Mr. Alfred Raw- 
linson, for years 
captain of the 17th 
Lancers. 

He is a true 
sportsman in the 
real sense of the 
ward. He is a 
great exponent 
at the game of 
polo, having been 
one of the finest 
players of his day. 
He has played in 
many internation- 
al matches and 
is a bol d and 
fearless horseman. 
Mr. Rawlinson is 
devoted to sports 
of all kinds, plays 
a fine game of ten- 
nis, is a good shot 



Mr. Rawlinson as an Aviator — as a Racing Driver — and the 
British Home of the HUDSON 



and has had many exciting experiences boar hunting in France. He 
is also a very keen yachtsman. 

His association with automobiles dates back as far as 1895, since which 
time he has followed the evolution of the industry with great interest. He 
has had a very large experience of both the commercial and practical side 
of the business. He was Managing Director of the Darracq Co. from the 
beginning (March, 1903) until the end of September, 1909, when he 
resigned in order to take up aviation. 

In the meantime he took part in any number of road trials and races 
both in England and on the Continent and was one of the competitors in 
the Gordon Bennett Eliminating Trials and also in the Race in the 
Isle of Man. In the latter race, he distinguished himself by driving up- 
wards of 200 miles with a bent front axle, gaining steadily on the leaders 
on each round. 

Mr. Rawlinson was one of the earliest pupils of Mr. Farman when 
aviation was just starting — he took part in many events both here and 
on the continent — he came near death when flying at Bournemouth last 
year. 

Mr. Rawlinson sold a 1912 HUDSON "83" to S. B. Lacon this year 
and the delight of the new owner was expressed in the fact that he out- 
stripped Napoleon by crossing the Alps twice. He wrote this letter to 
Mr. Rawlinson, which through his courtesy we reproduce: 

Toun, 11th September. 1011. 
I am writing to let you know how my HUDSON "33,** which I purchased from you a 
short time ago, has been running. Up to the present, she has covered just 2,000 miles 
without a single involuntary stop of any description whatever, excepting tires; the mag- 
neto and plugs have not been touched, and nothing has been done except filling up with 
oil and petrol. I have now toured through France, Switzerland, and Italy, and am now 
touring in France again. We crossed the Alps twice, the first time over St. Gothard's 
Pass, where low gear was used only twice, and the second time the Mont Cenis Past, 
where low gear was not used at all, although the pass is roughly about 10 miles long, 
uphill the whole way. and in several places our gradometer registered under 1-10. She 
averages 22 miles to the gallon, and is very good on oil, her pace on the level, 56 m.pJi.. 

I consider extremely 
good considering 3 
people and 7 portman- 
teaus: but she is at 
her best when climb- 
ing slow on hills where 
a run is impossible to 
get. I am absolutely 
delighted with the 
car in every respect, 
and, although I have 
driven many, I con- 
sider she is as flexible 
and quiet as any. 

Yours faithfully. 
(Signed) S. B. Lacon. 

Echoing the 
success of the 
New HUDSON 
"33" is an inter- 
esting letter from 
the Estrella Auto- 
mobile Palace, 
Manila, P. I., 
where the HUD- 
SON is extremely 
popular among 
the island motor- 
ists. It follows in 
part: 

You may be inter- 
ested to know that 
the Episcopal Bishop 
for the Islands. C. H. 
Brent Is riding in a 
HUDSON "83 M Tor- 
pedo, with Demount- 
able rims and is well 
pleased with same. 

P. P. Levy Hermance 
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Self-Starting News Takes 
Buyers By Storm 



HUDSON dealers in every section of the United States are 
feeling the good selling effects of the wave of enthusiasm — 
generated by buyers — that swept the country from end to end 
immediately upon the promulgation of the self-starter an- 
nouncement. 

It seems almost simultaneously with the advent of the 
New Self-Starting HUDSON "33" buyers who had purchased 
1912 cars, and who were informed their cars were to be 
equipped with the self-starter, began 'phoning their friends to 
go buy the car that starts without cranking. 

In every car center in the country the owners themselves 
started a stream of prospects in dealers' places of business — 
this in addition to the buyers stirred up by the newspaper 
advertising. 

The country was virtually taken by storm by the 
New Self -Starting HUDSON "33" ! 

From owners and prospective owners in every corner of 
America the executive offices of the Hudson Motor Car 
Company were buried under the influx of telegrams, special 
delivery letters and some long distance telephone messages. 

Every communication bubbled over with hearty good 
spirit toward the car. With very rare exceptions, every 
letter from an owner in some way put this thought: 



SEND ANY PfcOSPECT YOU'VE GOT TO ME. I'LL SELL HIM. 



Owners of the 1912 HUDSON arose as one man and paid 
their respects to the Big Family, for its enterprise. This 
overpowering demonstration made owners of many hundreds 
of prospects. 

A big man in the organization of John Wanamaker, the 
Philadelphia and New York merchant, said this: 

"You certainly are a live-wire institution, as I consider it 
the very essence of liberality when you are willing to furnish 
self-starters on cars that have been sold for several months." 

And that was the trend of thought reiterated time and 
again by owners of the HUDSON, that started the stream of 
prospects to see dealers. 

It was the greatest demonstration of the vital selling fact 
that "The best advertisement is a pleased customer" that it 
has ever been the good fortune of die writer to witness. 

Every dealer and every salesman — for the valuable inspira- 
tion it will furnish him — should read and re-read a few of 
the letters from owners, taken from the hundreds that were 
received. 

Here are a few: 

CHARLES MILLS KING, 
Dayton, Ohio. 
Hudson Motor Car Company, 
Detroit. Mich. 

Dbar Sirs — I use this car in my practice and of course make an unusual number of 
stops mile for mile. For this reason the starter is of much more service to the physician 
than to the average user of the automobile. My roadster is considered to be the hand- 
somest one in town (it is the only HUDSON roadster used to date). I am much pleased 
with it in every way. 

Very respectfully yours, 

Chas. M. King. 

E. H. COACHMAN. 
_ Clearwater, Fla. 

Hudson Motor Car Company, 
Detroit, Michigan. 

Gbntlrmrn-— I bought my HUDSON car on the 22nd of August. I am well pleased 
with it. I have not had one bit of trouble as yet and this is my first car. I am looking 
forward to the self-starter very soon. 

E. H. Coachman. 



CAMBRIA STEEL CO., 
Johnstown, Pa. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — I was pleased to receive your letter stating that the self-starter would 
be put on 1912 HUDSON cars, including those already purchased. My car is doing ex- 
cellent work and I am quite satisfied with it and am a HUDSON booster all the time. 

Thanking you for previous courtesies extended to me by your Service Department, 
I am. 

Yours very truly, 
H. A. Hosmbr. 

Hudson Motor Car Co., 
Detroit. Mich. 

Gbntlrmrn— Yours at hand and I am pleased with your generous offer, and also 
am pleased with my car. I am realising a remark that was made to me at an aviation 
meet, that the HUDSON is coming to the front the fastest. 

Yours truly, 

J. N. Hraton, 
Hoopestown, 111. 



Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen— * * 
in this manner. 



B. HERBERT SMITH, 
Brooklyn. N. Y. 

* * I wish to express my satisfaction of your action 
B. Herbert Smith. 



JOHN WANAMAKER. 
Philadelphia 
New York Paris 

Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — You certainly are a live wire concern and I consider it the very es- 
sence of liberality when you are willing to furnish self-starters on cars that have been 
sold for several months. The ordinary automobile firm would naturally only supply 
this splendid device on the cars that are unsold. Of course I am anxious to have this 
self-starter by the earliest possible moment, as anxious as a boy with a new toy. I cer- 
tainly admire your policy and your car and are doubly satisfied with both. You can refer 
to me at any time it such reference is of use to you when it comes to writing a testimonial 
on the use of HUDSON cars. 

Yours very truly, 

O. M. Gaissr. 
ScotUbluff. Nebr. 



Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — I can truthfully say I am In love with the car which I ordered through 
your local agent. I was in the market for a car for a long time before I made my choice 
and a good one. I was an engineer myself and I had an idea of what to expect m a car. 
I shall certainly be pleased to have the self-starter. 

Yours truly, 
C R. Db Mott. 

ECKHART'S STORE 
Weston, I1L 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen— There is no question about your treating buyers of 1912 Hudson "33" 
fair and then some. I was reading about the self-starter in last Sunday's Inter-Ofan 
saying all 1912 HUDSON "33V would have self-starters and at the time was wondering 
if I could get one. Too much cannot be said about the HUDSON "33." 

Very respectfully yours. 

Geo. W. Eckhart. 
74 New England St., Summit. N. J. 

Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen— This is indeed a surprise and a pleasant one. I congratulate you upon 
your business policy. 

Yours very truly, 
B. D. Nelson. 

UNITED STATES EXPRESS CO., 
Eatontown, N. J. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — I am more than pleased to know that I am to have a self-starter on my 
New 1912 HUDSON "33" and think that with it the car will certainly be up to the minute. 
You certainly are treating us HUDSON people well. I will try and show my appreciation 
by booming the car. It is a great car. I have driven it more than 600 miles and I find 
it all I could ask. It runs like a watch, has plenty of speed and is a great hill climber. 
I have owned cars that cost much more money and can peacefully state that I never 
owned one that pleased me so much as this HUDSON "33." I took out a friend the other 
day and he was so pleased with it that he immediately bought one of Mr. Van Dora, and 
I expect to take a gentleman out tomorrow and I am sure that after one ride in this car 
he will buy one. 

Yours very truly, » 
J. B. Hathaway. 

E. W. COTTRELL. 
Detroit, Mich. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — My only experience so far has been that of pleasure in driving and 
frfln^Hnff ^. It is a constant delight and I enjoy every moment that I am out with it, 
as do my family and friends. 

It handles like a bird and behaves like a thing of intelligence. 
Up to the present time, it has not caused a single annoyance or a moment of trouble 
and has been absolutely satisfactory. 

Yours very truly. 

E. W. COTTRELL. 
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HARRY THOMASMA. Real Estate, 
Grand Rapids, Mich. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — I have owned something like a dozen different cars but have never 
owned one that pleased me as well as the HUDSON. I believe that the Hudson Company, 
judging from their acts are absolutely fair in their deals. This is the first time that I 
have ever had any equipment or attachment of any kind offered to go on any car that I 
have purchased after the deal had been closed. I appreciate this treatment. 

Very truly yours, 
H. Thouasma. 

J. H. MOUNTFORT. 
Portland, Me. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — To state that I am pleased that you are going to put a self-starter on 
my car does not fully express my feelings. I feel that the attitude you have taken in the 
matter is great. I have run my car a little over 500 miles, but I can very truthfully say 
that I never owned anything in my life that I thought so much of or so thoroughly en- 
joyed as I do my 1012 HUDSON car. Yours truly, 

J. H. Mountfort. 

DR. WALTER S. SUTTON. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — Permit me to thank you in advance for this offer and to thank you 
on this evidence of good feeling of the Hudson Motor Car Company. 

Very sincerely yours, 
Dr. Walter S. Sutton. 

Law Offices of 
BRINNIER & CANFIELD, 
Kingston. N. Y. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — Yours in which you say that you are going to furnish a starter for my 

1912 HUDSON "33" came to hand and I certainly appreciate this. I have owned a 

car for some years, and also other cars, but I wish to assure you that I am very much 
pleased with the HUDSON. Yours very truly. 

Wm. D. Brinnibr. 

THE HALL LITHOGRAPHING CO.. 
Manufacturing Stationers, 
Topeka, Kans. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — I very much appreciate your courtesy in advising me that a self-starter 
will be supplied for my New HUDSON. It is certain that every one of the 1912 models 
not now equipped with a self-starter will have only the kindliest feeling for your com- 
pany when they know their cars will be made in every way as good as later HUDSON 
machines. Yours very truly. 

Guy A. Morse. 

BLANVELT & MORRELL, 
Nyack, N. Y. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — Your decision to attach the self-starter to all 1912 HUDSON cars is 
very generous indeed and without the slightest doubt will be appreciated by every owner 
of a HUDSON car as it is by Yours very truly, 

Chas. E. Morrbll. 

GEO. H. ROTH, 
Philadelphia, Pa. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — Saturday will be one month since I bought car No. 15478 — 1912 
HUDSON "33" — and have gdne over 1500 miles of very pleasant riding, and must say 
that I am very well pleased. I picked out the HUDSON car in preference to a new 
Cadillac Yours very truly, 

Geo. H. Roth. 



X-RAY INCUBATOR CO., 
Wayne. Nebr. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — I am much pleased with the HUDSON car recently purchased and so 
far have had not the least trouble in running the machine. I have three sales in view 
which will come through the Sioux City Auto Co. The parties live in Dixon County thii 
state, and I would like to have the starting device on my car, as I know I can land three 
of them. The self-starter will soon be a clincher in making sales. 

Yours very truly, 
Ed. J. Rayne, Sec'y. 

J. A. NUTTMAN. Lumber, 
Pittsburg, Kans. 
Hudson Motor Car Co., 
Detroit. Mich. 

Gentlemen — Your valued favor came to me this morning and it was very much s 
happy surprise. It certainly will add to the popularity of the car if such a thing can be 
and is unique in the annals of automobile industry. It is unheard of and very much in 
keeping with the liberal reputation which your company now enjoys. This will certainly 
make boosters of nearly every one of the hundreds of owners of the 1912 model. Many 
thanks and best wishes. 

Yours very truly, 
J. A. NUTTMAN. 

L. F. BARNEY. M. D., 
Kansas City. Kans. 
Hudson Motor Car Co.. 
Detroit. Mich. 

Gentlemen — Being a physician and making many stops in the city, the self-starter 
will probably be of more pleasure to me than any of your patrons. 

Yours truly. 
Dr. L. F. Barney. 

C. C. THRAPP & SONS, 
Sciota, IU. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen— We are very much pleased with our car. It climbs the hills as though 
there were none, and it is the smoothest running car I ever saw. Your 1912 car attracts 
much attention. Would like to congratulate you on having such a worthy agent as F. E. 
Sticklen of Blandinsville. He understands his business and attends strictly to it. 

Yours respectfully, 
C. C. Tbrapp & Sons. 

MOUNT WASHINGTON CEMETERY, 
Kansas City, Mo. 
Hudson Motor Car Co., 
Detroit. Mich. , t m 

Gentlemen — It would be difficult for me to express to you my appreciation for the 
offer of the Albertson-Boyd Motor Company of this dty. It was entirely unexpected 
and one which you were under no obligations whatever to extend as I purchased my car 
before you had decided upon this extra for your 1912 model. Although I have had my 
car but a short time it has made me a great friend of the Hudson Company and this kind 
offer makes me still more friendly and leads me to believe that I have placed myself in 
good hands and will be protected by your company. Again thanking you for your kind- 
ness. I remain, 

Very truly yours, 
Geo. L. Nelus. 

C. F. CALKINS & CO.. 
Ponga City. Okla. 
Hudson Motor Car Co., 
Detroit. Mich. , . ...._. 

Gentlemen— It shows a spirit of wishing to do the right thing with your customers 

as I notice the Company are furnishing the self-starter to all who have 

1912 cars at $100.00 extra. Mr. Van Petten and myself have the agency for the HUDSON 
car in this locality and know it will be great in way of sales and to convince prospective 
buyers that the Hudson Company wishes to do the right thing for HUDSON owners. 

F. B. Appleby. 



In This Car You Get Features 

Others Will Have Two 

Tears Hence 



The Albertson-Boyd Automobile Co. 

DISTRIBUTERS 
1527 Grand Avenue. tlanaaa City. Mo. 
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Here is the center 
spread of a large con- 
vincing booklet issued 
by the Albertson-Boyd 
Company. It contains 
photos of owners in 
their HUDSON Cars 
and gives the. owners 9 
own stories of how the 
HUDSON satisfied 
them. These are sam- 
ple pages from the 
book, which is beautiful 
in typography and 
contents. 
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How I Sell the HUDSON 



By Men on the Firing Line 



By A. T. McCullogh, A. E. Ranney Co., Newark, N. J. 

THE less technical a publication, the less argument will 
be brought forth in the mind of the prospect. 
A reader of your advertisement in, say, the Saturday 
Evening Post, reads of a finished product ready for service and 
he has only to part with his money and buy a car. A reader 
of an advertisement in a technical paper has the confusion of 
thought which inquiry and analysis bring when they techni- 
cally view a car. 

I find technical people take longer to part with their money 
than others and when I have such a prospect in hand I find 
success lies much nearer when I say that the day for discussing 
and analyzing the gas engine has passed so far as buying and 
selling a car is concerned. I tell them I sell HUDSON cars 
ready for service and that the question 6jf gas engines, bear- 
ings, ignition, etc., does not enter into the matter as hereto- 
fore. The fact that you have advertised Mr. Coffin's ability 
permits me to talk this way to a prospect. 



The dust proof features and the fan in the flywheel are 
the greatest factors in selling the "33." One prospect, an 
owner of an Oldsmobile, bought a "33" on those points alone 
and in spite of a strong objection to Hyatt roller bearings. 



To throttle down on high has been my best card with 

the "33." I have landed many a B prospect for this 

season. 

When I find a prospect with a used car, I try to get him to 
sign a contract for a New HUD- 
SON "subject to sale of his old 
car." He does not have to make 
a deposit. In the contract I insert 
11 New HUDSON to be delivered 
on or about ten days after sale of 
owners 1910 second-hand car at 

$ ." We make no charge for 

sale of old car and in time the 
prospect will adjust the value of 
his old car to the market price 
and the trick is done. 



By Wash. A. Cotter, Brooklyn, N. Y. 

1HAVE always avoided details and technical explana- 
tions when possible. Eighty per cent of the average 
customers are neither interested nor understand and it 
has a tendency toward making the operation and care of a 
car appear formidable. 

When possible, allow the novice to take the wheel. Stand 
on the running board within reach of levers and let him run 
the car a short distance on low speed and he will be an enthu- 
siast. 

"Willingness to court comparison shows confidence in 
your own car, which is infectious. 

"A customer well taken care of even months after a sale, 
has sold many another car." 

By C. J. Heath, Fort Dodge, Iowa. 

WE usually tell the owner of a second-hand car that 
we can get $500 for it. We are willing to insure him 
that much for it and all over and above that amount 
we return to him less 20 per cent. 

Or should we sell his oar for $700. He would be entitled 
to $660, our commission being $40. 

We have handled a number of deals this way and they have 
all turned out satisfactorily. The only drawback is that 
other dealers are not doing the same thing. 



We buy the cars we sell just as we would if we were getting 
them for our own use. 

We are just as careful to see that the car has the quality 
that the user demands as we would if we were the user. 



By C. R. Radcliffe. 

WHEN specifications are 
given, the wise ones 
often condemn the car 
because they see something they 
think they don't like. When 
we talk with them we can often 
convince them that after all they 
may possibly be wrong on that 
particular point. 



By George Magulre, Phillips Automobile 
Company, St. Louis 

HEN a salesman does 
make a sale, he must also 
make a friend. 



W 



Neat, Well Arranged Showroom of G. W. Blake, Colorado Springs, Colo. 
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By L. R. Smith 
New York City 

WHEN a man to whom you have sold a car comes into 
your store don't scowl but smile. 
He may be a nervous and faultfinding person. Never 
let him get at you first. 

Go at him with a grin and his troubles will disappear, like 
the "dew on a sunny morn" and keep him fixed. 

I have spent $100 on a customer in fixing him up on a 
second-hand car and it paid, too. 

Give him the best that you've got after the money has been 
paid, the same as before. 

Not long ago a man to whom I had sold five cars at different 
times came in and said : 

"L. R., I hate to tell you what I am going to do, for you have 
always been so d — m nice to me but I am going to buy a Brush 
or a Maxwell for one of my salesmen on the road. It is 
cheaper." I said, "That's all right, but don't do it," and 
handed him a cigar and we went over the matter together. 

Needless to say I got his order by continuing to be "nice" 
to him. 

By A. T. McCULLOGH 
A. E. Ranney Co., Newark, N. J. 

ONE very successful salesman states that the most 
effective method he knows in influencing an order is 
his deep interest in the welfare of the man to whom 
he is talking. To do that one must have heart; must have 
sympathy, and an understanding. Selfish men can neither 
practice flattery nor exercise an interest. Most men fail in 
this respect in salesmanship as the result of thoughtlessness. 
Men who come to buy cars do not have an idea of arguing. 
Those who ask you how you like their necktie expect you to 
agree with them. It is impossible to tell a man how to sell a 



car but some ideas can be given that in the mind of a fertile 
imagination can be used to great advantage. 

Men who have a thorough knowledge of their product; 
who understand their territory, or in the case of automobile 
salesmen, know all the prospective buyers in the section and 
who have a complete technical knowledge of the car cannot 
succeed as well as the man who lacking these advantages, has 
human sympathy and understands the essentials of sales- 
manship. 

Tyrus Cobb originated a form of sliding to bases. He is 
the greatest baseball player, so authorities say, that ever lived. 
He has taught practically every man ii\ the big leagues how 
to slide. He has told them how he makes his runs. But 
no one has been able to equal him. The reason is that every 
man is limited in his capacity. But what Ty Cobb has taught 
in regard to sliding into bases has increased the percentage of 
efficiency of every man who has beert his pupil. Thus it is in 
salesmanship. Every man can increase his own efficiency if 
he will study the methods of others and most of all, study 
himself. 

It is a trite saying that salesmen are born and not made — 
but it is nevertheless true. Many a man plays a better billiard 
game from the very first time he takes up a cue than other 
players who have spent years in practice. But all the profes- 
sional players even at that have studied the methods of others 
and thus made their skill even greater than it would have been 
through their natural ability. 

No charge for adjustments, using the il- 
lustration of the doctor who always seems in a 
hurry to call on other patients and does not 
succeed. We all like to feel that the doctor 
has no concern about the health of anyone ex- 
cept ourself. Thus it is with the automobile 
buyer. 



The Alsop Auto Company, Richmond — Note How the Showrooms Stick Out From Surroundings 
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Dealers Who Seized the 
Main Chance 



A YEAR or so ago a sensational 
individual dashed across the 
k State of Nebraska — the whites 
of his eyes echoing paroxysms of fear — 
and with wild waving of arms burst 
into a convention hall of bankers 
shouting in 72 point black face type, 
this: 

"The farmers are mortgaging their 
farms to get automobiles. Money is 
being taken away from the banks. 
Down with the automobile." 

The bankers convention # unani- 
mously passed the resolution, increas- 
ing the type to 104 point Roman bold* 

Blacker still. 

At Scotts Bluff the banks are said 
to have ratified the resolution against 
automobiles with both feet, much to 
the disgust of a certain demon hustler 
who somehow believed the stage coach 
era was past. 

The Man With the Panama Hat 
and the Explosion 

One day a man with a Panama hat 
started across the street from The 

Central Garage of Scotts Bluff, spit on the curbstone in front of the big- 
gest bank in the town, walked in without removing his Panama hat, and 
sat down in a chair in the president's private office. He talked tersely, to 
the point and, from the size of the explosion, convincingly. 

But he didn't stop with the president. Three strides took him into 
a director's office. Another explosion and settling of debris. The same 
operation was repeated twice more. 

And a moment later, A. T. Crawford, the demon hustler, the man 
in the Panama hat — for all three were none other than he — strode forth 
from said bank nonchalantly thumbing four orders for cars — three of 
them HUDSONS. And this before the reverberations of the 104 point 
type had spent themselves. 

The man in the Panama hat — he wears the said hat in the above illus- 
tration — is well typified by the bank story. 

The Statistical Evidence Behind A. 77* Ability 
in Selling HUDSON Cars 

He is that sort of a HUDSON dealer, alive to his tremendous opportuni- 
ties, ever keen for the big idea behind the HUDSON car, one of the most 
energetic dealers to be found in Nebraska, and withal a good business man. 



In 1909 



Today 

We need not have told you these platitudes — we could merely have 
stated that almost three-fourths of all the money invested in automobiles 
in A. T.'s county finds it way into A. T.'s garage. Which statement is 
a part of the annals of Scotts Bluff. 

It is the statistical evidence that stands behind the selling ability of 
the man in the Panama hat. 

A. T.'s business is an affair of family in his section of the state. You 
see, Nebraska being somewhat insurgent still hangs kind of taut for Roose- 
velt policies, one of which is "Down with race-suicide." Thus the great 
majority of Nebraska families are big. The anti-race-suicidists like big 
roomy cars for their big families and consequently A. T. keeps the wires 
hot ordering more HUDSON touring cars. He only sells roadsters to such 
young, rich, newly-married couples as can afford them. 

The difference between the two photographs herewith presented is 
but two years. Mr. Crawford has worked up a mighty big business in 
his garage, automobile repairs on other cars, and the HUDSON line. 

He Constitutes the Automobile Industry of Scotts Bluff 

One of the biggest things that The Central Garage of Scotts Bluff 
sells when its proprietor accepts a check for a HUDSON car is keeping 
the car running like a watch. You can't extend your arms in Scotts Bluff 
without striking a close personal friend of A. T.'s. Every man, woman or 
child in that section of Nebraska knows the man in the Panama hat, 
counts The Central Garage an institutional necessity and is personally 
intimate with Howard £. Coffin's characteristics and that of his latest car. 

A. T. is the automobile authority — he is the automobile industry — 
there, and it is 100 per cent right that this is so. 

As Mr. Crawford states, he can sell all the cars that the factory can 
allot to his section of Nebraska. This year Mr. Crawford's business will 
more than double that of last year. It is merely the natural impetus of 
a business which has grown up in rapid-fire fashion. 

There is not a day goes by but that Scotts Bluff can't say with A. T.: 
"The business has increased. ' 

The Mysterious Psychic Wave that Pounces 
Upon Automobile Thoughts 

Whenever a man within several hundred miles of Scotts Bluff thinks 
automobiles, a mysterious psychic wave pounces upon and sidetracks his 
train of thought and guides it to The Central Garage, thence to a man 
with a Panama hat. 

Anp! be it said that no Scotts Bluff purchaser of a HUDSON has ever 
regretted A. T.'s salesmanship that was responsible for his ownership of 
that car. 

Whenever A. T. sells a man a car he makes that man a closer personal 
friend than he was before, if that were possible. 

And now that the banks are lined up in the ranks of the patrons of The 
Central Garage, it is not for us to say that factory production cannot keep 
pace with the demand that A. T. Crawford, the man with the Panama 
hat, demon hustler of Scotts Bluff, keeps stirring up for the HUDSON. 

A. T. Crawford is one of the livest automobile dealers in this country. 
Your hand^A. T., the big family is glad you're one of us. 
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Howard E. Coffin and His Engineers 
Build a New "33^-SeIf-Starting 

Howard E. Coffin and hia Board of Engineers have built their master car — a car you start by merely pressing a button. 

These men practice the highest engineering principles the world knows. 

Engineers from abroad come here to study under these men. Their chief — like Thomas A. Edison in electricity — drives the milestones of auto- 
mobile advancement. Howard E. Coffin and his men in other years designed the motors for more than a dozen manufacturers. Eighty per cent of 
all the better quality American cars have on them features designed by Mr. Howard E. Coffin. 

Howard E. Coffin previously built five famous care — the industry's masterpieces. Each of these cars, in their time, was the car of the hour. They 
were so far ahead of their day tnat several are still being sold as leaders in their class. 

Their latest and greatest achievement is this 

New Self-Starting HUDSON "33" 



You Press a Button to 
Start the Motor 

That explains the operation. 

A child can do it as easily as it can push a button that 
rings an electric bell. 

It is like switching on the current that runs an elec- 
tric fan. % 

Yet the self-starting device of the New HUDSON "33" 
is not operated by electricity nor is it operated by com- 
pressed air. 

It has neither the weight nor complications common 
to all starters of those types. 

It weighs but4H pounds and has only 12 parts. Electric 
starters weigh 175 to 200 pounds — as much as the weight of 
an extra passenger. Compressed air starters weigh 60 to 
75 pounds. 

One type has a dynamo, a big battery and miles of wire. 

The other has valves and other drawbacks. 



Starts Instantly in Winter 

Howard E. Coffin tested all types of self-starters. None 
other was acceptable. 

This one started the motor 08 times in every 100 trials. 
Thousands of tests were made. Cold weather did not 
affect it. A motor was kept in cold storage for a week. The 
temperature was 5 degrees below freezing. Ice covered 
the cylinders. But the motor started at the first operation 
of the starter. 

Other types were not so successful. 

Buy No Car Without a Self -Starter 

Self-starters on all cars is coming as certainly as did the 
magneto. Only two years ago magnetos were sold as extras. 
Today all first-class cars have magnetos as regular equip- 
ment. 

You can't get a very good price for any car now that 
is not equipped with a magneto. 



In a year or two it will be jusUthe same way with Self 
Starters. In getting a car now be sure to choose one so 
equipped. But see that it is a good, simple, effective self- 
starter — one not likely to be out-of-date in a season or so. 

This But One Exclusive 

Feature of the New HUDSON "33" 



Ail cannot be enumerated here. Their number is too 
great. But these exclusive features include an advance 
design which has eliminated almost 1000 parts — Demount- 
able rims — BIG tires — an accessibility that puts all impor- 
tant parts and all oiling places within easy reach. En- 
closed valves, dust proof bearings throughout. Fan in 
fly wheel. A clutch so good that drivers never know they 
have a clutch, because of the freedom from trouble. 

It is the quietest automobile built. Power that will 
shoot the car — with full load — up mountain sides — through 
sand and mud and always with a sensation of strength and 
of flying that is utterly lacking in many cars. 

The springs are of the most flexible; yet non-breakable, 
vanadium steel. People compare the New HUDSON "33" 
in riding comfort to cars of double its weight and its cost. 

Haven't you at least a curiosity to see Howard E. 
Coffin's New HUDSON "33"? 

Its value will be a revelation to you. 

Printed descriptions — advertised promises and pictures 
are often too alluring and many cars do not fulfill the expec- 
tations the advertising has created. 

We cannot do justice to the car and therefore aak you 
to go to see it, compare it with other cars you think well of. 

You will marvel at the value Mr. Coffin has incorpor- 
ated in this last creation. 

Go see the New HUDSON "33" NOW. So popular 
was his last year's "33" that more than 2000 failed to get 
the cars they had ordered, for we could not build them fast 
enough, 

Today we lead all competitors in the number of new 
cars delivered and still the shortage continues. Better see 
the New HUDSON "33" before all these models too are 
sold. 



The price for either of four models — Touring, five-passenger — Torpedo, four-passenger — Roadster, two-passenger, or 
MiU-a- Minute Speedster — is $1600. Not a cent more is needed to equip it before it is ready for use, for top, Disco Self- 
Starter, Demountable rims. BIG tires, ventilated fore-doors, windshield, large gas tank, magneto — dual system — and all 
things usually listed as extras are included. Write for illustrations showing how the New HUDSON "33" is simpler 
than any other car. 

HUDSON MOTOR CAR COMPANY 

Jefferson Avenue, Detroit, Mich. 



Please Send Literature on New Self -Starting 
HUDSON "33". 
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How One-Price-to-All Won Orders 



ANY half-witted individual can sell goods, 
t\ if he'll cut the price. The test of the 
•a JL real salesman is selling a car at the price 
the manufacturer fixes. 

A school kid can sell a cut-price car. It 
doesn't take salesmanship. 

The salesman shows his salesmanship in the 
profit his sale wins. If it is the maximum 
profit he is A No. 1 salesman. That's the only 
test. 

You must face this price-cutting by your 
competition. Remember this — 

The car that is peddled around at discounts 
has no specific valuation in the prospect's mind. 

The man who gets a car at a discount is dis- 
turbed by the fear he still paid too much. 
That mental disturbance ends his chances of 
buying another car from the dealer who gave 
him a discount. 

The dealer must build up his business. He 
cannot plan for a single sale, alone. He must 
make and hold patronage. 

To do it he must inspire confidence in the 
buyer's mind. Shaving the price breeds abso- 
lute lack of confidence. To the prospect it 
isn't worth what it's shaved to, then — and it 
becomes a matter of getting more off. Then, if 
the purchase is finally consummated, the 
buyer is uneasy as to whether he ' touched 
bottom. 

That uneasiness results in his future purchases 
from other dealers. That is the rock that has 
ruined the business of dealers for other cars. 

"You Cut the Price and I'll Be 
Pretty Sore" 

A DEALER in a certain make of car, who 
once confided his experience to the writer 
was called to the office of a purchaser, whose 
close personal friend, he wanted to own a car. 



The dealer proceeded to close the friend. 
The latter asked for a discount. The dealer 
hesitated and thought a moment. 

The owner blurted out: "Don't you give him 
a discount. If you do I'll be pretty sore at you. 
You won't get me* digging up any more prospects 
for you. I paid you full price." 

The dealer gathered himself together in an 
instant and deftly got away from the discount 
talk and then closed the sale. 

The owner told him afterward that his sticking 
for the full price had been the point that sold 
his friend — the friend would not have bought a 
car at cut-price, because he had done so once 
previously and had received no service from the 
dealer. He wanted service with the car. 

The Dealer 9 e Profit /« a Premium 
Contistent with the Service 

EVERY dealer is asked to cut the price. 
The best argument that can be made in 
reply is that the profit allowed the dealer is the 
premium consistent with the service the dealer 
is required to give the buyer. 

The buyer would not think of buying a policy 
in a life-insurance company that had the reputa- 
tion of repudiating its obligations, being in- 
fluenced to purchase the policy just because 
the rate is lower than that obtainable in a 
company that pays its claims promptly and 
without question. 

Don't let price-cutting by competition bother 
you. They are cutting their own throats. 

And the wise dealer realizes this fact — for 
he knows that any business must perish unless 
the product it sells has a fixed, certain, one-price 
valuation. 

People don't buy uncertain values twice. 

So rest assured that competition's discount- 
giving will be the price-cutting dealer's own 
destroyer. 



One- Price- to- All Give* Confident 
Bu»ineww /« Done Only on Confidence 

THE advantage the HUDSON dealer has over 
his price-cutting competitor is the advan- 
tage the great Marshall Field's store in Chicago 
has over a store where "you can beat them down" 
— where crooked business is practiced. We 
know we can't beat Marshall Field down, for we 
have confidence in their honesty. We thoroughly 
rely upon their judgment. We know the goods 
we buy are worthy the money we pay. 

True, we need not spend so much money at 
the crooked store. But having no confidence, 
we're liable to be tricked on the goods. And 
once our money changes hands, they won't 
give it back. 

So we buy at Marshall Field. For this 
same reason HUDSON dealers sell more cars — 
on the average than their price-cutting competi- 
tor. 

That is the reason you are outdistancing com- 
petition. Confidence is the basis of all business. 
Price-cutting destroys it. You have earned a 
man's respect and confidence when you say 
"No, we don't cut prices. If we did we couldn't 
afford to give service on the car. " 

And confidence in you, in his mind, sells your 
goods. 

The HUDSON In Britain 

The Sheffield Motor Co., Ltd.. 

Sheffield, England. Sept. 28. 1911. 
Messrs. The Rawlinson -Hudson Co. 

Dear Sirs— The HUDSON is the finest car that 
it has been my privilege to drive. You will be 
glad to learn my efforts have today been very „ 
'successful? I have actually sold one car and win 
take the order tomorrow for another. I have 
only just come in now from giving a trial. Please 
say when you can give delivery. I may sell a 
few more tomorrow. 

v . „ Yours truly, ; 

A. Barnes. 



The great gathering of HUDSON Dealers at Kansas City, Mo. There were twenty-six present 
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Talk Howard E. Coffin; 

Sells HUDSONS Quickest 



HERE is a story that splendidly illustrates the 
impressiveness of Howard E. Coffin's name 
in the eyes of every prospective owner of a 
HUDSON. 

A dealer in the West, at the moment Ad- 
vertising Manager C. C. Winningham stepped 
into his sales room, was working with a prospec- 
tive buyer. The buyer was sitting in the 
driver's seat. 

He plunged the dealer into technical details. 
There were some tiny things that needed deep 
understandable explanation. The dealer found 
himself engaged in the task of selling a large 
variety of different parts on the car. He found 
he was convincing the visitor piece-meal. At 
this unnecessarily slow pace closing the sale 
would occupy the greater part of the day, if he 
succeeded in closing the sale at all. 

Finally, after a long technical discussion, the 
dealer pulled up, out of breath. Instantly the 
buyer shot another technical query at him. 

The Effect of Mr. Coffin's Career 

THE dealer glanced at Howard E. Coffin's 
photograph on the wall of the sales room. 
He didn't answer the buyer's latest query. 
He simply pulled him out of the car, led him 
over to Howard E. Coffin's photograph, and 
commenced to tell him who Mr. Coffin is. 
He told him the five famous cars Mr. Coffin had 
built — how they were the marvels of the times — 
how some of them were being sold today as 
leaders in their class — he told him of engineering 
honors that had been bestowed on Mr. Coffin 
by the world's engineers — he told the buyer 
that Mr. Coffin is the world's greatest auto- 
mobile builder. Then he proved it. 

From the moment the dealer talked 
Howard E. Coffin he began welling a unit, 
instead of hundreds of units. Instead of 
selling many parts he was selling a single, 
finished, ready-to-run automobile. 

In fifteen minutes of telling who Howard E. 
Coffin is he had sold the car. The man's name 
was on the dotted line. 

The Standard Oil Company's Idea 

MAXIMUM sales efficiency — hence maximum 
profits to the dealer and his salesmen — as 
certainly depend upon a standardized selling 
talk as it is certain the sun will rise tomorrow. 
For telling prospects the facts about Howard 
E. Coffin and his latest car mean every word a 
salesman says carries treble weight. For every 
prospective buyer of a HUDSON knows some- 



thing of Howard E. Coffin and the fact that he 
is the world's greatest engineer. It is a widely 
advertised fact. 

That is the advantage of standardization. 

The Standard Oil Company some years ago 
were suffering a leak of half a million dollars 
in their stables for their horses. 

They hired an expert investigator to run it 
down. He found that in feeding horses, some 
stable foremen fed each animal anywhere from 
three to four to six quarts of oats a day. A 
scientific investigation was made and it was 
found that each animal could do best work with 
just 5 quarts. 

The discovery stopped up a half a million 
dollar leak. That money became pure profit, 
for they had standardized feeding. 

HUDSON Dealers All Standardizing Selling 

HUDSON dealers in all sections of the country 
are now, with excellent results, standardiz- 
ing the means of selling the HUDSON. 

They are telling of Howard E. Coffin's wonder- 
ful engineering genius and the .buyers are being 
convinced in greater numbers. 

The spirit of enthusiasm that is being aroused 
by the discovery that this is the best way to 
discuss the New Self-Starting HUDSON "33" 
with buyers is having an effect that is remark- 
able. 

All business is done on confidence. Con- 
sider the things you buy for your own use. 

The moment strong confidence in Howard E. 
Coffin is felt by the prospective owner of a 
New Self-Starting HUDSON "33," that moment 
the sale approaches the closing point. 



ANOTHER IDEA TO STIMULATE THE 
STREAM OF PROSPECTS 

EVERY one of us in the big HUDSON family 
thoroughly appreciates how the enthusiasm 
of the man who owns a HUDSON is contagi- 
ous to every one of the owner's friends. 

We see evidences of it every day, when owners 
turn over names of prospects to us — and how 
the owners themselves often sell these prospects. 

Now then, the thing to do is to stimulate 
owners' enthusiasm to the highest possible 
pitch. 

Regarding parts, for instance — if the owner 
finds that he merely has to drive his car up to the 
garage, have the mechanic note the part neces- 
sary and have the car ready to drive that even- 
ing, perhaps, his HUDSON enthusiasm waxes 



warm. That's service, he says — and with that 
belief in mind he is the greatest advertisement 
the HUDSON dealer can have. 

It is a good deal different — and produces a 
different result — from that attained when the 
owner of another make of car wrote the factory 
a thousand miles away and got his part or 
parts in ten days. Then he had to wait for the 
mechanic to put those parts in place. 

A week's cold water was thrown on the 
owner's sales- generating enthusiasm. He 
turned over no sales for that make of car. 

There is no need to urge any HUDSON 
dealer to keep his stock of HUDSON parts up to 
the minute and complete. Also it is a good 
idea to lay stress on this in talking to prospective 
owners of HUDSONS. It is mighty convinc- 
ing. 

IT shows him he is going to £et 100 per cent 
service for every dollar he invested in his 
HUDSON, because he can get any part at the 
dealer's. Quick-action is what owner's want 
and by giving them the best there is in us we 
are building for more sales among owners' friends. 

Here is a good idea. 

Notify every owner that he can get parts 
quickly by just driving to the garage, thus 
allowing him to get maximum service from 
the car because there is no lost motion. 
Lots of owners do not know this. It will 
be pleasing to them. 

Keep your repair parts stock up — it is a sales- 
winner. 

ALL HUDSONS INSPECTED IN THE CAR 

TH E infinite care the factory takes in 
paying particular attention to every point 
of the manufacture of the New Self-Starting 
HUDSON "33" has its counterpart in the 
inspection system that for comprehensiveness 
is unparalleled in the industry. 

Take for instance the final inspection of the 
HUDSON. Every New Self-Starting HUD- 
SON "33" just before the sealing up of the car 
in which it is shipped, is given a final rigid 
inspection to ascertain whether the equipment is 
complete. 

As nearly as human precaution can govern, the 
New Self-Starting HUDSON "33" is 100 per 
cent O. K. when the car in which it is shipped, is 
finally sealed. 

As far as is known, no other automobile man- 
ufacturer will bear the burden of the cost of an 
inspection in the car. It is the dealer's pro- 
tection against the receipt of cars with equip- 
ment and details missing. When a carload of 
HUDSONS reaches you, you are insured 
against such conditions by this inspection in 
the car. 



Dealers From Surrounding Territory and Factory Men at the Salesrooms of the Phillips Automobile Company, St. Louis 
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A UNIQUE, EFFECTIVE BOOK 

THE Northwestern Garage & Storage Com- 
pany, Kansas City, Kansas, is responsible 
for an effective selling book that has just recent- 
ly been issued by them. 

The book is full of meaty, concrete, interesting 
features, one of which is a number of photographs 
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of owners and their HUDSON cars and below 
the photographs are given facsimile letters from 
owners of the identical cars that are shown. 
Each photograph and the letter pertaining to it 
occupy a page. 

The two page advertisement shown here is 
an effective advertisement of the HUDSON 
"33" and is one portion of this book. The book 
is the answer on HUDSON service and dealers 
will find it will be inspiring to them to look it 
over. * In last week's TRIANGLE, the author- 
ship of the book was erroneously credited to the 
Albertson-Boyd Company, Kansas City, Mo. 
It should have been the Northwestern Garage 
& Storage Company. 



VISITORS AT THE FACTORY 

GEORGE B. KIMBALL of the Henley- 
Kimball Company, Boston, was a visitor 
at the HUDSON factory. He had a pleasant 
chat with Mr. Stubbs of the sales department and 
reports the HUDSON outlook in Boston as 
especially gratifying. 



ET. JONES, of the Jones Auto Company, 
• Akron, O., was also among those who called 
at the factory within the past few days. Mr. 
Jones is doing a great business on HUDSON 
cars in Akron. To use his words, "The easiest 
thing I do is to sell the HUDSON." His son 
will some time develop into as great a salesman 
as his father. 

FRED A. GROVES, Vice-President and 
Treasurer of the Southeast Missouri Motor 
Car Company, Cape Girardeau, Mo., spent a day 
at the factory and reported good conditions in 
his section. Mr. Groves is a strong HUDSON 
enthusiast. He finds in his territory that his 
discount-giving competition is sending buyers 
to him for their second, third and fourth cars. 
He says the man who gets a discount, owing to 
lack of confidence, scarcely ever buys another 
car of the dealer who peddles cars at discounts. 



MR. GOURES of the Union Garage, Lansing, 
Mich., paid a visit to the factory within 
the last few days. His enthusiasm over the 
HUDSON aptly echoes the public's feeling 
toward the car in Lansing and vicinity. 



KM. ANDREWS, one of the officials of a 
• large gas engine manufacturing concern 
at Warren, Pa., and also the HUDSON dealer 
in that territory, spent an enjoyable day at the 
factory. He reports conditions in his vicinity 
better this year than for several previous years 
and his sales of the New Self-Starting HUD- 
SON "33" will unquestionably increase accord- 
ingly. 



Gratifying Approval Greets Idea of 

Interchangeable Magneto Equipment 



DEALERS in all sections of the country have 
welcomed the decision of the factory in 
adopting the Splitdorf and Bosch magnetos as 
interchangeable equipment on the New Self- 
Starting HUDSON "33." 

For a long time Howard E. Coffin and his 
board of engineers had been looking for an 
American made magneto that they could give 
their approval — a magneto the HUDSON Motor 
Car Company could stand back of every minute. 

Precautions had to be taken in choosing Mag- 
netos. Howard E. Coffin and his engineering 
department after exhaustive tests determined 
that the Splitdorf and Bosch were possessed of 
efficiency that granted them places as inter- 
changeable equipment on the HUDSON. 

This year's Splitdorf is a great magneto — the 
greatest that factory has ever turned out. The 
Bosch is, we all know, equally deserving of 
praise. 

The Tettt the Magneto* Were Given 

■ What Howard E. Coffin has to say on this 
matter is interesting, for probably no other man 



is qualified to give decisions that are automobile 
law, as he is. Here is Mr. Coffin's statement: 

"No part or accessory goes into our latest 
car if it is not 100 p er cent right from an 
engineering standpoint. Remember that. 
Both makes of magnetos have our O. K., 
or they would not be on the New Self- 
Starting HUDSON "33." In several thous- 
ands of tests both these makes of magnetos 
were found correct in results. And we gave 
them tests so rigid — tests that they prob- 
ably never meet in hands of owners — that 
the magneto on the New Self-S^tarting 
HUDSON "33" that you sell today we 
absolutely guarantee." 

The ratification of the decision by dealers was 
gratifying to the officials of the HUDSON Motor 
Car Company. It shows a spirit that is bound 
to succeed in making every HUDSON year a 
bigger year. 

It again echoes the thorough confidence that 
HUDSON dealers have in the men behind the 
New Self-Starting "33." 



HOW WAS YOUR FRIDAY, THE 13TH? 

FRIDAY, the thirteenth *of October was 
not a hoodoo this year — that is, not a 
hoodoo for HUDSON dealers. Not that there 
is anything supernatural about selling the New 
Self-Starting HUDSON "33," but it just hap- 
pened to break that way for there is a steady, 
persistent, never-let-up demand for the car 
regardless of omens attached to any specific day. 

Several HUDSON dealers took the trouble 
to let members of the Big Family know that the 
sales kept up at the same rapid pace despite 
the fact that it was Friday, the 13th of the month. 

One inspiring telegram reached the factory 
from the HUDSON Sales Company, Los 
Angeles, Cal. It is worth while reading through : 
Hudson Motor Car Co., Los Angeles, Cal. 

Detroit. Mich. 

Please ship immediately carload three touring cars 
three roadsters. On Friday, the thirteenth of October, we 



sold eight cars locally and closed ten car agency Santa 
Barbara. It was our record day. Hudson Sales Co. 

How were things on your Friday, the 13th? 
Write and tell us. 



AUTO RACE FANS GO WILD WHEN 
OLD-TIME HUDSON WINS 

It is interesting to know that a model "20" 
HUDSON car over two years old, recently 
beat a 1912 O-; — "30" roadster in a 10 mile 
race at Hot Springs, Ark. 

The HUDSON had already traveled over 
50,000 miles but will still do 52 miles an hour. 
The 10 miles was done in 13:05. 

Thousands of people who saw the races went 
wild when the HUDSON won. No special pre- 
paration was made other than a slight tuning up. 

The race merely teaches a moral — the life- 
time endurance of any car that Howard E. 
Coffin builds. 



Salesmen Can Now Get 

Individual Copies of the Triangle 



THE HUDSON TRIANGLE was given a 
reception that was little short of wonder- 
ful. The editorial staff of the TRIANGLE is 
highly elated at the hearty spirit accorded its 
various sentiments of the first issue. 

One of the notable things about the first 
issue was that a large number of salesmen for 
dealers in all sections of the country wrote the 
TRIANGLE, asking that their names be 
placed upon the mailing list. The single copy 
that reached their show rooms, they said, was 
quickly "devoured." They asked for individual 
copies for themselves alone. 



Consequently — just before going to press — we 
are inserting this announcement to let all sales- 
men understand that each man is entitled to an 
individual copy — for himself alone — the copy 
to be delivered at the place of the dealer for 
whom he sells and it will bear the name of the 
salesman. 

If this is satisfactory to you;— and you did not 
write us previously — mail this coupon tonight 
to THE HUDSON TRIANGLE, HUDSON 
MOTOR CAR COMPANY, DETROIT, 
MICH. 



FREE SUBSCRIPTION BLANK 
HUDSON TRIANGLE, 
Hudson Motor Car Company, 
Detroit, Mich. 

Enter my 'subscription for a year for the HUDSON TRIANGLE. There is to be no 
charge for this. 

Name 

Address 

Dealer's Name Address 
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Dealers Who Seized the 
Main Chance 



ONCE upon a time Des Moines excom- 
municated the form of city government 
most of us do or do not enjoy, as the case 
may be. 

Politics is the greatest of news makers. 

With the commission form of government 
ruling Des Moines politics is said to have been 
eliminated, that is Lafe Young said this — Lafe 
being the Des Moines publisher who has every 
possible condition, thing, a germ and human in 
Iowa indexed and cross-indexed in his mind, 
that is as it pertains to every other thing, condi- 
tion, germ and human in Iowa. 

You can gather from this that Lafe is up on 
Iowa. 

So when politics and news were deported from 
Iowa, Lafe voiced the sentiment that now that 
the city hall could be covered by the copy boy 
from the telegraph desk, he calculated they 
had better transfer the shark at the city hall to 
the vicinity of wherever a certain Bill Mover was 
stirring up a story-a-minute. 

The fact is that Bill Moyer is to Des Moines 
what the city hall is to other towns — from a 
news standpoint. 

Multiply What We Say Here by Six— Then 
You'll Know Bill Moyer 

C* OR, be it known, Bill is the original, the 
■> dyed-in-the-wool, the great and powerful 
News Maker. Please multiply that by six, then 
you'll understand Bill better than 8-point Light 
face type can tell. 

Bill makes News to order — that is News that 
helps him sell HUDSON cars. Understand us, 
Bill is not in the News Manufacturing business 
because spotlights are fascinating. 

How Bill Doe* It— The Whole Secret of 
Catching The Newt Germ 

BILL will turn around in his chair quick — 
likethat— and he'll see the germ of a hot 
story sneaking up under his chair. Bill will grab 
that there germ, fatten him up, nurse him, have 
the wrinkles planed off, dress him up and sit him 
up in a chair in plain sight. 

Then Lafe Young's ex-city hall shark will walk 
in, gaze at said burly germ, gasp, snort and give 
other magnificent indications of having stumbled 
onto the biggest news scoop of the day. Then he 
will subtly extract from Mr. Moyer the details 
that furnish the body of the story. 

That day or the next day Des Moines is as- 
tounded, enthusiastic or grateful at the long 
front page article that carefully tapers down to 
Bill's dear friend germ, thence to a strong, subtle 
exposition of the valuable points about Howard 
E. Coffin's car. 

Thus Bill Mover is caring for the newspapers 
in the place of the politicsless city hall. 

The E. T. L. A. Young Woman Who Wat 

Gallantly Retcued in Her 

Harem Skirt 

A YOUNG woman — good looking young 
■**■ woman, easy to look at and all that sort of 
thing — turned a corner at the intersection of two 
Des Moines, Iowa, streets some time ago. 

There was nothing especially astounding about 
that fact — that is there would have been nothing 
astounding about it if Des Moines were Con- 
stantinople, for from the amazed viewpoint of 
Des Moines folk this e. t. 1. a. individual wore 
nothing less — or better put, nothing more unified 
than a rascally harem skirt. 



He Has Taken the Place Formerly 
Occupied by Politics 

Well you may imagine Des Moines horrifica- 
tion. 

There was a rush of married men — buyers of 
touring cars — to the spot. In a moment a glad 
mob seethed about her. 

This seething attracted the traffic squad for 
that section of Des Moines and he, dutifully — 
we feel confident, not curiously — assumed the 
expression of a cop about to effect a "pinch." 
An instant before the hand of the law had gripped 
its victim, an automobile had turned the same 
corner. The driver took in the situation at a 
glance, tunneled his way through the crowd and 
amid more gleefulness endeavored to rescue the 
lady in the harem. 

And he did. And drove her away from the 
spot in a HUDSON touring car, thereby thrust- 
ing Howard E. Coffin's latest car into the Des 
Moines spotlight for fair. 

Don't Let On We Told You About the 
Harem Skirt Story 

* I * HE papers all printed the story with stress 
■"■ upon the fact that Bill Moyer in a 
HUDSON car rescued the lady. Yes, cross-our- 
heart, the rescuer was Bill. It was so nice of 
Bill that women old enough to know appreciated 
his courtesy, even if the harem lady happened to 
be a perfect stranger — and we cannot say just 
exactly how many HUDSONS these-old-enough- 
to-know ladies sold their husbands in Bill's be- 
half. 

And we couldn't exactly say how these hus- 
bands were in the herein described glad mob. 
You see how it "works. 

But confidentially now — don't ever let this 
go any further — have we your absolute word of 
secrecy? Well then, if you'll promise you'll 
never breathe a word of it, we'll tell you the 
Truth. 

The whole darn yarn was thought up ahead of time by 
Bill. He waa peeking around the corner when the traffic 
squad started toward her. That was his cue. Then he 
came up and rescued her. That's the way he makes news. 
But don't you ever let on you heard it from us, anyhow. 



Bill Hat Jerked the Rope Ever Since He 
Joined the Family 

* I * H U S, gentlemen, may we introduce to 
A you that unmatchable Maker of News, 
that keen, dynamic salesman — William E. 
Moyer, President of the Moyer Automobile 
Company, Des Moines, Iowa. 

And gentlemen, the factory can work 64 hours 
a day, with Bill working only 8 and the factory— 
which is nothing to its discredit, but simply to 
Bill's credit — can scarcely build cars as fast as 
Bill exchanges them for $1600 checks. 

This has been the condition ever since Bill 
joined the big family. Mr. Moyer is without a 
doubt one of the greatest automobile salesmen 
in this country — not only that but he is a great 
handler of salesmen. He is a sales general. 

He has a large number of dealers under him. 
He can always sell his maximum number of cars 
and outstrips every competitor. No one else in 
Des Moines or that territory sells the cars that 
Mr. Moyer does — no other dealer in that section 
makes 100 per cent of his buyers close friends 
the way Bill does. 

Most of them call him plain Bill. And it suits 
him. 

The Way the Farmer Enthuted Over the 
HUDSON at BilVt Instigation 

'T* H E first thing the writer heard when he 

A stepped off a Rock Island train in Des 

Moines the big day of this year's state fair was 

a reference to automobiles by a group of farmers. 

Quite naturally — for Bill had them educated 
well — the next thing they talked of was the 
HUDSON. That afternoon that same group 
was waistdeep at the state fair in the excitement 
of contemplating the purchase of HUDSONS. 

Bill had the best exhibit at the fair. He had 
the crowds with him, for the words Moyer and 
HUDSON are synonymous in that section of 
Iowa. 

The agriculturalists certainly enthused over 
the Moyer Automobile Company's exhibit. 
How many cars were sold there and how many 
sales were started there is hard to tell— but it 
paid and paid big because the HUDSON exhibit 
was the big thing at the Iowa State Fair. 

And for that the big family owes its thanks 
to BUI. 

Bill't Leiture it Spent Detecting Foreign 
Subttancet on Iowa Roadt 

AND another thing, we almost forgot, 
**> Bill is mixed up in the famous Good Roads 
movement in Iowa. That is, more carefully 
speaking, Bill it the good roads movement in 
Iowa. 

Whenever there is an automobile discussion, 
a discussion on roads, persiflage as to the news- 
papers, Bill stretches himself head and shoulders 
over every other dealer in Des Moines as an 
authority. 

Whenever he has a little leisure in his show- 
rooms he will go out and endeavor to detect 
foreign substances — things that don't belong 
there — on Iowa's roads. This is his pastime, but 
it ties up well with his vocation, for every motor- 
ist loves a good road and Bill Moyer being the 
source of good roads, every owner naturally 
loves Bill. We may have, in our enthusiasm, 
stretched it. But you'll forgive us if you know 
Bill. 

Actually, fellow members of the big family, 
unless its Bill's plain generosity we can't quite 
see how his competitors pay their rent. 

Bill and the big family both seized the main 
chance when they spliced. Bill, you're our 
kind! Put it there! 
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SMILE — 

BEFORE the writer of this article joined 
the Big Family he became acquainted 
with Sales- Manager E. C. Morse in 
St. Louis. 

The writer felt peevish — the train had arrived 
several hours late, reaching St. Louis by way 
of Kansas, it seemed, and things generally were 
in a chaotic state. 

The mental attitude of the writer was much 
like that of the man, who before coming to an 
automobile sales-room, fortifies himself against 
the dealer's salesmanship. 

"I want you to meet Mr. Morse, the HUD- 
SON sales manager," a friend informed the 
writer glancing toward a man coming across the 
lobby. 

When he was 15 feet away I noted that 
thousand-dollar smile; when he was 10 feet away 
my morning peevishness was beginning to 
vanish before that million-dollar smile — and 
when I shook hands with the man behind the 
smile, I felt genial enough to buy the hotel 
from him. 

I had met him with an open mind — what is 
pyschologically known as a warm, genial mind. 

The Biggest Factor in the Sale of 
Cars — An Open Mind 

AND that is one of the biggest factors in 
selling automobiles. You can produce an 
open mind in a prospective automobile buyer 



by a lengthy talk — and by a myriad of other ways. 

But the short cut is the smile. 

And added to thai is courtesy, kindness and con- 
sideration in every word and action. 

With the exception of the purchase of a home, 
probably the biggest purchase of the average 
man's life is an automobile. 

Therefore an open mind is the easy, quick 
way to the sale. 

How this Treatment was Given 
Its Severest Test 

r I 'HE hardest people in the world to make 
■*• an impression of any kind on, are New 
Yorkers. 

By way of giving the smile its most critical 
test, let us see how it works out on New York. 
L. R. Smith sells the NewSelf-Starting HUDSON 
"33" in New York. 

Here is his light on the smile and "being nice:" 

"He may be a nervous or fault-finding person. 
Never let him get at you first. Go at him with 
a grin and his troubles will diasppear like the 
dew on a sunny morn and keep him fixed. 
Give him the best that you've got after the 
money has been paid the same as before. Not 
long ago a man to whom I had sold five cars at 
different times came in and said: 'L. R., I hate 
to tell you what I'm going to do, for you have 
always been so d-m nice to me, but I'm going 
to buy a Brush or a Maxwell for one of our 
salesmen on the road. It is cheaper.' 

"I said: That's all right, but don't do it,' 
and handed him a cigar and we went over the 
matter together. By continuing to be 'nice' to 
him I got his order for a HUDSON." 



Courtesy That Brings Back the Or- 
ders — Smile Is Courtesy's 
Reflection 

THERE is no automobile organization in 
America that is so fired with enthusiasm 
as is the Big HUDSON Family. This is the 
mighty spirit with which the Big Family is 
pulsing. 

And that enthusiasm, naturally, breeds 
courtesy, kindness and consideration. The 
very enthusiasm that the HUDSON dealer and 
salesman emanates breeds* the business-winning 
smile. 

So let's all acquire a permanent smile — the 
kind that precedes courtesy and gives impetus 
to the natural goal — ordersl 

GOOD WORK: THAT'S THE 
PROPER GAIT 

CC. ALSOP, of the Alsop Motor Company, 
• Richmond, Va., had things pretty well 
nailed down at the annual state fair of the state 
of Virginia, which was held at Richmond. 
His letter tells an enthusiastic story: 

"These cars came in Monday, Oct. 29th., and we 
were very glad to state, that we sold two out of 
three cars that we had on hand during the Fair, 
and expect to do a great deal of business from the 
exhibition which we gave. 

"The green torpedo model was absolutely the 
talk of the entire Fair. 

"The roadster which you sent us we were unable 
to display, on account of the Doctor to whom it was 
sold wanting the car the minute it was unloaded. 
We offered him a premium to give us the use of the 
car during the Fair, but he absolutely refused." 
"C. C. Alsop." 



Public Forces Erection of New Hudson Factory Building 



THE public's demand for the HUDSON 
has forced the erection of an immense 
new factory building to the main plant. 
r Considering the fact that ground was broken 
only a year and a half ago for the present factory, 
the public's welcome of the HUDSON may be 
said to be tremendously enthusiastic. This 



brings the total floor space of all factory build- 
ings up to 236,411 square feet. 

The new factory building — shown at the right 
side of the picture — is 530 feet in length, 60 feet 
in width and two stories in height, comprising by 
itself 63,600 square feet of floor space. 



Work on the new structure is being rushed 
and the date of completion is scheduled for 
December 15. The fact that HUDSON dealers 
in all sections of the country could not secure all 
the 1911 cars they needed was the reason the 
construction of a new concrete and steel factory 
building was necessary. 



At the Right is the Immense Wing that is added 
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IDEAS! 



A FOLLOW-UP PLAN THAT 
"PULLED," THANK YOU, SID! 

THE genius of Sid Bolton, of the Bolton 
Auto Company, Saginaw, Mich., is re- 
sponsible for a good follow-up idea that Sid 
found did the business and brought in the buyers. 
It is a good suggestion for every HUDSON dealer. 

Mr. Bolton had tour pnotographs taken, 
showing different views of his place. He had 
photo postcards made. Then he started his fol- 
low-up system. First he sent out a postcard 
showing the building occupied by the Bolton 
Auto Company, bearing the words "Automobiles 
and Accessories — Wholesale and Retail." 

Next his prospects received a post card photo- 
graph of his storage room bearing the words, 
Bolton Auto Company — Storage Room— $5 a 
month." Following this was an exceptionally 
fine photograph of the salesroom. At the top of 
the card was the word "HUDSON" and below 
it "Bolton Auto Company — Salesroom." It 
was a subtle hint to come see Sid. 

Then followed the fourth of the series. There 
is something fascinating about a photo of a place 
you have probably seen and it is related that 
prospects were wont to inquire of their wives 
when they came home to meals, if the postcard 
from the Bolton Auto Company had come yet. 
That the idea brought the business is evidenced 
by the fact that the Bolton Auto Company sells 
twice as many HUDSON cars in Saginaw and 
vicinity this year as were sold the previous year. 
Let's all take Sid's tip. It's a proved winner. 

A CONVINCING FOLDER 

WA. FOSDICK, manager of the Hudson 
• Motor Sales Company, the HUDSON 
dealers at Dallas, Texas, is responsible for about 
as convincing a folder as it has been the writer's 
good fortune to read in some time. 

And the great beauty of the selling plan is that 
the whole advertisement is written by the owners 
themselves — so that it is the last word in con- 
vincement. 

On the front page are the words: 

THE HUDSON "33" FROM THE OWN- 
ERS' STANDPOINT. That's exactly what 
prospective owners want to know, isn't it. And 
that is what the prospects are given to read, for 
the folder — which has six folds — comprises the 
experiences of owners of the HUDSON. It tells 
how, in many cases, not a dollar had been spent 
for repairs — and in every case, of the magnificent 
satisfaction the New HUDSON "33" is giving. 

The advertising department at the factory 
contributes this idea: In a type box on the front 
page of such a folder — if you decide to get one 
up — set the names of the owner's whose exper- 
iences are inside the folder. Then set the name 
of the town from which each owner hails in 
black face type at the top of each letter. This 
is merely a suggestion. 

CERTAINLY; KEEP THEM 
LINED UP 

/L HUDSON dealer, who has found very 
■^^ effective the plan we are about to tell you, 
contributes this good idea: 



Go to the County Automobile License Bureau 
or City License Bureau and each week or each 
month collect the names and addresses of people 
who have taken out licenses of other cars six or 
nine months previously. 

Just at the present time, then, these people's 
cars will have commenced to give some trouble. 

A series of good stiff letters to them on the 
HUDSON will be productive of results. 



This gives a large number of good prospects 
to work on, many whom you know are car buyers 
and many who can be solicited upon the basis of 
selling their cars for them. 

It is stated that this plan has worked out well 
and in addition to merely sending out letters, it 
may be a good idea to send them your list of 
HUDSON owners and also perhaps the HUD- 
SON catalog. 



A Sweeping Free Offer to 

All Members of The Family 

E 



VERY distributer, every dealer, every 
agent, every salesman, every repairman 
— every man connected with any part of 
the HUDSON organization — will make more 
money for himself by making the HUDSON 
TRIANGLE his bible on selling the New Self- 
Starting HUDSON "33." 

For it is a dynamo of ideas — every point that 
will help your work and make it possible to make 
more money will appear in the HUDSON TRI- 
ANGLE. A comprehensive system for gathering 
valuable information for you is in full swing. 

Increase the Others Selling 
Efficiency 

ALL members of the Big HUDSON Family 
are anxious to increase each other's selling 



P. 



MR. STUBBS BACK IN THE 
HARNESS 

D. STUBBS, until recently Eastern Dis- 
trict Manager, has recovered from an 

operation which took him from his work several 

months ago. 

He has been called into the factory offices as 

a member of the sales department and will 

travel only when especially urgent matters 

arise. 



Mr. Stubbs, who has had many years of 
automobile experience joined the HUDSON 
Motor Car Company May 1st, 1910. There 
are many matters in the sales department that 
will come under Mr. Stubbs' direction. His 
Eastern friends will be glad to know he is back 
in the harness again after his recent illness. 



a 



The Combative Buyer 99 - 



The first of a series of vital selling articles, "The Combative Buyer" appears 
in next week's TRIANGLE. Each week will show how certain types of buy- 
ers are sold HUDSON cars. Don't miss this series. Remember next week — 
"The Combative Buyer". 

NEXT WEEK 



efficiency. For every time a HUDSON car is 
sold it increases its prestige and that helps all 
others to make more money. 

Hence the TRIANGLE wants to ask you to 
see to it that every distributer, every dealer, 
every salesman, every repairman — every man 
connected with the HUDSON selling organiza- 
tion takes advantage of this offer. 

The TRIANGLE, at the request of any dealer, 
extends this complimentary service, without 
charge. 

A separate blank was wrapped in this number 
of the TRIANGLE for this purpose. Please 
utilize it today so that no one whomjyou want to 
read the TRIANGLE weekly will miss the next 
issue. 



MR. BABBITT, EASTERN DIS- 
TRICT MANAGER 

CLARK M. BABBITT, a man who is ex- 
ceptionally well posted on automobile 
affairs and one who has had a wonderfully wide 
range of motoring experience, has just been ap- 
pointed Eastern District Manager, succeeding 
D. D. Stubbs who has been called into the sales 
department at the executive offices in Detroit. 



Mr. Babbitt has, during his automobile ex- 
perience, personally owned twenty-nine different 
motor cars and this experience, along with the 
fact that he has been a member of four Glidden 
tours, vouches for the benefits that are to accrue 
to dealers in the eastern district as a result of 
contact with him in aiding them sell the New 
Self-Starting HUDSON "33." 

Eastern dealers who visited the factory and 
met Mr. Babbitt before he officially assumed his 
post are enthusiastic over the fact that he is to 
have charge of their territory. 
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Dealers Who Seized the 
Main Chance 



STRETCH your imagination to the vicinity 
of Lawrenceville, 111., pick out 240 
consecutive acres of good Illinois corn 
under water and you have stumbled onto the 
impetus that shot sales of the New Self-Starting 
HUDSON "33" up this fall— and which, in- 
cidentally will keep shooting them up all winter 
and spring. 

That submarine maize is responsible. 

You take some farmers and first thing you 
know they'd have let the corn stay submarined 
and gone fishing, believing that you can't 
control the weather — perfectly true. 

But you can have two businesses, can't you? 
Sensible idea. 

And that is exactly what the owner of the corn 
who is the hero of this story, had. 

And as soon as the fact that the corn was 
going to remain in retirement for a few days 
became vividly apparent he built himself a 
new $25,000 salesroom and garage and began 
looking around for excitement. 

The Quick Step that Double-Crossed 
The Submarined Corn 

JUST to give you an idea of what kind of a 
man you have to secure a mental grasp 
upon, we will tell you that one time our hero 
spoke to District Manager Walter Bemb about 
the HUDSON agency in his vicinity. Walter 
estimated that there need be no especial hurry, 
and che Lawrenceville man agreed with him 
somewhat. 

But just the same he boarded the next train 
to Detroit and re-entered Lawrenceville with the 
agency contract in his coat pocket. He told 
Walter the early bird catches the worm and 
Walter made a mental reservation that some 
HUDSONS were going to be sold in the vicinity 
of Lawrenceville. 

But to return to the main line. With his 
mind on the reticent corn, our hero looked around 
for a good salesman. In less time than it 
takes to tell it he had stormed the city hall, 
and to the amazed wonderment of everybody in 
that section he had made a salesman of the 
mayor I 

Yes sir, he put him on the pay roll. 

He figured that would make the corn sit up 
and perhaps some of the ears would stick out 
from beneath the surface. 

The Man Who Hired the Mayor Is a 
Genius at Selling Cars 

THE mayor as salesman for the HUDSON 
attracted considerable attention. 

But let it be known, if you have not guessed 
it before, that A. L. Maxwell of the Maxwell 
Motor Car Company is himself one of the finest 
salesmen in the Big HUDSON Family. 

He is an organizer. He is one of the good 
whole hearted substantial sort of men that you 
can't meet every day. 

Ask some Lawrenceville man to whom the 
Maxwell Motor Car company has sold a HUD- 
SON. He will tell you that the Lawrenceville 
branch of the Big Family is the salt of the earth. 
And the Big Family adds its unanimous vote. 

What Happened Last Spring When 
Demand Exceeded Production 



M 



r. Maxwell is not what we call dynamic. 
But in the final heat it is a better invest- 



ment to put your money on Mr. Maxwell. 



He Hired the Mayor 

Last spring demand for the HUDSON "33" 
oustripped production. Mr. Maxwell had gotten 
such a start against his competition that he 
didn't deign to look behind. 

Consequently the factory never caught up 
to him and when he came under the wire — by 
that we mean the finish of the 1911 selling season 
— it is needless to say the Maxwell Motor Car 
Company was way ahead in orders. So it had 
an extra good start on the New Self-Starting 
HUDSON "33" and its chief has forgotten there 
is any competition. 

Success— Selling Ability Plus Service, 

Plus the Best Mechanic in that 

Section — a Four Square 

Business. 

MR. MAXWELL has made good in a big 
way with the HUDSON. He is selling 
cars as fast and faster than the allotment for his 
territory allows. 

There is not a selling opportunity that is 
overlooked. He believes that the s61id founda- 
tion for any business lies, not so much in its 
exceptional selling ability, but in service. 

So just to give you an indication of the way 
Mr. Maxwell does things up we will tell you that 
he has the best mechanical man in his territory. 

That is why he makes a friend of every man 
who does business with the Maxwell Motor Car 
Company. And allow us to further state that 
his enthusiasm is the 18 karat kind — solid to 
the core. He is the kind of man who won't sell 
a car he wouldn't pay his own money for. 

He believes in everything he does. He is a 
good man to know. 

He Is a Member of the Lists of 

"Availables" of Every Re- 

porter in the County 

WHEN a newspaper reporter the writer 
discovered this: 
In order to get news you've got to have a 
live, up-to-the-minute list of availables. 

Get a prominent clergyman, a few public 
officials, a capitalist, some railroad officials, a 
few hotel men, plenty of desk sergeants at police 



stations and a few others and you have a com- 
plete reporting equipment. 

When you come down to work at six o'clock 
in the morning, get your availables out of bed 
and you can get plenty of stories for the noon 
edition. If most of them were pretty sore on 
being awakened your stories ought to be good 
enough to live until the coveted afternoon 
editions. 

On good authority, be it known, that "A. L. 
Maxwell" is the top of the list of "availables" 
of every reporter in that territory. 

You can see why. 

Any man who makes light morning exercise 
of hiring a mayor is naturally a storehouse of 
stories, looking at it from the newspaper men's 
viewpoint. 



What is the Basic Reason Behind 
the HUDSON Success? 

THAT is one of the reasons the HUDSON 
is a rapid seller, for it certainly has had 
the center of the stage spotlight in the Lawrence- 
ville territory. 

Mr. Maxwell is a student of advertising. He 
believes in going at it with a vim — the kind that 
makes advertising pay heavily. His success 
is due to Bulldog Tenacity, Absolute Determina- 
tion and for that trait he is in the T R. class 
— the Roosevelt division. 

The Big Family can extend itself a vote of 
thanks that one of its members is A. L. Max- 
well of Lawrenceville, the man who hired a 
mayor, for we do not think any other organiza- 
tion in this country even claims a similar feat. 

If the corn is still in retiring mood, we know 
A. L. Maxwell is still several laps ahead of 
production on the HUDSON demand he and the 
Big Family are creating. 



3M INUTES— READ HUDSON ADS 

THE average HUDSON advertisement takes 
3 minutes to read. 
Sales come easier when a man knows 
every point that the factory is telling about its 
product, hence the best 3 minutes you can spend 
are the moments engaged in readingHUDSON 
advertising, in dovetailing your selling talk with 
the facts told there. 

HUDSON advertising is the latest news from 
the factory in every case — it echoes the great 
central ideas behind the New Self-Starting 
HUDSON "33" — and because of that point it 
is valuable literature to every man who sells 
the HUDSON. 

Then you are certain of your ground in dis- 
cussing the matter of buying a HUDSON with 
a customer — you know that you are laying your 
facts on in already-formed foundation in his 
mind. That treatment is most pleasing to the 
customer — he wants to know these vital things 
first-hand from you. If a man were merely to 
recite an advertisement he would have con- 
firmed certain points in the customer's mind. 

Also it has been found a good plan to read the 
advertisements of competitors — for it throws in 
relief in your mind the absolutely unques- 
tioned supremacy of the HUDSON in its posi- 
tion in the automobile world. It includes the 
ring of sincerity in talking to customers. 

So let's makv this a daily creed: 

Take 3 Minutes to Read HUDSON Ads. 
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AM AN who had just finished a trip around 
the world establishing HUDSON agencies 
— H. V. Dodge, representing Markt. Hammacher 
the New York exporters — was an enthusiastic 
visitor at the factory this week. He reports that 
the old world received the HUDSON with more 
enthusiasm than is accorded some higher priced 
models of foreign design. It was Mr. Dodge, 
who with his brother, completed the HUDSON'S 
circuit of the globe. In each great city he 
secured the dealer of greatest prestige for the 
HUDSON. 

CA. FRITZ, the Zanesville, O., HUDSON 
• dealer swooped down on the factory this 
week and took away a New Self-Starting 
HUDSON "33" touring car with him. 

LOUIS GEYLER of the Louis Geyler 
Company, the Chicago agency of the 
HUDSON, had a pleasant visit at the factory. 
He said, despite his many years in the automo- 
bile business, the popularity of the HUDSON 
in Chicago astonished him. He came home 
from a tnp a week or so ago and found half-a- 
hundred or more people in his showrooms keenly 
intent upon the car. Mr. Geyler's enthusiasm 
is the contagious kind. 

JG. RUSSELL of the Russell Motor Car 
• Company, Parkersburg, W. Va., brought 
two prospective buyers to the factory this week, 
aiming to show them a few things that he 
could only tell them at Parkersburg. He had 
two orders before they left the factory. A trip 
and two sales in a day are pretty good, J. C. 

X/f R. SPAKE.theHUDSON dealer at Monroe- 
•*• * ville, Ind., was another welcome visiter 
at the factory. Mr. Spake went back home with 
a torpedo. 

COWAN RODGERS of the Rodgers and 
Company, Knoxville, Tenn., was a welcome 
visitor this week. Mr. Rodgers reports good 
conditions in his territory and the TRIANGLE 
is a bad predictor if HUDSON sales for Knox- 
ville and vicinity are not double those of last 
year. 

EN. BLOOD of the Toledo Motor Sales 
• Company, Toledo, O. He expressed plea- 
sure at the way things were moving in Toledo. 
His enthusiasm over the HUDSON is the index 
to the rapid HUDSON development of that 
territory. 

"M"R. CARPENTER, salesman for the Strat- 
•*• * ton-Woodcock Auto Company of Grand 
Rapids, got some splendid selling pointers at the 
factory this week. The TRIANGLE expects to 
note the big bulge in the Grand Rapids mail 
next week. 



CIRCULAR LETTER INFORM- 
TION IN THE TRIANGLE NOW 

THE important information that you formerly 
received from the factory through the 
circular letters sent out from the factory will 
now come to you through the columns of the 
weekly TRIANGLE. 

This is done so that when you sit down to 
read the TRIANGLE you have every new 
development of the past week, pertaining to the 
New Self-Starting HUDSON "33" at your 
finger tips. That will be of assistance to dealers, 
agents, salesmen and all other members of the 
Big Family. It gives them the meat of the 
whole situation in a nutshell — if you welcome 
this system the weekly TRIANGLE wants to 
know it — if you don't the factory wants to know 
it. 



Dealers - Please Read Carefully ; 

Write for these Show Room Features. 



BOOK— "SIXTEEN EXCLUSIVE 
ADVANCED FEATURES" 
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THE advertising 
department at 
the factory, has 
in your behalf had 
printed a new book 
entitled "SIXTEEN 
EXCLUSIVE AD- 
VANCED FEAT- 
URES." 
The features that a 

E respective buyer can 
nd in no other car 
are t o 1 d of i n t h is 
book. It is thorougly 
convincing and sums 
up in meaty, concrete, 
concise fashion talking 
points that the buyer 
immediately under- 
stands he can find in no'other car. They help 
to quickly clinch sales. 

This selling document should have a place in 
the showroom of every HUDSON dealer. 
Consequently, allow us to urge that you order 
the booklets right away — today. There is no 
charge for them and they will help you pull the 
orders across. 

HANDSOME FRAMED 
PHOTOGRAPH OF THE FACTORY 

TN this issue of the TRIANGLE you will 
■*• note the birdseye photograph of the factory, 
with the new building added. 

The impressiveness of this on the prospective 
buyer is quickly apparent. The latest and 
largest wing of the factory is crystallization of 
the way demand exceeded production last 
year, for it was necessary to build that extra 
building to meet the public's requests for the 
New Self-Starting HUDSON "33.* 

When this photograph was taken a western 
dealer was at the factory. "How about having 
one of those to hang in my showrooms," he 
asked. His desire for one suggested that every 
HUDSON dealer would want to grasp the 
selling advantage this dealer had seen. 

Consequently the advertising department 
secured some large handsomely polished oak 
frames — one for each dealer — and the framed 
pictures are waiting. The beautiful photograph 
and its splendid frame are several times larger 
than can be reproduced in the TRIANGLE. 
One of them is waiting for your order to send 
it on. Please ask about it today. 



"WHAT RACING CARS TAUGHT" 
—REVISED EDITION 

THE book that 
became famous in 
automobile circles — 
the book that sold 
many, many HUD- 
SON cars is "WHAT 
RACING CARS 
TAUGHT." 

In the past month 
dealers asked for extra 
copies. The first 
edition had been ex- 
hausted, so the adver- 
tising department 
revised it completely, 
changed the cover and 
the revised edition is 
going out now to 
those who made re- 
quests some time ago. 

A supply of these famous books is being held 
in readiness for your order. Please send it 
at once, so to insure against the second edition 
being exhausted — as it will later. 

THE EFFECTIVE ANTI-DISCOUNT 
ARGUMENT 

THE quickest way to answer, respectfully, 
the man who asks for a discount is by direct- 
ing his attention to this card. It has done the 
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"DUYING an automobile 

■*-' at a discount i» like 
carrying fire insurance in an 
unstable company, because 
the premiums are lower than 
food companies ckarjfe. 

You sKoulJ buy something 
besides a car when you get 
an automobile. 
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business for HUDSON dealers and they have 
requested a way of making it a permanent fea- 
ture of their showrooms. Use the coupon. 



Please Use This Coupon for Ordering— Mail It Right Away to Avoid Delay 
FREE SHOWROOM FEATURE COUPON 



ADVERTISING DEPARTMENT, 
Hudson Motor Car Company, 
Detroit, Mich. 

Gentlemen — Send me the following Showroom Features, without charge, 
them to my best advantaeg. 

□ "SIXTEEN EXCLUSIVE ADVANCED FEATURES." 

□ "BEAUTIFULLY FRAMED FACTORY PHOTOGRAPH." 

□ "WHAT RACING CARS TAUGHT"— Revised Edition. 

□ ANTI-DISCOUNT CARDS. 
Mark x in Proper Squares. 



I will use 



Name of Dealer. 



Address. 
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Factory Meetings Stimulate Self-Starter 

Enthusiasm to a Higher Pitch Than Ever! 



FACTORY members of the big HUDSON 
family acted as hosts to the men out on 
the firing line during the past ten days. 
One or more representatives from a large 
number of dealer organizations in every sec- 
tion of the United States were on hand for 
the conventions. 

And to-day as the HUDSON TRIANGLE 
is going to press the enthusiasm over the New 
Self-Starting HUDSON "33" is at a tremen- 
dously high pitch as a result of the meetings. 

The self-starter itself was the big topic at all 
the meetings. To cap the climax and make the 
sessions of the greatest possible benefit to all 
the dealers and their men, J. W. Fitzgerald, 
the man who invented the self-starter, was a 
daily visitor, and so thorough were his lectures 
on the self-starter that every man's enthusiasm 
was splendidly aroused. 

How The Men Quickly Learned the 
Knack of Correct Starting 

D EFORE each of the conventions were 
" brought to a close each man had seated 
himself in a car, and started the motor any- 
where from ten to fifty times without the use 
of the crank. This was done under the direc- 
tion of Mr. W. J. McAneeny, who superin- 
tended the conventions. 



One dealer who grasped the significance of 
these self -convincing methods appropriately 
stated : 

"It's all in the knack of doing it, same as 
there's a knack of driving a car right. The 
first car that was ever driven was not driven 
to its best advantage. And the moment a man 
gets the knack of starting correctly 98 starts 
out of each 100 is conservative" 

Convention Puts HUDSON in Uni- 
que Position in Its Field 

TH E New Self-Starting H UDSOX "33" rose 
to a new pinnacle in the minds of every 
dealer and technical man who attended the 
meetings. 

You know many competing dealers, who 
have alleged self-starters on their cars, have 
been compelled to soft-pedal the self-starter 
talk because their starters don't start. 

The moment that the convention of the Big 
HUDSON Family taught every man the knack 
of starting the car from the seat the greatest 
possible number of times, the New Self-Start- 
ing HUDSON "33" assumed a new, distinct 
advantage. 

It left the starters of competition way down 
the back stretch struggling with their compli- 



cated, weighty, much- wired devices, while the 
simple, fool-proof little starter on the HUD- 
SON is starting the car 98 times out of every 
100. 

You can quickly grasp the vast significance 
of that condition as applied to sales of the 
New Self-Starting HUDSON "33" during the 
coming months. 

It means that every HUDSON dealer now 
offers a bigger value than ever to every pros- 
pective buyer who walks into his store. Bigger 
values mean more cash profits. 

And that means you make more money this 
year. 

How the HUDSON Came to Adopt 
a Self-Starter 

NOW that the spark of warm enthusiasm 
has been fanned into a big life-size blaze 
it is appropriate that the HUDSON TRI- 
ANGLE relate how the New Self-Starting 
HUDSON "33" came into being. 

The idea first developed in the dining room 
at the factory when Advertising Manager C. C. 
Winningham declared he had decided to quit 
cranking his car. This was in January, 1911. 

Some of the officers caught up the idea as a 
possible improvement for the 1912 car, but 
Howard E. Coffin, who was present, declared 



One Group of Members of the Big Family 



Left to Right-^P. F. Smith, Grand Rapids, Mich.; E. F. Hubblet, Hawksboro'jgh. Pa.; H. T. Wilson, Lancaster. Pa.; J. D. Luke. Cattaraugus. N. Y.; 
E. B. Hess. Uniontown, Pa.; I. L. Saxton, Williamsport, Pa.: H. S. Morgan. Burlington. Vt.; Manager Benson, Syracuse, N. Y.; 

J. J. Boglarsky. J. H. Whittaker, R. W. Kelly. 
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that a great amount of experimental work 
would be necessary before a starter could be 
adopted. He was not sure that there was one 
that was thoroughly practical. 

It was only a short time before experiments 
with the many self-starters were begun. The 
experiments lasted almost up to the time the 
self-starter announcement was made to you 
and to your owners. 

Well, you already know the result. The ap- 
propriately simple Disco self-starter won out 
over starters that your competition is to-day 
using. 

Isn't it, then, a mighty likely thing that what 
happened within the past ten days is the index 
to the standing at the end of the 1912 sell- 
ing season — that the New Self-Starting HUD- 
SON "33" will have so far outdistanced com- 
petition that their comparative standing will be 
likened to the comparative efficiency of the 
self-starter that adorns their cars? 

The factory end of the Big Family knows 
that will be the result with all that enthusiasm 
generated from dealers and their men starting 
with the self-starter many dozens of times, 
under such instruction that they quickly caught 
the knack of doing it. 

Now that everybody has got the knack — and 
knozvs that he knows how to get the greatest 
possible number of starts, then 

Up go the orders for the New Self-Starting 
HUDSON "33"! 

How the Self -Starter is Working- 
More Letters Next Week 

FROM all sections of the country are coming 
splendid endorsements of the self-starter 
on the New Self-Starting HUDSON "M." It 
has been necessary to leave all but a few out, 
for lack of space, but next week more will be 
printed. Read these and re-read them : 

TELEGRAM. 

Dallas, Texas. 
E. C. Morse, 

HUDSON Motor Car Company. 
Mr. Pitcher has installed self-starter on our 
demonstrator which has run 4,000 miles. It 
has proven to us three things: It is sure. It 
is simple and fool-proof. We are delighted 
with it and consider it as a 50-per-cent addi- 
tion to the selling points of the car. 

Hudson Motor Sales Company. 



Bridgeport, Conn., Oct. 28, 1911. 
Hudson Motor Car Co., 
Detroit, Mich. 

Genti.Emkn — There is no lack of enthusi- 
asm with us in regard to the self-starter. 

We installed the first one we ever saw 
without any instructions except those that 
come with the self-starter. 

We demonstrated this car at the Danbury 
Fair to hundreds of people and without any 
difficulty and with most satisfactory results. 
li'e believe it is the best and most simple 
self-starter in the market today. 

VVe feel quite familiar with this device as 
well as other features of the Hudson car 
and are perfectly able to install the self- 
starting device as used on your car. 
Yours very trulv. 

The E. M. Jennings Co., 
E. M. Tcnnings, President. 



SIOUX CITY AUTOMOBILE COMPANY. 
Hudson Motor Cars . 

Sioux City, Iowa. 
Hudson Motor Car Company, 

Detroit, Mich. 
Gentlemen— My starter is on the job all the 
time. The one great thing that appeals to the 
public is its simplicity, as one man said: "If it 
starts your car only half the time, it's worth 
the money because it don't cost anything ex- 
tra. It has been pronounced O. K. by all who 
have seen it and I am satisfied that it is the 
best starter on the market to-day. 

Yours very truly, 

H. A. Barr, Mgr. 



E. B. LYON MOTOR CAR COMPANY 

October 25, 1911. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — We exhibited three models of 
the new self-starting HUDSON'S at the North 
Carolina State Fair, held in Raleigh last 
week and while we expected some interest 
in the device, we never anticipated the gen- 
eral interest that was shown. 

Many cars were shown there using, electric, 



compressed air and other means of starting, 
but the crowds hung around our exhibit 
wondering at the simplicity and efficiency of 
the device. 

It was the one thing needed to make the 
HUDSON "3S" the most desirable car in its 
class, and will undoubtedly make for sales 
in this territory. 

We congratulate you. 

Yours very truly, 
E. B. Lyon Motor Car Company, 
James M. Black, Sales Manager. 



Bob Burman a Hudson Enthusiast! 

I CAN HONESTLY SAY THAT THE MOTOR IN THE HUDSON *33* 
IS THE QUIETEST THAT I EVER RODE BEHIND. FRIDAY WAS THE 
FIRST TIME I HAD EVER DRIVEN A HUDSON AND IT ! S OPERATION 
WAS A REVELATION TO ME. I CANNOT SEE HOW A MAN WHO IS 
GOING TO BUY A MOTOR CAR CAN POSSIBLY OVERLOOK THIS CAR. 

' (Signed) BOB BURMAN 



WHAT do you know about this? 
Bob Burman, who drives a foreign 
make of car in racing contests in 
every section of this country, is a HUDSON 
enthusiast! 

When he sat at the wheel of the HUD- 
SON in Grand Rapids he marveled at the 
wonderful noiselcssness of the motor, its 
remarkable features, and he wanted a HUD- 
SON for his own personal use. He was 
astonished at the simplicity of the car, and 



to make a long story short, Bob fell head 
over heels in love with Howard E. Coffin's 
latest and greatest creation. His enthusi- 
asm was spurred on by the splendid features 
of the car. He had never ridden in one 
before the day at Grand Rapids. The photo 
and the actual letter Bob dictated and 
signed tell the story. He ran the car all 
over Grand Rapids and vicinity to the as- 
tonishment of the natives who imagined 
Bob liked only the car he raced. 



Mail the Free Subscription Blank To-day; 

We We Holding Extra Copies of the Triangle. 



THE great majority of the subscription 
blanks that went out wrapped in the 
HUDSON TRIANGLE last week have 
been returned filled out. Fine ! 

At this end of the line we noted that most 
of the blanks were filled up completely. So 
just before going to press we have inserted 
an extra blank to be used in case there are 
more men in your sales-room or service de- 
partment than those listed on the blank last 
week. 

If there are, use the extra blank and write 
for another, if needed. 

The HUDSON TRIANGLE is the clearing 
house of ideas for HUDSON distributors, 
dealers, their salesmen and service men and 
managers. 

Consequently, when you enter names on the 
subscription list of the TRIANGLE those 
names must be only those of your dealers, 
salesmen, service men or managers. 



These Ideas are for the Big 
Family Only 

IN order that ideas of value to you do not 
get beyond your own salesroom so they 
help you only sell cars, we are limiting the 
subscription list to distributors, dealers, man- 
agers, salesmen and members of the service 
departments. 

Please bear these ideas in mind. When 
there is a bully selling idea in the TRIANGLE 
shoiv it to prospects — don't give him a copy of 
the TRIANGLE. That befogs the issue, for 
in the TRIANGLE are tips on the best ways 
to sell cars and other material that, of course 
is tremendously valuable to you only. 

We're holding extra copies of past issues 
of -the Triangle for all your men — dealers and 
salesmen. 

Please mail the subscription blank, — if there 
are any more men in your organization who 
are not on the list — today. Do it right away; 
while there's a moment to spare. 
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Dealers Who Seized the 

ain Chance 



AND now — (you remember we were in 
Lawrenceville, 111., the corn country last 
week visiting the man who hired a 
mayor) — we have arrived in the famous coal 
country. 

Seeking the vortex of the bituminous swirl 
— for that is where the money, also, is — we 
strike Uniontown, the coal town, in Fayette 
County. 

Volplaning down the best street on which 
to sell high-class goods in Uniontown you 
collide with the original, fast- forever- dyed- 
in-the-wool friends of Old Fashioned Winter. 

You don't quite get our trend of thought? 
Very well. Consider this potent fact : 

The stiffer the winter, the higher the price 
of coal — naturally. Law of supply and de- 
mand. Hence more coin of the realm to 
Uniontown — the coal town. 

So Uniontown holds a Mardi Gras when 
the country's thermometer-batting average 
ties with Skagway — they hold a coronation for 
King Winter when he hammers the mercury, 
for any specified spot, down past 40 below 
Zero. 

They are the only people in the world, 
plumbers barred, who love Zeros. They 
almost wish the whole country had a tempera- 
ture zero for every square inch. 

For that is what increases dividends down 
Uniontown way. 

The Bearing This Zero Talk Has 
On the Subject In Hand 

NOW then mercurial Zeros increase^ the 
price of coal and give coal barons of 
Uniontown money to buy luxuries — but it does 
not increase their consumption of necessities. 
See? 

Well, in that you have the cause and result 
for the organization of the National Auto 
Company, Uniontown, Pa., by Dr. Hess,D. D. 
S. We must not forget to mention that D. D. 
S. stands for Doctor of Dental Surgery and 
the man who is the National Auto Company 
was once a dentist. 

He realized that Zeros were not a helva lot 
of good to him in the dentistry business, 
because dentistry is one necessity the human 
race dreads most. It is a compulsory necessity 
like castor oil. 

So. Dr. E. B. Hess ransacked his brain for 
some business in which it wasn't like pulling 
teeth to get the money. With his capital 
accumulated from tinkering with molars, his 
mechanical mind let him into the automobile 
business. 

Where we find him at this point in the 
story. 

Two Important Business Coups that 

Helped Make Uniontown 

Hudson Town 

SINCE that time he has been doing the 
right thing 7 days a week. 

The first thing he did was to seize the main 
chance- of the day, the HUDSON agency for 
that territory — and with that carefully seized 
and under lock and key he began stirring up 
some of the Zero-made currency in Fayette 
county. 

With a sufficient amount of excess cash 
accumulated the Doctor immediately made 
bold to build a new stage for the New Self- 
Starting HUDSON "33" and along about De- 
cember he will have his beautiful new sales- | 



Not Like Pulling Teeth, He Says 



rooms in the best section of Uniontown ready 
for the increased business that is due the fol- 
lowing months. 

These are the two important strides that 
bear notation in the career of Dr. Hess. To 
cap the climax he set up a service department 
that is second to none in that section of 
Pennsylvania — and when we say service we 
mean SERVICE! We intended saying it a 
little more forcibly by printing it in 60- point 
Bold Face Capitals, only our artistic printer 
yelled. 

Dr. Hess doesn't figure his work on a car is 
done until the owner has driven it with maxi- 
mum success for an entire year — that's his 
Sterling idea of HUDSON service and it's a 
wonder from a sales standpoint because he is 
sincere in it. 

The Best Driver in Uniontown is a 
Young Lady 

T HE best automobile driver in Uniontown, 
* or Fayette County is a happy, robust 
young woman who has owned a multitude of 
high priced cars. 

Some months ago Dr. Hess realized that this 
young lady, good driver that she is, was not 
getting as much enjoyment out of a car as she 
might. 

In fact, tire expense was considerable, too. 

Need we conclude by saying that today she 
is driving a \ 7 ew Self Starting HUDSON 
"33?" Yes, sir. fact; and she is wild with 
delight over her new possession. "Absolutely 
the greatest car, the quietest and the easiest to 
understand that I ever owned." is her way of 
expressing it. 

Well, may you imagine that this sort of 
enthusiasm is mighty contagious — it's "ketch- 
ing" and that is the sort of delight from 
Hudson owners in Fayette County that is 
turning the trick at a rapid pace — the HUD- 
SON is a great car and these good folks are 
happy to help popularize it, especially during 
zero weather when the dividends are on the 
up-stroke. 



The Why of Dr. Hess 9 Splendid 

HUDSON Success in 

Uniontown 

THE Doctor is a fine salesman — he is quiet 
unassuming, his mind works with a snap 
and fire that each moment shoots a new reason 
as to why a prospective buyer should own a 
HUDSON, above every other car. 

A selling expert says the Doctor can guage 
a buyer with rapidity that is astonishing, that 
he can locate the point of attack with such 
celerity that he has completely outstripped his 
competition in his territory. 

He is not a big man, but he has a 100 horse 
power brain. Look him in the eye in the 
picture on this page! 

He has got every owner enthused over his 
100% service and the sales of the New Self- 
Starting HUDSON "33" will take a leap this 
year in Uniontown and vicinity that will out- 
strip any agency in that part of the U. S. A. 

The Doctor is a prince personally — he's the 
kind of a man you warm up to and wish you 
knew of something you could buy from him. 

(Yes, Doc, this is strictly on the level— 
you're too modest — that's our view.) 

You see the Doctor is personally very 
modest, but he believes the New Self-Starting 
HUDSON "33" is the automobilists one big- 
gest bet to-day — and he is certain it is the 
dealer's main chance. 

The Big Secret of the Doctor's 
Success Selling The Hudson 

AND here let us sum up for the benefit of 
" other members of the Big HUDSON 
Family just what traits of Dr. Hess are re- 
sponsible for his success with the HUDSON. 
First of all is the SERVICE. The Doctor 
believes that is the main theme in any busi- 
ness — actually secondary to selling. "Give 
them service," declares Dr. Hess, "and you've 
got the selling down to a correct point. Selling 
will be partly taken care of. Is there a better 
selling argument than a pleased owner? No. 
Then please the owners by giving them the 
best service you know. Then you've done the 
one best lick in selling." 

He keeps a complete stock of parts on hand 
at all times. All a HUDSON owner in 
Uniontown has got to do is to drive up to the 
National Auto Company, and he instantly gets 
the proper taste of HUDSON service. It 
makes him a permanent HUDSON owner. 

Another point — the Doctor is a quiet, like- 
able man. When he makes a statement about 
the car it is all meat. No platitudes in Dr. 
I Hess' solicitation. Maybe this is a relic of the 
dentistry days. His statements go home. He 
| is one of the keenest salesmen in the HUD- 
SON organization. 
! Nothing gets by him. If a prospective buyer 
j lets a remark fall that is a selling index, the 
' Doctor quietly slams out a home run. His is 
I subtle selling — backed up by a solid-to-the- 

core service department. 

I And that means the factory will have to 

' do every hundred yards in less than 10 

seconds flat to break the tape even with the 

Doctor, before the 1912 selling season is over. 

Doc, put it there ! The Big Family is happy 

to have you in a business in which getting the 

money isn't like pulling teeth ! 
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PACKARD'S PRESIDENT A TRI- 
ANGLE CONTRIBUTOR 

PRESIDENT H. B. JOY, of the Packard 
* Motor Car Company, contributes this ad- 
vertising idea to the factory : 

PACKARD MOTOR CAR COMPANY. 

Detroit, Mich. 

Hudson Motor Car Company, 
Detroit, Mich. 
Gentlemen: If you don't put an advertise- 
ment on your water tank, I'll take a day off 
and come up and do it for you. I've got 
some fine red paint. 

Every day I pass I look at that water tower 
and want "HUDSON" on it. 

Very truly yours, 
(Signed) H. B. Joy, President. 

So the water tank is going to be added to 
the advertising literature of the Self-Starting 
HUDSON "33." 

For Mr. Joy is irresistible. For instance: 
F. W. Dennis, a business friend of Mr. Joy's, 
wanted the best car $2,000 would buy. This 
was about a month ago. 

"Go get a Self-Starting HUDSON '33/ 
then," Mr. Joy ordered. 

And Mr. Dennis dropped in on Mr. J. H. 
Brady, the Detroit dealer, the next morning. 
He didn't have to be sold. Mr. Joy had sold 
him — the word of the Packard president was 
enough. It is enough for any prospect on your 
list — any prospect in any part of the United 
States. 

Tell this incident to the next one who comes 
in. Then pull out this TRIANGLE and 
READ it to him. 

A J. WILLS TAKES C M. BABBITT 
OVER THE HIGH SPOTS. 

A J. WILLS, the energetic HUDSON 
**• dealer at Lawrence, Mass. — who is also 
one of the crack drivers of Massachusetts — 
gave C. M. Babbitt, the Eastern District 
manager, a whirl at high life by touching 
only the high spots between Lowell and 
Lawrence in a mile a minute dash to catch 
Mr. Babbitt's train. 

At 5:36 Mr. Wills and Mr. Babbitt started 
for Lawrence, 12 miles away. 

At 5 :52 they were in Mr. Wills' garage at 
Lawrence. 



Mr. Babbitt caught the train. 

Mr. Wills is one of the finest drivers in his 
state. His Self-Starting HUDSON "33" does 
60 miles an hour for him. Going from Boston 
to Lowell the same day the incident related 
above occurred, Mr. Wills took Mr. Babbitt 
over the 26-mile stretch of road in 50 minutes. 

Mr. Wills is one of the most progressive 
dealers in the East. And his sound enthusiasm 
is selling the Self-Starting HUDSON "33" as 
fast as he and Mr. Babbitt passed the high 
spots. 

REMARKABLE ACCIDENT DEMON- 
STRATES HUDSON STRENGTH 

HAGLIN HOTEL. 
Fort Smith, Ark., Oct. 20, 1911. 
Hudson Motor Car Company, 

Detroit, Mich. 
Dear Sir : 

A HUDSON car here was in a very re- 
markable accident the other day and it speaks 
well for the car. 

The owner was driving his "33" around the 
race track at the rate of fifty- four miles an 
hour. He had two friends with him when the 
car suddenly skidded, rolled completely over, 
righted itself and then ran into the fence and 
stopped. The occupants were thrown from 
the car but were not hurt. The most remark- 
able part of the accident was the fact that the 
car was then driven three miles to town. There 
was almost no damage done to the car at all. 
I wish to remain as ever, 

Yours very truly, 

O. W. Morgan. 



A WONDERFUL HUDSON RECORD 

ONE notable thing that every HUD- 
SON dealer who visits the factory 
voices is the entire absence of trouble 
with the HUDSON. 

One dealer in one of the largest cities in this 
country told how when he was selling a certain 
$3,000 car he had to keep over half a dozen 
repairmen busy all the time at his garage in 
giving service to owners. He has now had the 
HUDSON agency for two years and, while he 



has sold several times over as many HUD- 
SONS as he sold $3,000 cars he has found it 
necessary to let all but one repairman go. The 
lone repairman is merely an emergency man, 
and the tiniest portion of his time is spent in 
repairs. 

In this connection is a mighty interesting 
letter from Rogers & Company, the company 
that is setting a rapid pace this year with the 
New Self-Starting HUDSON "33," at Knox- 
ville, Tenn. This letter is worth while : 

RODGERS & COMPANY 

Automobiles 

Gasoline Engine 

Knoxville, Tenn., 10-11-11. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — We are absolutely having no 
trouble at all with the HUDSON "33" me- 
chanically. We have over thirty of these ma- 
chines in our territory at the present time. 
Some of these have been run for a year, and 
we have not had to tear down an engine, a 
transmission, a rear axle for any adjustment 
or repair. 

Yours very truly, 

Rodgers & Company. 



"WHY HUDSON CARS GIVE NO 
TROUBLE IN SERVICE" 

IT takes a new man to find out the "why" of 
things. Often the older heads of business 
organizations get little or no impression 
from the praise of their product — it is like 
pouring water on a duck. They're used to it 

But at the factory it is an inspiring thing to 
talk to a new tester, or a new "rough test" man 
or some other new factory man. They find 
that only A No. 1 work goes. They find in- 
spection more rigid than they ever before ex- 
perienced in any other automobile factory in 
the country. 

Mr. A. N. Hill in charge of the employment 
department, voices his sentiment: "It is very 
common to hear the factory men, after they've 
worked here a while, say: 'No wonder the 
HUDSON gives no trouble in service. There's 
a good reason. Nothing ever gets past the 
inspection department.' 

"That's the way the general sentiment runs. 
Those men who come from other factories 
seem amazed with the severe tests cars are 
given here at the factory." 



Still Another Group of Members of the Big Family 

Upper Row Left to Right— Charles A. Adams, Scranton, Pa.; H. B. Chandler. Portland, Me.; A. B. Haworth, Terre Haute, Ind.; Chas. Tiffany, Pough- 

keepsie, N. Y.; H. B. Gray, Fort Plain, N. Y. Lower Row— M. R. Potter, Gloversville. N. Y.; Dayton A. Baldwin. Middletown, Conn ; 

Homer F. Goodrich, Boston, Mass.; W. H. Brownell, Utica, N. Y.; Walter F. Bimm, Rockford, 111 
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READ THIS LETTER TO PROSPEC- 
TIVE OWNERS 

Los Angeles, Oct 24, 1911. 
MR- E. McDERMOTT, 
3021 W. 12th St., 
Los Angeles, Calif. 
Hudson Motor Car Co., 

Gentlemen— About May 15th, 1911, I 
bought a Hudson runabout from your Kan- 
sas City agents (Boyd Auto Co). I was 
living in Kansas City then, having just 
moved into town from a farm in Missouri. 
I took three lessons in driving, never hav- 
ing had the pleasure of sitting in an auto 
previous to that time and on May 23rd my 
wife and myself left Kansas City for the 
East in this auto, determined to have a 
vacation. 

We crossed Missouri to St. Louis on 
very poor dirt roads and crossed Illinois 
to Terre Haute, Ind., on the so-called 
"National road," which at that time was in 
a miserable condition by reason of recent 
rains and the past driving of automobiles 
going to and from Indianapolis races. From 
Terre Haute we went to Indianapolis and 
north from there to Traverse City and 
Petoskey to Makinaw City, Michigan. Thence 
via Cheboygan and Harbor Beach to Detroit. 
Michigan. From Detroit we went around 
Lake Erie, via Toledo, Cleveland and Buf- 
falo to Niagara Falls, where we spent a 
week. 

From Niagara Falls we went via Rochester 
to Albany and north from Albany thru the 
Adirondack mountains to Lake Champlain 
over which we crossed on a ferry and came 
south thru the Green Mountains to Spring- 
field, Mass., where we again turned north 
thru the White mountains of N. H. to the 
Profile Mount, which we climbed via the 
three mile hill crossing the mountain at 
Profile House. I'll venture to say there 
are not many cars get up that mountain from 
that side where the same elevation is reached 
in 13 miles instead of 3 miles. We again 
went south and east reaching Portsmouth, 
N. H. and York, Maine, where we turned 
back for Kansas City which we reached Sept. 
25, 1911, having been traveling four months 
and two days. We covered in all 6285 
miles which we thought was some travel 
for verdant farmers in a new farm imple- 
ment. 

As we had no money to throw away we 
kept careful account of our expenses and 

five you them herewith. We bought in all 
31 gallons of gasoline at a cost of $59.64. 
We made one run on New York roads of 117 
miles on 5 gallons of gasoline and whenever 
we were not climbing mountains or plowing 
thru hot dry sand in Michigan we felt con- 
fident and did run from 100 to 110 miles 
on each 5 gallons of gasoline. We paid out 
$12.82 for crank case oil at an average price 
of 15c per quart. We paid $10.55 for 
grease, which included cup grease, trans- 
mission and gear grease. 

We paid for garage storage at nights 

f 56.70. Now our repairs on the auto proper 
will itemize to you as we always had had 
the impression that the engine repairs would 
be more than a farmer could stand. 

$ .75 repair on Klaxton electric 
horn. 
1.80 leaky radiator caused by 
rough Missouri roads. 
.25 to tighten a loose valve. 
2.70 for broken rear spring, 
broken at Dundee, Mich., 
on road that was being re- 
paired and forced onto a 
rock to get around. 
.25 for broken spark plug. 
1.50 for set of dry cells (6). They 
"shorted" and I bought 
another set for $1.50 which 
set I still have. 
.50 for new spark plug. 
.50 repair on rear fender. 
1.25 repair on speedometer. 



$11.25 total! 

Wishing you luck in building all your 
machines as good as this, I am, 
Yours, 
Ed. McDermott, 
3021 West 12th St. 



THANK YOU, JEAN; SEND ALONG 
THE PHOTOS 

JEAN BEMB, who is at present spreading 
sunshine over the scenic wonderland of the 
Northwest is another to send the kind word 
down the line. Read his letter : 

"The house organ, the Triangle, is making 
a hit. More of this! Am using my camera 
more often now and I hope to be able to 
contribute f some pictures for the coming 
numbers shortly. I remain as ever — Jean. ' 

You members of the big HUDSON Family 
in the Northwest, let Jean's camera sweep 
you to fame in the livest automobile organiza- 
tion in America. 



Day is a high 
officer in the New York artillery and is one of 
the Big Guns of New York motoring circles 
also. 

SAMUEL S. TOBACK, general manager of 
The A. Elliott Ranney Company— the man 
whose generalship plays a big part in selling 
more cars than some factories build — also vis- 
ited the factory. Mr. Toback presides over 
the handsomest salesrooms in New York. He 
is the most successful manager in New York. 

MR. HUFFAKER, of Rowe & Huffaker, 
the HUDSON dealers at Jacksonville, 
111., came to the factory and took away a 
coupe. Mr. Huffaker says Jacksonville is one 
of the strongest HUDSON cities. The Big 
Family can see why this is so. 

W ARTHUR LATHAM, of Kankakee, 111., 
™ • member of The Big Family, was a vis- 
itor also. He is elated at the big HUDSON 
prospects in Kankakee and vicinity. He is a 
first-water enthusiast. As proof he bought a 
Mile-a-Minute Speedster and drove it home. 

MB. AULTMAN, the livest automobile 
• dealer in his section of Florida, came 
to the factory. While here the idea struck 
him that his territory would want more Mile- 
a-Minute Speedsters. So he entered his order 
for three more. Mr. Aultman, operating in 
an all-the-year territory, sells HUDSONS at a 
fast clip every month of the twelve. 

FR. KENNEDY, the HUDSON dealer at 
• Chattanooga, Tenn., was another visitor. 
Mr. Kennedy never lets an opportunity slip by 
him. Remember the ad. on the back page of 
the first issue of the new TRIANGLE. Mr. 
Kennedy saw its worth, used it in the Sunday 
papers and found it was a winning ad. It 
started a stream of buyers into his salesroom 
immediately. That shows what gripping ev- 
ery selling opportunity will do. 

GEORGE DANNAHER, of the Bruce Cub- 
bins Auto Company, Memphis, Tenn., was 
a factory visitor this week. Mr. Dannaher 
proclaimed business great in Memphis and its 
environs. He purchased a Limousine and a 
Coupe. After the sales department talked with 
Mr. Dannaher, it was easily seen that sales of 
HUDSONS this year would outstrip last 
year. Good work, George. 

WILLIAM E. MOYER, president of the 
Moyer Automobile Company, Des 
Moine, was welcomed at the factory. Mr. 
Moyer, with Senator Lafe Young and Gov- 
ernor Carroll, are planning a great trip in a 
Self-Starting HUDSON "33." They are go- 
ing clear across Iowa, and Bill and Iowa's 
statesmen will be welcomed by the automobile 
clubs of every town. Mr. Moyer has just ac- 
quired the title of State Road Inspector. 

HJ. ROBERTS, Pensacola, Florida, also 
•dropped in on the factory. Mr. Roberts 
is making a rattling good success in Florida. 
When he decided to get into the automobile 
business he seized the main chance, naturally. 
But first he went to work in the HUDSON 
factory. And he knows the car he sells. That's 
the why of his success, for he has studied the 



car thoroughly. H. J/s biggest selling season 
is approaching — when the turpentine money 
comes in. 

REMEMBER MR. WINNINGHAM'S 

LETTER ON COURTESY? 

IT'S FAMOUS! 

YOU probably remember receiving a let- 
ter from Advertising Manager C. C. 
Winningham some time ago, the sub- 
ject of which was courtesy. It told how 
Bill Moyer of Des Moines went to buy a fa- 
mous hat. The clerk told him the hats 
were "over there." The clerk paid little or 
no attention to his wants. Bill left the store 
feeling a little sore and purchased a hat 
from a competitor. 

This letter, that was created for whatever 
assistance it might give you and the men 
around you, has become famous. 

F. R. Zimmerman, said to be the greatest 
business authority in this country, — manag- 
ing editor of "System," and an officer in the 
company which prints the "Opportunity 
Magazine" — was enthusiastic over that letter 
when he heard of its existence and he built 
a rather extraordinary article from the in- 
spiration it gave. And the whole letter is 
reproduced in November "Opportunity" as 
the basis for the article. 

Mr. Winningham's letter is famous. It is 
a great document in business literature. Get 
November "Opportunity" at the corner 
newsstand and read how the letter became 
famous. 

You receive other letters like this con- 
stantly — letters that deserve fame. 

They all should be as carefully read as you 
probably would read the "courtesy" letter had 
you known it was going to be famous. 

HOW A HUDSON WHIPPED A 
STREET CAR 

Tames B. Donovan, Dist. Mgr. 
JOHN HANCOCK MUTUAll LIFE 
INSURANCE COMPANY 

Little Falls, N. Y. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen— Give me the HUDSON car 
for strength. I got wedged between a tele- 
graph pole and a trolley car at Utica. I ex- 
pected to be smashed to splinters, but instead 
the trolley steps broke after wedging me be- 
tween the car and pole. 

I mean by that "me" THE GREATEST 
SMALL CAR EVER BUILT, the HUDSON 
ROADSTER. Here are the facts. 

On approaching the Deerfield bridge at 
Utica, there was a trolley ahead of me going 
in the same direction. I saw a chance to 
pass it on the right and clear the bridge, but 
the trolley track switched toward the curb 
to the right. I misjudged the trolley's speed 
and got pocketed. 

I had either to hit a telegraph pole or go 
into the river. So I spiked the pole with my 
right fender point which swung my rear left 
wheel against the trolley. The trolley step 
gripped my wheel and forced my car viciously 
against the pole again. 

Something had to give. 

I surely expected it would be my car. But 
instead the trolley step broke. My experience 
in that scrape convinces me that the little 
HUDSON is the STRONGEST machine 
made. 

Be sure and compliment the mechanical de- 
partment for me. They deserve it. I cannot 
say too much for the HUDSON. My car is 
my bread and butter. 

Sincerely yours, 

James B. Donovan. 



HAS OWNED MANY CARS- 
ENJOYS HUDSON MOST 

AN old motor car enthusiast — a man who 
has owned a great number of different 
cars almost since the inception of the in- 
dustry — is Mr. Austin Church of the Church 
Quarry Company, Sibley, Mich. 

Mr. Church the other day purchased a 
HUDSON Mile-a-Minute Roadster. His let- 
ter, naturally, is a valuable one to every dealer 
and every man in his organization : 

"I wish to say that I am enjoying this car 
more than any other I ever owned. You will 
certainly have a great success with it this com- 
ing season." 
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GOOD SCHEME! THAT'S TWO 

IDEAS IN TWO WEEKS FROM 

ONE DEALER 

p\ALLAS, TEXAS, is an idea-a-minute 
*-* town. And W. A. Fosdick naturally is 
an idea-a-minute man. He is secretary-treas- 
urer of the Hudson Motor Car Sales Com- 
pany and he is the salt of the earth. He sent 
us a good idea that was printed in the TRI- 
ANGLE. Now he sends us another one and 
some good news from down in Texas. 

HUDSON MOTOR CAR SALES CO. 
Dallas, Texas. 

The Triangle: 

There Is one thing we proved to our 
company, that the dealers who can 
carry the earn In stock will sell three 
times the quantity of ears sold by the 
dealer who most always make his 
buyer watt two weeks or more. 

We are glad to report for the Dallas house 
that after looking over our records of busi- 
ness done during the fair, we can report that 
we put five HUDSON "33*s" in five new sec- 
tions of our territory and closed up three 
new agents, which means contracts for 19 
more 1912 cars. 

We met in two weeks of the fair over four 
hundred future auto buyers, and we believe, 
after they left, that fully sixty per cent of 
them agreed with us that we had the best car 
shown at the fair this year for all around 
service and finish. 

The Triangle well read will surely prove 
a big help with those connected in any way 
with the Hudson Motor Car Company. 
Very truly yours, 
(Signed) W. A. Fosdick. 

GOOD SELLING IDEA BY BILL 
MOYER 

DILL MOYER, the Des Moines distributor— 
*-* and the Big Family's tallest member- 
contributes a great little selling idea. Says 
Bill : 

"When making a comparison of the Self- 
Starting HUDSON "33" with other cars, al- 
ways compare it with high-priced cars, never 
with a car of less than $2,500. That is its 
class, in reality. The moment you com- 
pare it with any car under $2,500, the natural 
thought that arises in the prospective pur- 
chaser's mind is that of a lower class than it 
in reality occupies. You have probably noted 
this in selling cars. But you absolutely abolish 
competition, in the purchaser's mind, when 
you eliminate comparison with any car under 
$2,500. And the moment you match the HUD- 
SON with high-priced cars you have elevated 
the buyer's opinion of it beyond all compe- 
tition." 

Mr. Moyer finds this selling idea has helped 
him close sales. So it will help you close sales. 
Use it. 



DEMAND HUDSONS FROM FAR 
ENDS OF THE EARTH 

APART of the factory's October output 
comprised HUDSON "33's" for the "far 
ends of the earth." 
On October 28 a carload went forward to 
Arkell & Douglas, the HUDSON dealers at 
Port Elizabeth, Cape Colony. The same day a 
shipment went forward to H. P. Faye, the 
HUDSON dealer at Kristiana, Norway. A 
carload was also shipped to the Rawlinson- 
Hudson Motor Distributing Company, Limited, 
London. 

The fame of the HUDSON abroad is grow- 
ing at a fast pace and foreign lands have been 
quick to recognize that the principles behind 
the car are basically correct. For that reason 
the car sells well wherever introduced. 



UP THIS HILL GOES THE HUDSON 

W. ARTHUR LATHAM 

Kankakee, 111. 
Hudson Motor Car Co., 
Detroit, Mich. 

Gentlemen — This hill, which we have a 
photograph of is a part of the West Side 
Quarries Company's lime kiln and is the steep- 
est climb we have around here. It is a part 
of the lime kiln that the wagons, after un- 
loading, drive down. 

Consequently you can see that it is very 
steep. 

There is a turn to it before you go up the 
incline, making it much worse than if it was 
really a straight climb. 

The photograph was taken with the car at a 
dead standstill. I made this hill on second 



speed. From a standstill the car started and 
finished going on over the hill. The actual 
grade of the hill is 5.7 feet in a distance of 
13J4 feet so that you can see that it is a little 
better than a 40 per cent grade. These are 
actual measurements. The hill is about 50 
feet long and the photograph was taken at the 



steepest part of the hill 



W. Arthur Latham. 



GOOD WORK! THAT SERVICE 
SELLS HUDSONS! 

THE J. R. WATKINS MEDICAL 
COMPANY 
Winona, Minn., Oct. 20, 1911. 
Gate City Motor Company, 
Winona, Minn. 
My Dear Mr. Blair: 

I want to commend you upon the excellent 
manner in which you have managed the auto- 
mobile business here. The service you have 
rendered me is certainly a marked contrast 
to that afforded by others. I have watched 
your career with great interest, and have 
been pleased to note the energetic and busi- 
ness-like manner in which you have carried 
on your work. 



Service Department Corner 



ALWAYS TELL US: 



Car ^Cumber. 

Model. 

fBody, Type and Color. 



By C. E. Havens, Manager Service Department. 



EVERY member of The Big Family has 
wondered at irrelevant questions put to 
him by the doctor. 

In almost every case these questions do not 
appear to have any bearing on the trouble, 
but we all know on second thought that unless 
the doctor is sure of the fundamentals he 
cannot possibly prescribe correctly. 

The Service Man at the factory is the Auto- 
mobile Doctor, and his patients are in very 
many ways exceedingly human. 

Before the Service Man can prescribe it is 
just as necessary that he be sure of his funda- 
mentals as the doctor, and it is on this text 
that this little preachment is founded. 

The Service Department at the factory is 
enthusiastic, earnest, able, and sincere in its 
desire to help out every member of The Big 
Family. 

But suppose you had to fill out such an order 
as the following: 

"Express front spring for Hudson" 

No model — no car number, in fact "no noth- 
ing." 

Or this: 

"Car No. 12481 skidded, broke wheel. Ship 
new one immediately." 
3 



Front or rear? The dealer knows, the cus- 
tomer knows, the Service Man does not. 

Remember thi* Old Story ? 

IT is the old story of the farmer's wife, the 
* hobo and the dog. In case you have not 
heard it: 

The lady assured the hobo the dog wouldn't 
bite. 

"You know it, madam, and I know it, but 
does the dog?" 

But we are breaking away from the text, 
which is, "Give us the fundamentals." In the 
end it is cheaper to put an extra 50c into the 
wire. 

To sum the whole matter up — in order to 
avoid the necessity of answering apparently 
irrelevant questions, at considerable expense 
in money and time, forestall the Service Doc- 
tor by posting him first on the fundamentals, 
which are 

Car Number. a*. 

Model. %mm 

Body, Type and Color. 

The last two may not be necessary every 
time — but the first always is. 

The Service Man Doesn't Know — Tell Him. 
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Dealers Who Seized the 

ain Chance 



Arthur M. Day 

IN New York City is to be found the hardest 
of competition. 
It is a territory where only the keenest 
survive. It is no place for mediocrity. 

With those facts in mind consider the man- 
ner of men behind a business that leaped from 
nothing to more than $2,000,000 per annum 
in less than two and one-half years. 

In April, 1909, The A. Elliott Ranney Com- 
pany secured the HUDSON agency for New 
York and its environs. In July, 1909, the 
first car was delivered. 

This is the story of the mighty Triangular 
combination that is responsible for that suc- 
cess. For behind this success stands the 
greatest business alliance that exists in New 
York automobile circles. No one plays a 
star part — and everybody is a star. 

A. Elliott Ranney. the Sales 
General 

CIRST comes A. Elliott Ranney, a famous 
* organizer of men. A man of keen vision — 
a master mind — one who might have been a 
great military tactician had his energies been 
so directed. 

Mr. Ranney is active and interested in every 
phase of the business, but his hobby is service. 
He takes a lively interest in every detail of 
the business and devotes special interest to 
the best service department in New York City, 
for that constitutes the pillars of the business 
and it his Mr. Ranney's pride that his service 
department is second to none in the United 
States. 

To Mr. Ranney's business foresight is to be 
credited the feat of surrounding himself 
with the two best men in their line in New 
York: Arthur M. Day, president of the A. 
Elliott Ranney Company, and its general man- 
ager, Samuel S. Toback. 

President Day— The Planner 

THE TRIANGLE is not familiar with the 
details of the sale of a HUDSON to the 
president of the Automobile club of America, 
but it is a coup attributable to these three 
master business men. 

Mr. Day is the planner of the business. He 
is possessed of the valuable asset — quick think- 
ing. 



Mr. Day is an officer in the New York 
military circles, being a member of the official 
staff of the artillery, and he holds a wonderful 
shooting record. 

You see the Big Guns are not limited to 
Sandy Hook. They have Big Guns on Broad- 
way, too. 

Mr. Day's prominence in New York is an- 
other factor to which must be attributed its 
share of the success of the A. Elliott Ranney 
Company in selling the Self-Starting HUD- 
SON "33." 

Mr. Toback Startled Bored New 
York 

SHORTLY after The A. Elliott Ranney 
Company secured the agency for the HUD- 
SON, a dealer was appointed in Brooklyn. 

At the end of the year Brooklyn had 
smashed a HUDSON selling record — it was 
a most wonderful demonstration of salesgen- 
eralship. It needed investigation. 

The responsibility for the feat lay with the 
splendid enthusiasm of the manager of the 
Brooklyn agency, Samuel S. Toback. 

Need we here point out why it is now writ- 
ten "Samuel S. Toback, general manager, The 
A. Elliott Ranney Company of New York?" 
That took place shortly afterward. 

Maybe New York feared it would be outsold 
by Brooklyn. 

Suffice it to say that Mr. Toback completed 
the Triangle, for he is now carrying on the 
same wonderful campaign in New York that 
not so long ago startled that bored city. 

There Are Several Thousand Hud- 
sons on New York Streets 

THAT is the reason to-day every competitor 
is being outstripped by the HUDSON in 
New York City. 

Another thing— the Self-Starting HUDSON 
"33," as usual, is running like a watch. 

For it is backed up by the greatest service 
department — bar none — in the biggest city in 
the United States. 

But this business combination does not con- 
sider selling the whole proposition. That is 
the beginning. There is service — and in that 
the HUDSON excels in New York, for there 
is no other service department so well pre- 
pared to back up its selling statements. 

It is one of the big factors of the business. 
And what is more, New York City knows it. 
There is not a car owner in New York but 
who knows that his purchase of a Self- Start- 
ing HUDSON "33" means positive satisfac- 
tion. 

That is the reputation that such a service 
department has built up. 

The evidence of the character of Ranney 
service is shown by the fact that the number 
of HUDSONS is far ahead of those who 
claim rivalry. 

The Beautiful Salesrooms 

OFTEN, improper staging makes plays fail. 
In New York the greatest staging is given 
the car you sell. Next time you go to New 
York make it a point to visit 1700 Broadway. 
And see the other New York show rooms. 
Then you will thoroughly agree with the state- 
ment that the HUDSON setting at 1700 
Broadway is the handsomest in Gotham. 

The rental is an immense item — it takes a 
plucky business combination to meet the fierce 
competition and come out winner, as The A. 
Elliott Ranney Company has. 

The HUDSON'S New York home is second 
to none in that city — and, understand, this is 
not a platitude. It's fact. 



Samuel S. Toback 

There is an atmosphere of elegance when 
a prospect enters the HUDSON salesroom in 
New York. The chief factor in winning suc- 
cess is looking it. 

It brings this thought to the New York pros- 
pect's mind — the same applies everywhere — 
"Here is a successful concern. They're pros- 
perous. The car must be right, or they could 
not have achieved this prosperity. Naturally 
such a showroom must house the best-selling 
car." 

That fact applies to every HUDSON dealer, 
the same as it does to The A. Elliott Ranney 
Company. 

What These Things Demonstrate 

T^HESE are some of the myriad essentials 
* in selling automobiles that have been per- 
fectly standardised as a part of the selling 
equipment of the most successful automobile 
dealers— -with the most successful car — in one 
of the cities of the country where competition 
is stiffest. 

To what does Mr. Ranney attribute this 
success? 

1. Staging of the car; that is, location of 
salesroom, equipment of same, correct dis- 
play of cars, organization of inside selling 
force. 

2. Demonstration under 100 per cent ef- 
ficient conditions. 

3. Courteous attention to prospect and 
customer — the permanent smile. 

4. Service to the owner so complete as to 
develop customers into salesmen. The best 
paying advertising he has done is the little 
adjustments and attention given customers' 
cars and prompt filling of repair orders. 

5. Organization of sub-agencies. Through 
his genius in this respect he discovered a 
great enthusiast in Mr. Toback. 

The rewards of this master combination 
have been great. 

More HUDSONS are sold in New York an- 
nually than some companies build. 

When New York ratifies a commodity and 
places its crown of prestige upon it, you can 
bank upon its overwhelming success every- 
where. 

A. Elliott Ranney, Arthur M. Day and Sam- 
uel S. Toback constitute an unbeatable com- 
bination. The Big HUDSON Family extends 
the palm to its New York membership. 
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THE PRESIDENT'S MESSAGE ON BUSINESS AHEAD 

By ROY D. CHAPIN. 

President Chapin Devoted a Week of His Time Talking With America's Well-Known Financiers in New York — For the 
Purpose of Giving the Big Family the First Comprehensive Analysis of Conditions in the Automobile Industry Covering the 
Remainder of the 1912 Selling Season. The Facts He Tells Are Vital. Please Digest This Valuable Information. It Cannot be 
Studied Too Closely, For it Means Much to all of Us. And it is the First Concise, Authentic, Crystallized Information on the 
Business Ahead of You. 



IT IS my purpose to address to our dealers 
from time to time an article on general 
conditions in the automobile industry. 

During the last six months there have 
been many changes take place, and the re- 
sult of my observations may be of value 
to you. 

In solving our problems here at the 
factory we must judge very accurately as 
to what the demand is going to be a year 
hence, two years hence, and predict even 
further ahead than that as to the general 
trend. To do this we must keep closely in 
touch not only with new improvements and 
developments both in Europe and on this 
side, but also with general business condi- 
tions as a whole as they may affect this • 
industry. 

Our Policies 

WE HAVE had two or three set policies 
here which you may expect us to con- 
tinue permanently. First, the Hudson car 
itself will always be kept up to the minute 
in design and workmanship. Second — and 
this is your big problem and ours, the one 
which possibly most influences our mutual 
profits each year — we will always make 
early and satisfactory deliveries. 

The reports of their volume of sales 
made yearly by the various manufacturers 

shows that during the last six months of any year, that is, from 
July 1st to January 1st, there are three or four companies whose 
business far exceeds that of other manufacturers. This is due to 
early delivery of their new models. The Hudson Company is to- 
day in the ideal position of closing its season in June each year and 
bringing out its new models in July. In this way you take ad- 
vantage of all the summer and early fall trade on the new model 
cars while most of your competitors are still trying to dispose of 
their old models. 

The most significant fact in connection with this policy of ours 
is that by to-day we have shipped over 40 per cent of our output 
for the 1912 season, whereas the average manufacturer considers 
himself lucky if he has gotten out 20 to 25 per cent. 

Financial Conditions 

LOOKING into financial conditions as they affect the future, I 
have just returned from a trip to New York. While there I 
talked with men who are in a position to know financially what the 
condition of the country is and what the changes are liable to be. 
I was much surprised to find a more general spirit of optimism 
than I had been led to believe obtained there. 

-The New York bankers are a sort of clearing house for infor- 
mation on conditions all over the United States, and through the 
fact that they have a correspondent in practically every city in the 
country, know pretty accurately at any time about how well off or 
how badly off each section is. 

They told me that the depression which has been felt in some 
sections had without doubt reached its worst, and that as Wall street 
has discounted so well the Sherman law decisions, it was not to be 
presumed that the course of events hereafter would be anything 
except for the better. The fact that a presidential election is im- 
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pending next year did not seem to concent 
them gravely, as the uncertainty of the re- 
sult makes it probable that whichever party- 
gets into power will proceed along lines 
which will not seriously jeopardize the equi- 
librium of business. 

Naturally all this information is exceed- 
ingly pleasing to us, in view of the expan- 
sions m our plant that are taking place and 
the plans that we are making for the future. 
There is just one point that I might call to 
your attention again, in view of their pre- 
diction that general business will be good 
in the -spring, and that is, that we have 
already shipped over 40% of our 1912 
product. 

If I were you, I would certainly protect 
myself with a few extra Hudson cars this 
winter, so that your spring trade will. not 
be handicapped by delay in obtaining cars 
from the factory during the rush season. 

Big Companies Growing Larger 

A VERY interesting feature of the present 
" automobile situation is the indication 
that the big companies are getting bigger 
and the small companies are either making 
but little progress or else are going back- 
wards. It is getting to be an established 
fact that an organization of the size of the 
Hudson Motor Car Company can afford to 
employ better engineers, better manufacturing men, better sales 
and advertising men — in fact, better men throughout all its 
departments, than can the small institutions, and for this reason we 
can return a greater average of value in our car to the buyer. 
When you get right down to the bottom of the subject, anyway, it 
is brains, and brains only, that produces a good automobile 
and markets it properly. The most successful companies in the 
automobile business today are those that have the highest quality 
of organization that can be obtained. You know what our policy 
has been in this respect, and in view of the trend in the business 
that I have mentioned, I look to see this company grow constantly 
bigger every year and your business increase in the same 
proportion. 

Big Sales ^Divide Into Three Classes 

A NOTHER observation of mine, that confirms your own judg- 
" ment in picking the Hudson car as a good seller, is that big sales 
today of motor cars are in three distinct classes. There is one class 
producing what is known among the trade as "cheap" cars, by 
which phrase might be included cars selling from $700 up to 
$1100. This would comprise a half dozen manufacturers whose 
volume of business is very large, amounting for the 1912 season, we 
will estimate at over 125,000 cars. 

Leaving this class, you take a straight jump to another class 
comprising only three manufacturers whose volume is of conse- 
quence, and whose cars range in price from $1600 up to $1900. 
Then from this class, it is a far cry to the third class, or high priced 
cars which sell from $4000 up to $6000. The business in between 
the first and second, and the second and third classes is negligible 
in volume as compared with that in these three classes. It means 
that today no manufacturer is producing below $1600 a car that 
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embodies the high class features that the experienced buyer has 
come to demand in a machine. It means, furthermore, that most 
of these experienced buyers find all of these features well enough 
worked out in these cars selling from $1600 to $1900, so that they 
buy this type of car in preference to anything selling up to we will 
say $3500. If they can afford to pay $3500 or more, and really want 
a big car, they go up to $4000 and higher. 

- The keystone of all Hudson policy is that the Hudson Company 
will always make the lowest priced car that can be built consistent 
with what we know to be good design and workmanship and a con- 
struction that will give satisfaction over a period of years. We 
could sell a Hudson "33" for $1250 and the car might look the same 
on the outside. It would not take long, though, to go the way of 
other cars whose makers have tried the suicidal policy of low price 
at the expense of quality and the ultimate enmity of the buyer. We 
put the stuff in the car and today our owners are selling half our 
output for us. 

Our Growing List of 'Prospective Buyers 

IN MY analysis of present conditions in the industry, I figure 
* that of the buyers of the so called "cheap" car, there should be 
at least 20% of these buyers who, the following year, will be in the 
market for a car like the Hudson. The big sales in our type of car 



are right now restricted to two other manufacturers besides our- 
selves, so that with twenty to twenty-five thousand buyers gradu- 
ating every year from the use of low priced cars, it gives us a won- 
derful field in which to maintain a big volume of business. 

It happens to be the desire of almost all Amricans to own the 
best automobile that they can afford to drive. Only a small num- 
ber of people in the country can afford a $4000 or $5000 car. A 
very much larger percentage can afford our car. Thus, between the. 
graduates from the use of the low priced cars and the newcomers 
who start out and do not wish a cheap car to begin with, but like 
a car of our type, — as well as a smaller number, but at the same 
time a growing class of buyers who are tired of the high priced 
product and its heavy cost of upkeep, we are assured of a steadily 
increasing number of purchasers. It only remains for this com- 
pany to constantly produce cars that will be the most typical in our 
class. We believe that we have the organization here to accom- 
plish this result. 

To sum up all these observations, general business conditions for 
the future are looking better than they have for a year. We have 
put the Hudson car in a distinct class, where there is an ever-grow- 
ing field of buyers, and our plans not only contemplate the main- 
tenance of our present position of prominence, but an increase 
yearly in our volume of business, which means an increase in your 
business as well. 



Rush of Sales Quickly Follows Great 
Convention at the Factory 



DESPITE the wintry weather that gripped 
the country immediately following the 
adjournment of the conventions of deal- 
ers at the factory, a rush of orders swept in 
from many sections. 

The open discussion of the car in meetings 
in which dealers from Maine to Texas rubbed 
elbows, brought up heaps of valuable informa- 
tion that was taken back home and dissemi- 
nated to prospective purchasers with the result 
that many of them are becoming owners. 

This is good news for the dealers' hosts at 
the factory did everything possible to compre- 
hensively add to every man's knowledge of the 
car; special meetings being held in which the 
principles of the self-starter were explained. 

The meetings were in charge of Mr. W. J. 
McAneeny. So thorough were the meetings 
that the inventor himself was on hand to 
answer every possible question. 

Then the dealers — some of them brought 
their technical men too — got out into the yard 
back of the factory, seated themselves in any 
car they chose and armed with all necessary 
information started the car many times, from 
the seat. The result was that the majority of 
dealers were firm in the conviction that the 
advertising — which said ninety-eight starts out 
of every hundred were possible — was too con- 
servative. 

By preventing the motor stopping on dead 
center the dealers found that ninety-eight 
starts out of every one hundred presses of the 
button was a conservative estimate. The meet- 
ings shot the enthusiasm up to a high pitch and 
the two hundred odd dealers who attended the 



conventions went back home happy in having 
found the big idea. 

Result — their contagious enthusiasm caught 
the prospective buyers and the result was sales 
— and many, many of them. 

The hosts at the factory had a good time, 
too. Mixing with the men out on the firing 
line is about the best stimulant a man can get, 
so some profit fell to the men at the factory. 

This great annual meeting was tremendously 
successful — probably no other automobile fac- 
tory ever witnessed a gathering that devel- 
oped into as enthusiastic an assemblage as did 
the great 1911 convention of the HUDSON 
dealers and distributors. 



territory by 
calling on the factory. Mr. Rastall found 
sunny weather in Detroit and recalled that the 



Regina thermometer registered 40 degrees be- 
low when he left Regina. Despite that fact 
Mr. Rastall doesn't hibernate in the winter. 
He digs up prospects all the year. He is the 
originator of several business-getting plans. 
Mr. Rastall's distributing territory covers 
three big provinces. He has a sizeable dealer- 
organization. What's more, he's selling the 
cars. 

r* UY L. SMITH, the HUDSON distributor 
^-^ at Omaha who made the suggestion of an 
Owners' Bi-Monthly Bulletin on "How to Care 
for Your Car," was also a visitor. When the 
self-starter first came Guy kept it under cover 
for a day and a half until his salesmen knew 
how to answer every question. The men took 
turns in Guy's school of posing as buyer and 
salesman, each trying to trap the other. Guy 
Smith is a sales-general. He's selling a lot of 
cars for his territory. The above idea is one 
of Guy's that is making money for him. 

r* ROVER YOUNG, Colorado Springs, Col, 
^-* was a welcome factory visitor. His en- 
thusiasm on the HUDSON is a pretty good 
indication of the reason why that Colorado 
country knows the Self-Starting HUDSON 
"33" so well. Grover had a talk with Mr. 
Dawson of the sales department, and from the 
looks of things his territory is going to keep 
the factory humping to keep pace with the 
selling end of his business. Grover is a be- 
liever in the fact that half of selling is in 
service. 

JIM MARSHALL, of Beloit, Wis., who has 
a fat HUDSON territory surrounding Be- 
loit, was also a valued visitor. Jim is a keen 
salesman, one of the best in Wisconsin. He is 
enthusiastic about the addition of the self- 
starter to the HUDSON'S selling points and 
his visit to the factory added to his approval 
of the device. He is making money and his 
connection with the Big Family is a happv one. 



Still Another Group of Members of the Big Family 

Upper Row— Left to Right— E. A. Boode, Burlington, Vt.; W. A. Latham, Kankakee, HI.: R. L. Whitcomb. Evergreen, Ala.; F. D. Parker, Decatur, 111.; M. G. Patterson, 
Moutgom*ry. Ala.; H. J. Roberta. Pensacola, Fla.; W. S Pennington, Manchester, N H. G. O. Lee, Lynchburg, Va.; G. W. Goldsmith, Jr. Atlanta,; J M. Morse, 
Colorado Springs, Colo.; W. B. Huffaker, Jacksonville, 111. 

Lower Row— A. G. Jung, Kankakee, HI.; I. D. Rlackshaw. St. Johnsburry, Vt.; W. A. Wright, St. Johnsburry, Vt.; I. W. Dill, Harriaburg, Pa.; R. M. Morrison, Moultrie, 



Ga.; M. B. Aulttman, Jacksonville, Fla.; G. N. McNutt, Knoxville, Tenn.; O. R. Murphy, Birminghan, Ala. 
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The Fastidious Buyer 

By J. H. BRADY, The J. H. Brady Automobile Company, Detroit, Mich. 



HAVING lost a sale to one fastidious 
buyer for no other reason that I could 
see than that he didn't like the smell of 
the smoke of my cigar, we were pretty much 
keyed up when the next one 'phoned he 
"guessed he'd drop in to-morrow." 

The salesroom was spick and span — clean as 
a whistle. I rubbed down the show car, 
flecked imaginary specks of dust off the leath- 
er, cleaned off the dirt on the step a previous 
buyer had left, and dressed up the place gen- 
erally. It certainly had that thousand-dollar 
look. I decided to try out my ideas on this 
"fastidious buyer." 

Jauntily he came into the showroom — my 
cue for discarding the cigar, putting on my 
coat and the rest. I closed the door to the 
repair shop and executed my studied "ap- 
proach." 

His eye caught the car in the show window, 
the hood of which was up. While exchanging 
greetings I aimlessly put it down. It was 
necessary to keep away from the technical de- 
tails. 

The Big Points in Fastidious 
Bayer's Minds 

FASTIDIOUS buyers are the same every- 
where. The same general principles that 
sell them are the same in Tampa or Seattle. 

Then the selling talk commenced. "Beauty, 
isn't it?" I ventured. "Just come in from the 
factory." Then I analyzed the "why" of the 
beautiful lines of the Self-Starting HUDSON 
"33". I pointed out the curves, the straight 
lines, the harmony of the exterior design. I 
called attention to the class of leather, the 
roominess of the seats, the striking handsome- 
ness of the car as a whole. When I inferred 
such beauty was obtainable in no other car he 
was openly impressed. 

As if I were ushering him into a kings pal- 
ace, I opened the foredoor and said he would 
want to get into the seat. I thought quick at 
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ABOUT PARTS: 



All Claim* Baet Made 
Within 30 Day* 
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UR text last week was "Give us the car 
number, color and model when order- 
ing parts." 

That a great many members of the Big Fam- 
ily were interested is evidenced by the fact that 
a majority have already written, suggesting 
that we furnish them with parts order blanks 
in duplicate. 

This we shall be very glad, indeed, to do ; in 
fact the printer is even now locking his forms 
and we hope that before another issue of the 
Triangle reaches you a goodly supply of 
Order-for-Parts blanks will be in the top 
drawer of your roll-top. 

// you don't get them, lets hear from you. 

The Claim Adjuster and the Receiving Clerk 
formed a deputation to wait upon the writer 
this week with the petition that their sorry lot 
be portrayed to the members of the Big Fam- 
ily. They appreciate the fact that their posi- 
tion is that of "poor relations," but they throw 
themselves upon your charity in the following 
words : 

"Please don't dump in the cellar all the junk 
that naturally accumulates around a busy re- 
pair shop, and then when the cellar gets a 
little overcrowded send the whole heart-break- 
ing pile in with the request that the claims be 
settled by next Thursday, the 8th, so that we 
can send a check to balance our account on the 
10th." 



Fifteen Cases From One Dealer 

THE writer has seen fifteen cases come in at 
once from a single dealer — investigation has 
shown that some of the parts must have been 
held at least twelve months — yet that member 
of the Big Family was righteously indignant 
when credit was refused on account of the de- 
lay. 

We have agreements with some of our parts 
manufacturers wherein they agree to compen- 
sate us for defects appearing in their material 
providing we return such material to them 
within a certain term after delivery is made 
to us. So if you let your junk accumulate you 
are not only working a hardship upon your 
poor relations in the Claim Department, but 
you are also preventing the factory from col- 
lecting, and that is a mighty serious matter. 

Every dealer signs a contract wherein he 
agrees to return his defective material within 
thirty days after the defect developed, other- 
wise credit is only at our option. 

Are you doing this? If you are not it be- 
hooves you to get busy or else the long-suffer- 
ing claim artist will reach the end of his pa- 
tience and throw away his red ink. 

To boil it down : 

All claims for credit are contingent upon a 
prompt return of defective material. 

If you thoroughly digest this you will help 
enrich your own exchequer, you will help en- 
rich our exchequer, and you will make the lives 
of two unfortunates a little more livable. 

Lets do it! 



this point. I wanted to keep away from tech- 
nical details, yet I wanted him to start the car 
from the seat. In a sentence I told him how 
childishly simple a self-starter we had. 

Then I set the spark and hand throttle my- 
self perfunctorily and gave the lever a turn* 
"Just give that button a quick pressure," I 
suggested. He jabbed the starter button. 

Instantly the motor responded. It was so 
quiet he could scarcely hear its hum from the 
seat. "Did it work?" he asked. 

"Always does," I replied, and I smiled con- 
fidence into him. "But I can't hear it," he 
said, surprised. He stepped out of the seat 
and I lifted the hood for a moment so he could 
hear its hum. 

How the Technical Explanation 
Was Dispensed With 

E was amazed and he showed his admira- 
tion. Again he surveyed the beautiful 
green body of the car. 

"And about the motor," he asked, as if it 
were a necessary evil. 

"Well, you know already that it's the quiet- 
est motor built," I answered. "It is designed 
and built — as the entire car is — by Howard E. 
Coffin, the most famous designer in America, 
the acknowledged leader of the industry. He 
has advanced several years by simplifying the 
motor, and by eliminating nearly a thousand 
useless parts. He is the father of, "clean de- 
sign. 

I felt this ought to appeal to fastidious 
tastes, and it did, for I lifted the hood at that 
point and the motor told its own "clean de- 
sign" story. 

"The technical design," I said, "is all taken 
care of by Howard E. Coffin and his board of 
engineers. Mr. Coffin has never had a failure. 
His cars have all marked epochs in automobile 
design. This car, as were all his others, is 
years ahead of the average car. You know 
that from looking at others. Besides the 1912 



Lander, Fiat, Imperia and other foreign cars 
— some of them driven by kings — have features 
that the Self-Starting HUDSON has. Yes, 
you need have nothing on your mind as to 
design, when driving this car — Mr. Coffin and 
his engineers have everything solved ahead of 
your ownership of the car." 

The Fastidious Buyer's Kick 

THEN came the demonstration. I picked 
out purposely a route with plain, ordinary 
surroundings, so to keep his mind on the car. 
Besides, it gave the beautiful car the advantage 
of the contrast. 

I had the demonstrator as clean, spick and 
span as the show car. I changed gears abso- 
lutely without noise, for this point was valu- 
able. Everything was done noiselessly. I 
avoided roads that were muddy. I avoided all 
untoward conditions and avoided neighbor- 
hoods that would take attention from the car. 

Everything was done for appearance's Sake. 
When we were finished he registered a com- 
plaint. He wanted two extra seats in the back. 
"Willingly would we accommodate him. "One 
thing, though," I said. "I do dislike to litter 
up that roomy tonneau. And, anyhow, prob- 
ably you won t take more than yourself, wife 
and two friends on your tours. So it would be 
my advice " 

"You're right," he exclaimed. "Never would 
take out more than five people." 

Then I drove him home and he showed evi- 
dent elation when he met several friends in his 
block. We got out of the car and I endeav- 
ored to get him to connect up the appearance 
of the car with the beauty of his home, as it 
stood before it. That impressed him, too, for 
the beautiful shade of green was certainly 
striking. 

When the Order Came In 

I KNEW my position. I knew my competi- 
tion had no such showrooms as we had when 
I had them ready for this man. And the 
especial pains in this case ought to pay us back. 

In a week he happened in again. He agreed 
to purchase the car. But he insisted on a car 
not later than the next day — he was a man of 
quick action, I judged. Luckily we carried 
cars in stock, and the last fastidious trait, co- 
incident with the closing of the deal, I was 
able to meet That evening I had the car at 
his home and the check for $1,600 in my wallet 

Here is the thing this sale taught me, and I 
will never forget it: 

That every man ought to be treated as a 
fastidious buyer ; that a sale will never be lost 
if that is the attitude toward every prospective 
purchaser. 

And to-day the showroom and every con- 
dition in the selling end complies rigidly with 
the tactics that sold the fastidious buyer. That 
is the slogan that will make every dealer more 
money. 

No matter where the principles are applied. 
buyers like neatness, beauty, cleanliness, spot* 
less cars and they like to have it made easy 
for them to buy. 

And that is a mighty factor in selling auto* 
mobiles. 



Why Didn't You 

Make the Sale ? 

ONE of the objects of the Triangle is to 
help HUDSON salesmen solve their 
problems. It is an old saying that if one's 
foresight were equal to their hindsight, they 
would always succeed. 

After you have lost your man, you very 
probably have analyzed the reason why you 
didn't make the sale. 

Tell us your experience along this line. 

The information thus secured will be com- 
bined in a series of articles under the caption : 

"Why I Didn't Make the Sale!" 

This will help you and others to make the 
sale the next time you meet with similar con- 
ditions. 
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A HUDSON STORY FROM THE 
DEEP-SAND COUNTRY 

TWENTY-SIX miles on each gallon of 
gasoline is the every day achievement of 
the HUDSON in the deep-sand section 
of Michigan. Read this letter from Attorney 
Van Duren, of Holland, Michigan: 
"Appreciating the excellent service that my 



Hudson "33" Fore Door Touring Car has 
done for me, I want at this time to acquaint 
you with the fact that I am more than pleased 
with the car in every respect. It has never 
failed me in any road, and any hill that I 
have called upon it to go. In fact I have had 
the extreme pleasure of assisting higher 
priced cars up some of the places. 

"I am also more than pleased with the great 
economy with which I have been able to 
operate my car. I have repeatedly kept strict 



account of gasoline consumed in a given mile- 
age, and almost without exception it has been 
beyond all expectation. During the month 
of July in the course of a week I drove the 
car one hundred sixty-three (163) miles on 
only six (6) gallons of gasoline. Some have 
thought this so remarkable that I decided to 
let you know of my experience. 

"With best wishes for the success of the 
Hudson, and assuring you of my entire satis- 
faction with my car. — Arthur Van Buren." 
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The Buyer Who Loves To Argue 



HE HAD answered an advertisement in 
the Saturday Evening Post and as 
quickly as the factory sent the inquiry I 
had 'phoned him and respectfully invited him 
to see the Self-Starting HUDSON "33." 
From his tendency to plunge me into an argu- 
ment over the telephone wire I sized him up 
as a man who liked to argue. 

Next day on his way home he dropped in 
at the salesroom. I quickly discovered I had 
a good debater on my hands. This is likely 
to scare any salesman, but that is needless. 
I went over the car with him, pointing out its 
exclusive features. But first of all, I said : 

"Now as to this car's design, that has been 
determined by a man who is reputed the 
greatest engineer in this country — Howard E. 
Coffin. He has built six famous cars, every 
one a huge success — every one years ahead 
of its contemporaries. This car is his sixth 
famous automobile. Its features are approved 
by their presence in the Lancia, Fiat, De 
Dion, Imperia and a dozen other famous for- 
eign cars — that sell in this country for $5,000 
to $15,000 and more." 

I thought that would prevent his arguing 
on the subject of design. 

44 Now About the Radiator" 

HE BROKE in on my description of the 
radiator with: "Your radiator looks like 
a honeycomb in front and in back it doesn't. 
It must be a sham. Anyone would consider 



it as such and it upsets the confidence that a 
man might have in the HUDSON." 

"True," I said. "To a man not an engi- 
neer, I agree with you, it does look that way. 
Howard E. Coffin's reason for that construc- 
tion is it gives greater strength and adds 
immensely to its appearance as you inferred. 
We wouldn't want anyone to think it is a 
honeycomb radiator. We describe it as a 
reinforced vertical tube radiator. Its con- 
struction has proved more efficient, Mr. Cof- 
fin finds, for the greater strength it imparts 
to the entire chassis." 

He noticed the absence of the fan. "I 
don't believe any car is built right without a 
fan," he exclaimed. "You see the motor gets 
overheated. I wouldn't want to be bothered 
with that condition constantly. The fact that 
practically all other cars possess fans is evi- 
dence it is an essential. Water alone can't 
do the trick and — " 

"Your argument is right from every view- 
point," I said. "It is a good argument. But 
we have found a better place for the fan and 
we have thus simplified the car. We put the 
fan in the flywheel. It does its work better 
there." And I described the working of the 
fan and showed him how a square of paper 
was held tightly to the radiator by the suc- 
tion created by the fly wheel fan and how 
with the usual fan in front type, the paper 
was held on the radiator only in a zone in 
front of the fan. 



Objects to Simplified Car 

THE HUDSON is the simplest car built. 
It has nearly a thousand fewer parts 
than the average car," I continued. 

"But it stands to reason," he argued, "That 
such a car can't give the service because of 
the absence of nearly a thousand parts. 
Breakdowns would be frequent. Now you 
have no tortion rods, for one thing — " 

"Like every simple invention achievement," 
I remarked, "certain parts do several tasks. 
The necessary support is furnished by the 
housing of the driving shaft. This car drives 
through the springs. The tortion rod was like 
the useless scaffolding of a building. So we 
eliminated it. Coffin's 1911 car had this con- 
struction. It was so wonderfully effective he 
continued it in the Self-Starting HUDSON 
"33." 

"I cannot see where you have eliminated 
nearly a thousand less parts — that I suppose 
is just part of the 'novelty' of the selling 
talk. Some people wouldn't stop to question 
that statement, but I would." 

"I am glad you questioned it," I said 
eagerly, gleefully. "There are sixty parts 
eliminated by absence of the fan, nearly a 
hundred eliminated by casting the motor en 
bloc. Then a tortion rod, a cam shaft and 
other minor parts that were eliminated go to 
make up the nearly-a-thousand parts." 

He saw I knew what I was talking about 
and he had no come-back. 

Still I saw he didn't have the feeling that I 
had licked him in a debate, for I had told him 
every argument was true and then pointed 
(Continued on Page 2) 



The Mighty "33" In An Amazing Test of Power 



IN ALL my years in engineering work I do 
* not believe I have ever witnessed as im- 
pressive an exhibition of strength as the im- 
promptu performance of a "33" the other day 
at the factory. 

A heavy truck with a five-ton load was 
mired to such an extent that its crew could 
not pull themselves out. A HUDSON tester 
happened on the scene and the HUDSON 



BY G. G. BEHN, Engineering Department 

u 33" test chassis was hooked on to the truck. 

On account of the tremendous weight of 
the immense truck the rear wheels of the "33" 
would merely spin. 

Twelve men were requested to stand on the 
"33" and on applying the power the "33" was 
able to pull the truck out of the mud. 

It was an exhibition that could not be 



equalled by any chassis in a class anywhere 
near the HUDSON fi 33." It simply demon- 
strates the power of the car. The fact that 
the exhibition was impromptu adds to its im- 
pressiveness. 

The camera man was rushed to the scene 
and secured the picture just at the moment 
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led him out to the demonstrator and the 
demonstration followed. 

A few weak arguments that I could answer 
with my eyes shut came next. Then, some- 
how, he ceased arguing altogether. One of 
those weak arguments was his real objection 
to the car. I don't know which. But an- 
swering it started him toward the dotted 
line. 

The week following he made the deposit. 
That closed the sale. 

And to-day he is arguing for the HUDSON 
every time the opportunity presents itself. 

Here was the way that sale was closed : 

/ told him every argument was right. Then 
I explained each subject and let him see the 
wrong point without telling him HE was 
wrong. He liked that — his better interests 
prevailed upon him not to argue, then. 

And that is the secret of successfully hand- 
ling the man who argues. See how well it 
works with the next one you must sell. 



THE BIG FAMILY'S TEAM-WORK 
SELLS CARS 

FROM the bushels of appreciative letters 
from HUDSON owners that are received 
at the factory every month, there are often 
letters that give good selling ideas. 

Here's a good idea that works both ways: 
Whenever a HUDSON owner, on a trip from 
some distant part of the country, gets into 
your town, give him a royal reception. In- 
quire about his car — make any adjustments 
if they're necessary. For he's a Big Family 
relative of yours. 

And when one of your owners goes tour- 
ing the HUDSON dealer whose town he 
strikes will do the same, for the same reason. 

A letter to the factory from a California 
owner shows how it virtually closed the sale 
of a roadster to him: 

"On a recent trip to San Diego it was very 
gratifying for me to know that your agencies 
throughout California take such a deep in- 
terest in HUDSON owners. I had occasion 
to have some few adjustments made while in 
San Diego and I was afforded all the cour- 
tesies that could possibly be extended to any- 
one. I shall certainly take it upon myself to 
inform my friends of the excellence of HUD- 
SON cars and also the excellent^ service de- 
rived through your many agencies. I will 
close the deal for another HUDSON road- 
ster through the local agent, Mr. Howard 
Berg, shortly. — E. A. Parkford, Ontario, 
Cal. r ' 

Some day soon a San Diego owner is going 
to tour through Ontario. Then Howard Berg 
will reciprocate the favor and it will help sell 
cars in San Diego. Every courteous act has 
its retribution. This team work idea is a 
great one. 



President Chapin. Mr. Knox is a HUDSON 
enthusiast and he explained that the impulses 
which result in the purchase of automobiles 
are the same in Europe as in America. The 
HUDSON'S heavy battery of dealer sales- 
aids was commended. 

DROF. DOUGHTY of Williams University, 
1 a HUDSON owner, spent a "HUDSON 
afternoon" at the factory. He owns a 1911 
car and is going to sell it so he can own a 
New Self -Star ting HUDSON "sf in the 
spring. The professor thought he had the 
best car the factory ever built, an opinion 
rightly held by all HUDSON owners. 

]M R - RIDPATH, the HUDSON dealer at 
ifl Montreal, dropped in a moment on the 
sales department while paying a visit to the 
factory and he is another dealer made happy 
by the addition of the self-starter to the talk- 
ing points. Mr. Ridpath is going to be a con- 
tributor to the Triangle, which should be pleas- 
ing to every member of the Big Family, for 
Mr. Ridpath has a line of selling talk on the 
HUDSON that is hard to beat. 

I H. FILIATRAULT, of the Duluth-Hud- 
*^ # son Sales Company, Duluth, Minn., dis- 
tributors for the HUDSON, was also wel- 
comed at the factory. He said he never did 
business with anyone where he got a fairer, 
squarer shake than with the HUDSON folks. 
All the TRIANGLE can modestly say is, L. 
H., that's the invariable rule in the entire Big 
Family. But the Big Family is glad of your 
appreciation, anyhow. 

CRANK L. MOORE is the new sales man- 
1 ager for the Archey-Atkins Company, In- 
dianapolis distributors for the HUDSON. 
Frank is up on his toes every minute and he 
says he grabbed the main chance when he be- 
came sales manager, for he has got a great car 
— the "one best selling bet in this country." 
The Big Family welcomes Frank as much as 
he welcomes the best selling proposition he 
has ever staked his interests on. 

LJ S. MORGAN, the live HUDSON dealer 
**• at Burlington. Vt, was another one of 
the Big HUDSON Family to visit the sales de- 
partment this week. Mr. Morgan is doing a 
swifter business in Burlington than any of his 
competitors and his enthusiasm echoed the 
secret of sales-generating for the New Self- 
Starting HUDSON "30" there. 

"BUSINESS IS GREAT," HE WIRES 

A/[ B. AULTMAN, the HUDSON distribu- 
***• tor at Jacksonville, Fla., is doing a tre- 
mendous business at the present time — his is 
2 



to see most every make of car and hear 
opinions of most all, and since I have been 
interested, I have asked many questions and 
looked over many and I have yet to find the 
owner of a HUDSON that is not proud of it. 

"I wish to state further, as this mar in- 
terest you. I have been raised by the Buck 
Stove & Range Co. and have been on the 
road for ten years and have just reached my 
30th birthday. This is what I have been 
taught from our old President J. W. Van 
Cleve, to never cut your prices, sell good 
goods and stand pat and it very muchly 
reminds me of your agents. I was worried 
to the limit by automobile agents of various 
makes to buy their car all the way from 
10% to 20% off. 

"But every where I went and tried the 
HUDSON the price was the same. This 
made me admire the car all the more. 

"If you will allow me to make the remark, 
make your agents stand pat for this little 
10% and 20% is what one is filled with in 
regard to every other make on the market 
and if it is said you can't get a Hudson one 
cent cheaper wherever you go, look what it 
means for the car. That's what sells Bucks 
stoves. I paid the full amount for my car 
and do not regret one cent of it. I only 
mention this to vou for I think it's to the 
interest of the HUDSON. 

"Now, if vou wish to know why I bought 
the HUDSON '33/ there are too many 
things about it that suit me to undertake 
to tell, but will state first the power, sim- 
plicity, finish and smoothness of running and 
the refined appearance it has. 

"I have had my car but a short time and 
the demonstrator only took me out two trips 
about an hour each and no one has ever 
touched it but me since and I don't pro- 
pose to let them. Have run it over 600 
miles in two weeks and to make a long 
story short, I would not trade it for any car 
on the market. I like the four passenger 
much more than the five and the green 
body can't be beat. It makes them all sit 
up and take notice. 

(Signed) James E, Daniel, 

Sales Manager." 



HUDSON SWEEPS THE BOARDS- 
CAPTURES MOST PRIZES 

THE Self-Starting HUDSON "33" trim- 
* med most of its competitors and captured 
the bulk of the laurels at Harrisburg, Pa., 
Monday, I. W. Dill, the HUDSON dealer, 
being in charge of the HUDSON prize-win- 
ning. 

His enthusiastic telegram, announcing that 
the prizes were in captivity follows: 

"Hudson *3.V 1912 models win both tour- 
ing and runabout prizes in Class C. Also 
won sweepstake trophy in Annual Economy 
Contest held by Harnsburg Motor Club to- 
day. Harrisburg to New York, 104 miles. 

"Touring car carrying five passengers aver- 
aged 21 miles per gallon of gasoline. Perfect 
mechanical scores. Roads Dad and frozen. 
Competition large. Field of cars included 
three Chalmers, one Interstate, six Cadillacs, 
two Kline cars, one Everitt and others. — I. 
W. Dill." 

For next week's TRIANGLE we have 
asked Mr. Dill to write an article. 
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The Big Idea 

Ever Lose a Sale This Way ? 

(No. 1) 
By C. C. WINNINGHAM 



A DEALER whose name you would recog- 
nize if you heard it, complained of the 
number of curiosity seekers who came 
into his store. 

He said they showed what apparently was 
a deep interest in the car and he at first 
thought that they were real prospects. But 
for some reason or other he could not land 
them. His complaint was very vigorous and 
he had a discouraged view of the conditions 
as they affected his business. He stated his 
problem in a way that indicated his belief 
that the halcyon days of the automobile busi- 
ness had passed and the people were no 
longer buying but were merely looking. 

I asked him to tell me something of his 
problem but I could get nothing from his 
conversation that indicated why he was not 
able to make the sale. This talk took place 
in his private office. 

Salesroom Part of Garage 

SHORTLY after, however, a man came in 
to see the car and the proprietor himself 
went to talk to him. It so happens that this 
man's salesroom is a part of his garage. He 
operates a taxicab business in connection with 
his retail automobile store. 

The man who wanted to see the car looked 
as though he could afford to buy an auto- 
mobile. He knew a great deal about the 
HUDSON "33." To my mind he was in- 
vestigating the car because he was 80 per 
cent, sold on it and he had also signified an 
intention of placing his order soon. You 
could not imagine a better proposition for an 
immediate sale. 

The proprietor launched into his sales 
arguments with great enthusiasm. It was evi- 
dent that the buyer was following his argu- 
ments and accepting the statements in full 
confidence. I would have bet my hat that a 
sale would be made. 

At the Critical Moment 

BUT just at the critical moment a car was 
started in the back of the garage and was 
driven out through the front door past the 
buyer and the proprietor. 

It caused an interruption. 

The proprietor had to stop his talk. 

Somebody addressed him and though the 
prospective buyer was 99 per cent, sold up to 
that moment, the interruption changed his atti- 
tude toward the purchase of a car entirely. 

His chain of thought, leading up to the 
sale, was broken off short. 

Soon the customer left and the proprietor 
said, "See, that is the way they all work. That 
is the way they all do. We get a man up 
to the closing point but we don't close them." 
And I asked him if he wanted my opinion 
as to why he didn't close him. 

So I went over the whole situation. I re- 
viewed the effect of his solicitation upon the 
customer and then I told him what the inter- 
ruption had done. 

M ore sales are lost than anybody has ever 
kept account of by the interruption either of 
some one speaking to the salesman, an un- 
expected noise f the ringing of a telephone and 
other outside influences which interrupt the 
trend of the solicitation. 

Basis of Successful Salesmanship 

CUCCESSFUL salesmanship cannot be 
^ conducted on that basis. The dealer to 
realize the full efficiency of his sales organiza- 
tion will have his salesroom in a quiet place. 



He will absolutely prohibit anyone's inter- 
rupting him when he is talking to a customer. 

No telephone message can be so important 
as the order. 

The salesman's sole job is to get the cus- 
tomers name on the contract. Nothing else 
is so important. Some one else can take care 
of those conditions or they can wait because 
the future of the business itself depends upon 
the sales. A salesman who allows any out- 
side influence to interrupt him during a solici- 
tation loses an opportunity he can never 
again gain with that customer. 

Keep Him Thinking of the Car 

IN THE big jewelry houses, all the import- 
1 ant sales are made in a small room where 
the lighting effects are just right. In the big 
banks the important transactions take place 
in a private office. A man who attempts to 
sell an automobile in the buyer's own office 
or at his own home is laboring under a handi- 
cap. It is better to take him somewhere else. 
If your own salesroom is not so arranged that 
quiet prevails everywhere and the car is not 
shown to the best advantage, then it is better 
that you see your prospective buyer some- 
where else. 

Take him out for a demonstration and ride 
to a quiet spot if the weather is pleasant and 
there make your solicitation where you will 
not be interrupted. 

ZANESVBLLE FALLS IN LOVE WITH 

THE ROADSTER 

LJ ERE is a letter that reflects the impetus 
1 * which sold roadsters for C. A. Fritz, 
the HUDSON dealer at Zanesville, O. Mr. 
Fritz wrote it to S. P. Jackson of the sales 
department at the factory: 

"The Hudson roadster came in today and 
we unloaded it this P. M. and to say that it 
is the classiest car of its kind in the city is 
putting it mild. Everybody says it is stun- 
ning and a crowd has swarmed around it 
from the time it got into the garage at four 
this P. M. till ten tonight. The new owner, 



Dr. B. T. Cary, is the happiest man in town. 
This makes the eighth car he has owned and 
he says that without doubt it is the neatest 
finished car, particularly in the small details, 
that he has ever seen. Everybody speaks or 
its refinement and Mrs. Meyer told us this 
evening that Mr. Meyer was so enthused over 
it that he could not rest till she should come 
over and look at it Hudsons look good to 
most everybody and we feel proud over being 
able to boast of the fact that of the eight 
dealers in the city we are the first to have 
a self-starting car in stock and the first one 
to sell one in the city — Hudson Self-Start- 
ing — It makes a difference. — C A. Frits, 
Zanesville, O." 



TAKING CARE OF OWNERS 

AND speaking of building solid business 
" foundations, taking care of the owner in 
the right way is just as essential as getting 
the money for the sale. Some of your com- 
petitors are not taking care of their owners 
correctly and remember, they're making sales 
for you whenever one of their owners reaches 
the point of exasperation. 

Upon this subject is an extract from a let- 
ter written to the factory by a Massachusetts 
owner : 

"And now just a word for the HUDSON 
people, I do not think any makers take as 
much interest in their customers as they do 
and to anyone who owns a car that means a 
great deal. I bought my car from the Henley- 
Kimball Co., Boston. I found them splendid 
people to do business with. — A. P. Simpson, 
Concord Junction, Mass." 



YES, THIS ACTUALLY HAPPENED 

I OU STRALOW, one of the HUDSON 
*-* testers, ran into a telegraph pole the other 
day and broke a wheel. A farmer taking his 
produce into Detroit, as is usual on such 
occasions, asked: "What's the matter boy, 
bust a wheel?" 

To which the tester replied, "No! Oh, no! 
only testing them out. You see this wheel is 
no good." 



Service Department Corner 



STOCK OF PARTS: 



Mail the List to the 
Factory Today 



HPHE writer once handled two cars at re- 
* tail in New York city. One of them 
high-priced and nearly perfect inasmuch as 
it gave practically no trouble after delivery. 
The other was more attractive in price, — a 
better seller, — but its transmission, — Well!! 
— you have all had cars like it at some time 
or other. 

Of course, we never had less than twenty 
new transmissions in stock, but, — and here 
is the irony of it all — 

The worst knocker we had was a man 
who had been kept waiting ten days for a 
front wheel cone on one of the high-priced 
-cars. 

It was a part which, of course, we ought 
to have had, but for which we had never 
previously had any call. 

Our best booster was a doctor who had 
had nine new transmissions in as many 
months, but had never been held up more 
than a few hours at any time. He swore by 
the lower-priced car. 

You have, ere this, received the letter on 
the "Parts Question." 

You have heard the time-worn axiom "A 
satisfied customer, etc.," so often, and you 
believe it so thoroly that you probably never 
think about it. We're all like that anyway. 

But there are times when we have to rake 



up these hoary old antediluvians, and this 
is one of them! 

Without Service, customers become dis- 
satisfied. The dealer cannot give Service 
without the necessary equipment. Parts 
should stand in the foreground of that 
equipment. 

There is always a delay where parts have 
to be ordered from the factory— even tho 
we fill the order within five minutes of re- 
ceiving it. There is still the packing and 
transportation. 

The list of parts attached to our letter 
have been carefully compiled. Our bald- 
headed statistician has spent hours on com- , 
piling exhaustive lists, computing averages 
and working out percentages. 

We are increasing the Big Family's effi- 
ciency. Hudson Service is to be the most 
talked-of thing wherever buyers congregate 
— but don't let the improvement in Service 
please you to the extent of spoiling you. 

Some members of the Big Family have 
had such prompt shipments on parts from 
us that they have let their own stock grad- 
ually simmer away. 

Therefore, to be a credit to the Big Fam- 
ily, and to strengthen our position with 
our customers, let us all order out those 
parts at once and make boosters of every 
owner. 



Mail In Your List of Parts Today. 
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was wreathed in smiles. 

You will gather from these statistics that 
the gentleman we refer to as Mr. Irresistible 
force was in the habit of doing business on a 
cash basis. 

A Sound Business Principle 

HE IS the man who has given you and me, 
as members of the Big HUDSON Fam- 
ily, a great principle in business — cash. 

We hear complaints about the cost of high 
living, according to the nature of the par- 
ticular case referred to. Now, if every re- 
tailer in the United States did business on a 
cash basis — and didn't charge you and me for 
what he loses on the others by lax credit 
systems — there wouldn't be any h. c. of 1. 

C. of h. 1., only, would survive. 

And this is the great theme upon which 
George B. Levy, of Minneapolis, Minn., par- 
don neglecting the introduction, for he is none 
other than the man we disguised as Mr. Irre- 
sistible Force, above — operates. 

He is trying to wipe out the h. c. of 1. 

In Minneapolis he is doing it for owners 
of the New Self -Star ting HUDSON "3? 
by doing a strictly-100%-cash business. 

In his salesroom is a large sign. This in- 
dicates to the customer that adjustments are 
free for one year from the day of purchase 
of a New Self-Starting HUDSON "33." 
Also that repairs are for cash strictly. 

As Western District Manager, Dick Bacon, 
in his smiley, good-humored way emphasizes: 
'This is to be accepted by the customer as the 
literal truth and not as fiction. When a cus- 
tomer gets his car he pays the real iron simo- 
leons or he doesn't get the car." 



Cash! 
Now, Then, What's the Result ? 

AND all bills for sundries or anything else 
are settled at 6 p. m. on the day of pur- 
chase, less the allowed cash discount. 

At this point it is well to insert the foot- 
note that Cash Levy sleeps nights. No in- 
somnia in that section of the Big Family. 

For he knows exactly what the days in- 
come totals. He knows where he's at — which 
is the ideal condition in any business. If 
every business man knew where he was at 
every day or even every week or month, the 
60% to 75% of the businesses that fail would 
be healthy. 

Cash Levy knows that. And operates upon 
that intelligence. 

Now, then, as to the result of this. 

George Levy is noted in Minneapolis for 
the service with which he backs up the Self- 
Starting HUDSON "33." The service is the- 
answer to the smooth-running, always-in-ser- 
vice HUDSON S that you see on Minneapolis 
streets. 

Cash Levy's cash policy enables him to give 
better service than any other Minneapolis 
automobile dealer. 

That sort of service is impossible with the 
capital on the books and not in the business. 

Cash Levy's capital is at his finger tips — 
not on the books. 

What Prospective Bayers Consider 

HENCE when a man contemplates the pur- 
chase of a HUDSON in Cash Levy's ter- 
ritory he knows in advance that the best type 
of service in America is his. 

That is the reputation this cash policy has 
established. 
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man — the Irresistible Force — the business 
man of sound policies — can teach everyone of 
us something. And his principles are that 
flexible that he will learn something from you 
and me — from every member of the Big Fam- 
ily. For he is a student of the sale of auto- 
mobiles. 

George, our hand— the Big Family is 
proud of the fact that it possesses the Father 
of the great principle of Cash Dealing in 
selling automobiles. 



OWNERS' BULLETIN A BIG HELP 

THE HUDSON Owners' Bulletin, mailed 
* bi-monthly from the engineering depart- 
ment to all 1912 owners, is making a great hit 
The first issue went out the first of the month 
and another went out Nov. 15. Following up 
the announcement that all owners could now 
have self-starters on their cars, the Bi-Monthly 
Owners' Bulletin certainly tied the marriage 
knot between all owners and the Big Family. 
The enthusiasm in the letters the factory re- 
ceived was great. You never saw such a happy 
lot of correspondence. It was just the thing 
wanted. 

If you have not already sent in your com- 
plete list of owners, please get them in at once. 
This Bulletin minimizes the dealer's work and 
makes the owner the master of his own car. 
Don't deprive your owners of this valuable 
service. Get their names in at once, because 
we have copies waiting for all owners. You'll 
make a lot of closer friends by doing it — it will 
develop prospects for you, because the letter 
that goes out with the first number asks for 
names of prospects. The factory has turned a 
lot of names over to dealers as a result. 

Send the full list in to-day. 
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The Selling Points That Won My Order 

Written by Owners of the New Self-Starting Hudson "33" 

To Distributors, Dealers and Salesmen This Is Valuable Because Owners Tell You the Selling Points That Won Their 
Orders. Fortified by This Knowledge Sales Must Come Easier. It is Like Looking Into the Composite Brain of an Army of 
Owners Who Were Just Sold a HUDSON. The Points That Sold Them, Properly Handled, Will Win the Order of the Next 
Prospect Who Walks Into Your Salesroom. 



BY M. H. MERRILL 
AUis-Chalmers Company, Boston, Mass. 

TWO years ago I had a Chalmers car which 
I understand was designed under the su- 
pervision of Mr. Coffin. This car gave very 
good satisfaction and being a thorough be- 
liever of the fact that any professional man 
gains efficiency and ability by experience, I 
was naturally anxious to see his next effort 
in this line which on inspection I found to be, 
in my mind, absolutely the best proposition 
anywhere near its price in the market. 

The motor in the "33" is, I believe, without 
exception, the cleanest-cut and best designed 
of American engines and possibly such for- 
eign engines as I have seen, with one excep- 
tion and that is the Renault. 

This high grade and well thought out de- 
sign seems to be incorporated in the remain- 
der of the car and this fact, together with 
the very courteous and gentlemanly treatment 
of your Boston agents, was what influenced 
me to purchase a Hudson Car. 

Regarding the bulletins which you are send- 
ing out with request as to whether or not 
users believe them desirable, would say that 
I consider this a very important and instruc- 
tive feature and one that will be heralded with 
great satisfaction by all of your customers. 

I wish to compliment you on the selection 
of your Boston representatives, as I have 
found Messrs. Henley and Kimball very pains- 
taking, careful and accommodating in all 
matters. 

BY J. C. CRAWFORD 
Northwestern Mutual Life Insurance Com- 
pany, Milwaukee, Wis. 

WHEN I first concluded to buy a Hudson 
I did not know of anyone who had one. 
The fact that Howard E. Coffin was its de- 
signer had its influence. 

Simplicity was another reason. What, how- 
ever, most appealed to my mechanical eye and 
sense was the compactness of its motor, its 
smooth business-like way of working, and that 
its working parts are protected from dust and 
dirt 

That the motor dispenses with the belt- 
driven fan was also to my mind a point in its 
favor. Then, too, the staunchness of its driv- 
ing apparatus and the smoothness of the speed, 
driving and differential gears appealed to me. 
The foregoing I considered the essentials. In 
addition, however, the pleasing, classy lines 
of the body; the roominess both front and 



rear; the ease and smoothness of the steering 
gear and reliability of the brakes. I con- 
sidered also the accessibility of the several 
points requiring lubrication, aside from the 
splash system of the crank-case, meritorious. 
I may add that I have had no trouble what- 
ever with the car; have had no repair bills, 
not even tire trouble. The behavior of the 
car under load and on hills is all that could 
be desired. It responds to the work asked 
of it and in doing so purrs like a contented 
kitten. 

BY CHARLES W. COLLINS 

Fail River Bobbin & Shuttle Co., 

Fall River, Mass. 

IN studying the diagrams in your catalog, 
I became interested at once in the sim- 
plicity and the accessibility of the mechanism 
of the car, as shown by the illustrations of 
the same. 

The knowledge that Howard E. Coffin was 
designer of the car gave assurance that its 
construction would be of the best, also that 
there were nearly 1000 less parts to be looked 
after, presented the strongest of reasons why 
the Hudson "33" should be chosen. 

During a demonstration of a "33" by your 
agent, in this city, the silent and smooth-run- 
ning qualities of the car convinced me that it 
was the car best suited to my purpose, there- 
fore the order was placed with your agent, 
for immediate delivery of a 1912 Hudson "33." 

BY CHARLES A. MORRELL 
Blauvelt & Morrell, Nyack, N. Y. 

I CHOSE the Hudson "33,° for the follow- 
* ing reasons: 

1st Howard E. Coffin was the designer. 

2nd. On account of its simplicity. 

3rd. On account of its appearance. 

4th. From the fact of its being well spoken 
of by Hudson owners. 

Sth. From my own personal knowledge of 
cars and machinery on which I had several 
years of experience in my earlier life, and so 
far I have had no reason to regret my choice. 

BY CARL LINDHOLM 

Independent Die Company (Inc.), St Louis, 

Missouri. 

I LIKE the way the Hudson engine is made 
and covered to protect from dust 
I also liked the general appearance of the 
car, which in my estimation is as classy as 
any of the high-priced cars. 



I thought that the man that designed the 
"Oldsmobile" and the "Chalmers" would cer- 
tainly make good in this attempt. 

I have now run my car nearly 2000 miles 
and so far there has been no adjustment made 
in the least since it came from the garage new. 

The car has proved everything claimed for 
it and more too, and I think anyone wanting 
a medium-priced car can invest in nothing bet- 
ter than a HUDSON "33." 

BY F. D. APPLEGATE 
C. F. Calkins & Co., Ponca City, Okla. 

AM Y chief reason for buying a HUDSON 
*▼* was the very liberal amount of room be- 
tween the front seat and the dash. I became 
crippled when twelve years of age, leaving 
me with right hip stiff straight with my body, 
which will not permit me to sit in an upright 
position or have free use of my limb at hip 
joint 

I found that the HUDSON was the only 
car that I could purchase roomy enough in 
front to allow me to operate the car with ease. 

I found that other manufacturers asked me 
from $150.00 to $200.00 for the room that the 
HUDSON carried regularly. I also found 
that the HUDSON carried an equipment equal 
to other cars on the market at $1800 to $2000 
list, including multiple disc clutch, dual igni- 
tion system, roller bearings, large wheels, easy 
riding and was a pleasure to operate. 

BY DR. HOWARD KEHDE 
St. Louis, Mo. 

A FRIEND of mine had a HUDSON "33" 
and liked it very much. I liked the straight 
lines, the silent engine, its simplicity and 
ability to take any hill. 

Another thing that impressed me very favor- 
ably was that the dealer, Mr. Phillips, brought 
out the strong points of the HUDSON with- 
out knocking any other car. 

BY C. F. SMITH 

Everest, Smith & Campbell, Oklahoma City, 

Oklahoma 

MY attention to the HUDSON car was at- 
tracted first by the fact that Mr. Coffin 
designed it, and knowing of his work in de- 
signing other machines, with the efficiency of 
which I was well acquainted, I became very 
much attracted by its straight, graceful lines, 
its long wheel base, excellent finish and com- 
plete appointment. 

When I was given an opportunity to ride in 
it, I was very much attracted by the ease with 
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which the machine operated, the power it de- 
veloped, the quiet running of the car over 
all kinds of roads and pavements, the large 
steering wheel which rendered it easy to guide 
the car, the convenience of the levers, making 
it but little work to control the car, its high 
comfortable backs and deep cushions, big tires 
which relieved the car and passengers of a 
great deal of jar, and the simplicity of the 
mechanism as compared with other cars, my 
information being that the HUDSON con- 
tains over nine hundred less parts than the 
average car. 

I was also attracted by the fact that a 1911 
model HUDSON was driven from Oklahoma 
City to Colorado Springs, a distance of ap- 
proximately five hundred miles, in less than 
two days, two hundred sixty-five miles being 
actually covered in one day without having 
to add any water to the radiator and no tire 
trouble whatever. 

BY S. LEFEBVRE 

Sales Manager, Lands Limited, Montreal, 

Canada 

MY reason for buying a HUDSON motor 
is simple. 

In my business I require a strong car at a 
reasonable price. 

Secondly, a silent engine, as a car often does 
the same service as an office, inasmuch as that 
silence must prevail in order to carry on a 
business conversation, and these requisites I 
found in the HUDSON car. I may say I 
have had several cars in the last five years, and 
I find the HUDSON dis deratum. 

BY L. E. OLWELL 

Advertising Manager, The National Cash 

Register Co., Dayton, Ohio 

THE fact that Howard E. Coffin, to my way 
of thinking the greatest designer and en- 
gineer in the automobile business, designed the 
HUDSON, had a great deal to do with my 
preferring it t;o any other car. 

BY J. R. STAUNTON 
New York City 

I CAN frankly state that I purchased a "33" 
for town driving on the choice of my chauf-. 
feur, Percy C. Williams, who has been with 
me for some years and has successively driven 



my Lozier, Panhard and Simplex. Finding 
these rather unwieldly to drive in the city, I 
left the selection of a town car to him and his 
choice of the HUDSON "33" has left nothing 
to be regretted by me. 

It is a fact that for nearly two years he per- 
suaded me not to purchase a town car until 
the right one came on the market. . 

BY HENRY M. FITZHUGH 
Westminster, Md. 

FOR the simple reason that the HUDSON 
"33" happened to be the only car at what I 
considered a fair price that was ready for im- 
mediate delivery at the time, I concluded to 
buy it. I would say that I consider the pur- 
chase of it was due to blind luck, as it has 
given perfect satisfaction and since buying it 
I come in touch with a good many other 
HUDSON owners, all of whom speak enthu- 
siastically of the car. Since purchasing it, its 
many advantages have made themselves ap- 
parent. 

BY CHARLES D. CARR 
Carr-Lee Grocery Company, Augusta, Ga. 

THREE reasons were responsible for my 
buying a HUDSON, having been a car 
owner and having driven for five years. 

First — I have found by experience it was 
safe to follow Mr. Coffin — having driven sev- 
eral cars of his design. 

I owned one HUDSON before and my cost 
of upkeep for four thousand miles was abso- 
lutely nothing — not a penny did I spend — and 
I found greater pleasure and satisfaction than 
with other cars I have owned costing nearly 
double the price. 

Third — Its simple dust-proof silent motor 
appealed to me as the greatest achievement in 
motor construction of the day. 

BY MRS. E. R. DOLE 
Manteno, III. 

THE first reason why I bought a HUDSON 
"33" was because of the simplicity of the 
well constructed engine and of the confidence 
I had in the makers. 

Second — Because of the lubrication system 
with the sight-feed on the dash. 

Third — Because of the easy-riding and 
noiseless running of the car. 



THAT'S THE GENERAL OPINION, 
BILLY 

William J. Maurer, of Maurer & Hartman, 
the HUDSON dealers at Freeport, 111., have 
thrown away the crank on their demonstrator 
and are delighted with the constant, never- 
failing action of the starting device. But let 
Bill Maurer tell it: 

"We have attached two starters sent us and 
had no trouble whatever in attaching them. 
We have removed the starting crank from 
our demonstrator and the engine has not re* 
fused to start although the weather has been 
cold and almost down to zero. 

"We think the HUDSON has the most 
perfect starter of any used and cannot see in 
what way it could be improved. — William J. 
Maurer. 



A- L. WILL MAKE GOOD-NO ONE'S 
WORRYING ON THAT POINT 

AL. MAXWELL, the Lawrenceville, 111., 
• HUDSON dealer who also owns the re- 
tiring corn— recently chronicled in the TRI- 
ANGLE— is hitting only the high spots keep- 
ing up with the promises the TRIANGLE 
made for him. The Big Family's money is 
on A. L. Here is an extract from his letter: 
"The writer now wants to personally 
thank you for your exceedingly kind words 
published in the Triangle. If we could only 
make good on all the nice things you have 
said, Hudson business will certainly be lively 
in this part of the country, and we don't 
mind saying that we still expect to do our 
best to make it so. — A. L. Maxwell." 






outselling 
competition 
and the business is piling up for the Lambert 
Auto Company at a rapid clip. He has the 
reputation of having the greatest service de- 
partment in his section of Maryland. 

(^EORGE B. LEVY, otherwise known as 
^"Cash Levy," the HUDSON distributor 
at Minneapolis, was another visitor at the fac- 
tory. He took 7 sales away from one com- 
petitor in Minneapolis the week before he 
visited the factory. In Minneapolis they like 
cash policies. George sides with Rockefeller, 
Morgan and the plutocrats when he talks 
money matters. 

MANAGER BENSON, the Syracuse dis- 
1VI tributor for the HUDSON, was another 
factory visitor. Mr. Benson is to be a con- 
tributor to the TRIANGLE. He is preparing 
an article that tells how he sold "The Cun- 
ning Buyer." 



SEND FOR ANY TRIANGLE 
CUTS YOU CAN USE 

FP. BAWDEN of the Pacific Motor Car 
• Company, the HUDSON distributors at 
Spokane, tipped the factory off that the ma- 
terial that applies to buyers of cars in the 
TRIANGLE is yours, gratis. If it is a good 
letter from an owner — or a letter from a great 
automobile manufacturer like that from Presi- 
dent Joy of the Packard in the last number of 
the TRIANGLE— or a cut, or anything, ask 
us for it. Merely requesting it makes it yours, 
gratis. The TRIANGLE doesn't know what 
Mr. Bawden is going to do with the Burman 
cut ; probably going to use it in a news article 
in Spokane newspapers or for an ad. Here is 
his letter : 

"Please send me at once for advertising 
purposes a half-tone cut of Mr. Bob Burman 
as illustrated in the HUDSON TRIANGLE 
No. 4, dated Nov. 4. — Pacific Motor Car Com- 
pany, per F. P. Bawden." 



Still Another Group of Members of the Big Family 

Top Row— H. Russell Wilson, Montreal. Canada ; J. M. Morse, Colorado Springs, Colo.; Jos. Albel, Winona, Minn.; A. A. DeLong, Monfort, Wis.; 

A. W. Moody. Elgin, 111.; Jimmie W. Men hall. Beloit, Wis.; E. E. Huffhiner, Dallas, Texas. 

Bottom Row— C. Mitchell. Victoria, B. C; C. M. Grady. Denver, Colo.; Alex. Beveridge, Salt Lake City, Utah ; Guy L. Smith, Omaha, Nebr.; A. F. Grove, York, Pa. 
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The Conservative Buyer 
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By SAMUEL S. TOBACK 
General Manager, Tha A. Elliott Rannay Companr 



Naw York 



KAMI EL *. TOBACK 



Y first impression was correct. He was 
1 the conservative type of buyer. I had 
L watched him from the rear of our 
salesroom as he carefully surveyed a 
green torpedo through the window, then as he 
slowly walked to the door and entered. 

Looking about I no- 
ticed that our salesmen 
were all engaged at the 
time. 

Selling always had a 
wonderful fascination 
for me and having 
reached a temporary lull 
in my day's routine, I 
felt that this was an op- 
portunity to add another 
recruit to the army of 
Hudson Owners. 

Good nature is con- 
tagious and a smile, one 
of the salesman's most 
valuable assets ; there- 
fore with a pleasant 
greeting and my usual 
smile I advanced toward our visitor. 

We at first stood beside the torpedo — the 
same one he had seen through the window. 
The first thing he said was I do not fancy 
your color scheme." 

I explained that this was optional and that 
we could furnish him with the Standard blue- 
black. 

This seemed to please him. 

Talks Howard E. Coffin 

WTE had a chassis on the floor and I went 
w over this with him point by point, em- 
phasizing the strength of every part and ex- 
plaining how simplicity meant lower cost of 
upkeep, at the same time trying to keep this 
one idea in his mind: 

THAT THE CONSTRUCTION IDEAS 
FOUND IN THE HUDSON "33" SPELLED 
PROGRESS AND ADVANCEMENT, as 
Mr. Coffin is the leading automobile engineer 
of the country. 

I directed his attention to the motor, point- 
ing to the enclosed valves and the position 
of the magneto and water pump, the absence 
of the fan doing away with any amount of 
unnecessary trouble. 

Explain* the Self-Starter 

I NEXT had him try the seat behind the 

* steering wheel and sitting alongside of him 
turned the little crank, touched the button 
and started the motor for him. 

He evidently saw what he thought was an 
objectionable feature for he remarked that 
starting with acetylene gas struck him as not 
being a very good practice. 

I supposed that someone had been talking 
with him and proceeded to explain in the 
following manner: 

"Years ago," I said f "a good many people 
were afraid of gasoline. Now the use of 
acetylene for lighting purposes is universal, 
no one considers the practice dangerous. 

"The use of acetylene as a power fuel in 
starting a motor is, if anything, less danger- 
ous, for if too much acetylene were admitted 
to the cylinders it would act in precisely the 
same manner as too rich a mixture from the 
carburetor, because with too much acetylene 
the proportion of air would be reduced to such 
an extent that ignition would not be possible." 

This seemed to satisfy him. 

Shows Him Service Department 

I SUGGESTED that he take a demonstration, 

* to which he assented. As he was seated in 
the car I inquired of him as to whether he 
wanted a demonstration of speed or would he 
rather drive slowly, and suggested that he tell 
our demonstrator as he went along as to the 



rate of speed that he desired, varying the rate 
from the level to hilly roads to suit himself. 

He soon came back wearing a pleasant smile 
and I was convinced that the demonstration 
was satisfactory. 

I suggested to him that he go over our 
plant with me. 

I took him through the stock room, showed 
him how we were able to take care of our 
customers or any Hudson owners who might 
be touring through our territory, acquainted 
him with the working of our Service Depart- 
ment, as to the manner and methods. 

— And He Bought the Hudson 

HE seemed so well pleased that he said: 
"I had made up my mind to buy an- 
other car, as I have for a personal friend the 
President of a Company which sells a car in 
the same class as the Hudson, but I am so con- 
vinced that your methods are right, that your 
treatment toward me will be the best, that I 
would rather have the kind of attention you 
have been giving me regardless of expense, 
than to take a chance of being allowed to 
shift for myself in case of trouble. 

"I have heard considerable about your Serv- 
ice Department and am now convinced to my 
entire satisfaction of the truthfulness of the 
statements that I have heard, and I am sat- 
isfied that I can buy a Hudson car and re- 



ceive the best attention possible at your hands." 
He has since proven one of our many good 
salesmen and takes great pleasure in assisting 
us in the sale of Hudson cars. 



YOU ARE A REPORTER FOR THE 

TRIANGLE.— WHERE IS 

YOUR STORY? 

THE TRIANGLE doesn't mean to be 
* brutal, but if some of us were reporters 
for any other paper than the TRIANGLE, 
we'd get fired before the noon edition went 
to press. 

That is to say, those of the Big Family 
who haven't yet written a story of their ideas 
— gleaned from their experiences in their own 
territory — would get fired on the grounds of 
absence of ideas. 

You are a contributor to the TRIANGLE. 
A part of the job is to give the TRIANGLE 
a story a month — at least. Give us your 
ideas—the things you'd talk about at a meet- 
ing of all the HUDSON distributors and 
dealers in the United States. The ideas that 
develop from sales you make, and from sales 
you've lost. Nowadays any contributor or re- 
porter who writes flossy language doesn't last 
twenty minutes. We don't want flossy words. 
Tell it the way you talk it. Ifs the thought, 
the idea — not the calibre of words. 

Write this on your memo pad: "Write a 
story about for the TRI- 
ANGLE tonight" Do it, will you? We'll 
look for your story this week. 



Great New Selling Book—Just Out; 

Also Strong Book On Salesmanship 



THE advertising 
* department at the 
factory this week 
took from the press- 
es many thousands 
of copies of a great 
new book that will 
help you sell cars. It 
is entitled "The New 
Self-Starting HUD- 
SON "33." 

This book, a mas- 
terpiece in attention- 
value, is intensely in- 
teresting to owners, 
for it tells of the 
latest automobile de- 
velopment, the self-starter. It explains them 
all and tells why Howard E. Coffin would 
O. K. only the simple, successful device with 
which the New Self-Starting HUDSON "33" 
is equipped. It also tells of other advanced 
features of the car — and it will help you sell 
cars! 

. The shipping department has your allotment 
of these new books wrapped up waiting your 
order for them. As quickly as your order 
blank — below — is received the books will go 
forward to you, without charge. 



Automobile 
Salesmanship 
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A GREAT BOOK 
" AtfMMbife Salcsmisfcif " 

EVERY distributor 
and every dealer, 
every salesman, who 
has not read the book 
"Automobile Sales- 
manship," written by 
Advertising Manager 
C. C. Winningham, 
has probably lost a 
number of sales in 
consequence. It tells 
the successful selling 
plans, the ideas, the 
methods that have 
sold the greatest x ~ '-— * 

number of cars for HUDSON salesmen. 
It tells every minute point about selling 
automobiles, clear up to closing a sale. 
This book — parts of which were reprinted in 
JUDICIOUS ADVERTISING, the business 
and advertising magazine — will help any man 
sell more goods — make more money. 

So let's not lose any more sales; nail the 
sales we've lost by not reading this great sell- 
ing book—declared the greatest of its kind 
ever written. One copy, addressed in your 
name, is awaiting the receipt of your order. 
The blank is below. Be sure you get your copy. 



Please use this coupon when ordering — Mail it right away to avoid delay. 
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Send me without cost the books marked jX below. I will gladly use 
advantage. 

Place x in D " The New Self-Starting HUDSON '33'." 
Proper Square Q "Automobile Salesmanship," by C. C. Winningham. 
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Dealers Who Seized the 

ain Chance 



A FEW years ago the treasurer of the At- 
lantic States Division of the U. S. Ex- 
press Company inhaled a motoring 
germ and by way of applying homeo- 
pathic doctrines to aforesaid germ (the homeo- 
pathic doctrine being that "like cures like," 
and, also, "like kills like" if a killing is essen- 
tial to the cure) he bought a skittish steam 
car at a tax of $450. 

It was taxation without representation. 

The steam car belched flame like a Chinese 
dragon, kicked, snorted and bucked like the 
Wild Mare of the Sierras, and roared like the 
composite African lion. 

It was a good homeopathic remedy. The 
germ died. 

One day the entrails of the beast went 
wrong. When the treasurer — a lucky coinci- 
dence to be a treasurer at this point — "opened 
her up" as the railroad engineers say, she 
would r*ar up and kick off a hind wheel. 

In trying to disconnect the hind wheels from 
the nerve centers of the varmint the treasurer 
sliced off two copper intestines. 

The skittish steam car followed the germ to 
the grave. 

Willi* Was Hi* Problem 

THE treasurer lost a lot of respect for motor 
car manufacturers in general. His barom- 
eter of respect fell so low that he decided he, 
a treasurer, a layman, would build an auto- 
mobile himself! 

He calculated the car he'd build could knock 
a chip off the shoulder of any steam car in 
Christendom. 

When the day's treasuring was done, he'd 
go out in the barn and work away for hours. 
He'd work on Sunday when he should have 
been at church. For he was fighting out a 
great battle. 

For weeks he toiled. 

The biggest manufacturing problem, how- 
ever, was little Willie— age 1 year— who dipped 
a toothbrush into the green paint can and went 
through the motions of cleaning his teeth — 
with green paint. 

Finally the car was built. It ran in great 
shape. No question about it. 

It wasn't any time before some one offered 
a respectable figure for the car. The treasu- 
rer, naturally, snapped it up. 

That gave him the idea that, if cars sold as 
easy as that, he'd get into the business in 
earnest. 

Quits Treasuring for Agency 

SO at the next New York Automobile Show, 
we find ^-Treasurer L. E. Lambert, of the 
U. S. Express Company, with former offices 
at Baltimore, looking around for excitement 
and possible business opportunities. 



HE SOLD THIRTY CARS HIS FIRST DAY 



He heard a stranger say that. whoever hap- 
pened to get the Baltimore agency for a cer- 
tain car, would get an order for 30 cars from 
him. Being from Baltimore it excited him. 
He determined to win that 30-car order. 

He hunted around until he found the man 
who had the power to assign the agency. Then 
he took the Baltimore territory contract away 
with him, hunted up the stranger, took his 
order for 30 cars and put a red ring around 
the date on the office calendar. It was a great 
start. 

L. E. Lambert seized the main chance two 
years ago. With both hands. 

The Lambert Auto Company, Baltimore, is 
just occupying its new $50,000 showroom — giv- 
ing the New Self-Starting HUDSON 'V 
the finest staging of any car, bar none, in Bal- 
timore. 

He Does an Immense Business 

«f AMBERT, BALTIMORE," (as he signs 
^himself) does a tremendous business. 
He has actually got the service proposition 
down to such a fine point that some of his 
owners would be afraid to buy another car. 
Several such cases have happened in Balti- 
more. 
An instance of Lambert Service: 
A man's whole family had endeavored to 
persuade him to buy another HUDSON. The 
man himself believed he'd buy a C — 



"You leave the matter in my hands," Mr. 
Lambert ordered. "He'll buy a HUDSON. 
He's afraid not to. He knows he can't get the 
service." 

About a week later the prospective owner 
walked into the salesroom and left his order. 

Service sold that car. 

That's the way Lambert does business. 

He is a thorough business man, keen, level- 
headed, knows his business and grants that 
every other man knows his, meets competi- 
tion squarely, and above all he gets the orders. 

And that s the answer to the question of 
ability. 

One Idea of Service 

LE. LAMBERT never forgets an owner's 
• needs. The other day he learned a new 
point about his pump. 

That afternoon he wrote a special bulletin 
to every owner. The next morning every 
owner of a HUDSON in Baltimore and every 
dealer and salesman in his distributing terri- 
tory were familiar with the fact 

These and myriad other courtesies that are 
captioned "service" are Mr. Lambert's hob- 
bies. They are part of his selling equipment 

He signs his ads "Lambert," and people in 
his section of the country know that Lambert 
is the synonvm for service. 

The fact that he is far outstripping competi- 
tion—that the HUDSON is doing the big busi- 
ness in Baltimore — that whenever a Baltimore 
man is exacting about service, he buys of Lam- 
bert — these are the things that make the 
HUDSON'S Baltimore home stick out from 
its surroundings. 

It is holding to sound business principles 
that have made the Baltimore section of die 
Big Family stifle its competition. And L. E. 
Lambert is the man responsible. 

L. E., you are the Big Family's main chance 
— may your sales grow bigger every week. We 
know they will. 

"BIG HUDSON BUNCH"— LOUIS 
GEYLER 

LOUIS GEYLER, president of the Louis 
Geyler Company, distributors for the 
HUDSON in Chicago, likes the idea of the 
TRIANGLE because it cements us all to- 
gether as the Big HUDSON Bunch. Read 
this extract from his letter, telling his im- 
pressions : 

"I think the idea of running the TRI- 
ANGLE, as you do, is a mighty good one. I 
know that the salesmen here and in fact, 
everyone connected with the place looks 
forward to its coming each week, as there 
are a mighty lot of things connected with a 
publication of this kind that helps cement 
the good feeling, not alone between the agent, 
but with the employes of the agent. It 
makes us all a Big HUDSON Bunch and 
that is what we want after all. — Louis Gey- 
ler, President." 



BY J. N. HEATON 
Hoopeston, 111. 

IT wasn't for one reason alone that I bought 
a HUDSON "33." First, its designer had 
much to do with it, then its past record had 
much to do with it, although it has not been in 
existence as long as many other machines. It 
is simple, with fewer parts to get out of order, 
and wear out* and with a great power plant. 
Well designed, quiet and powerful. The whole 
car meets the admiration of everyone. 

Last and best of all is the promptness and 
generosity of the company in making repairs 
and improvements even on cars already sold. 



Then one more thing, I have owned cars of 
different makes and have had to have chauf- 
feurs for them all but can drive this one my- 
self on account of its simplicity and easy 
handling. 

BY CHARLES H. SPARKS 
Warren, R. I. 

I HAVE alwavs heard the Hudson car spoken 
* of very highly. 

Have always been pleased with lines and 
style of the car and the fact of its being con- 
structed with fewer parts was also a great 
inducement to purchase. Also the silent-run- 
ning motor of which everybody speaks. 



The reputation the company bears for taking 
care of the customer was a great factor. 

I am in a position to meet people from dif- 
ferent parts of the country, and to a man they 
all spoke very highly, which assures a man 
that he has made no mistake in his purchase. 

Last of all, the fact that Mr. Coffin, of whom 
I have read about and admire as a designer 
and whom I believe puts nothing on the mar- 
ket until it has proven worthy, designed this 
car, was the one great inducement which 
brought me to the point of purchasing the 
Hudson car. 
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How to Avoid Cutting Prices 

Sure Way of Showing Buyer that HUDSON Cars are the Same Price to All. Answers 
Nearly Every Demand for a Discount. 



TO SECURE an order from the buyer 
who asks a discount it is necessary 
that you convince him that HUDSONS 
sell at the same price everywhere and 
that there is no exception to the rule that the 
published price must be paid. 

But the mere statement to that effect is 
generally looked upon with misgiving and 
your difficulty is in convincing the buyer 
that you mean what you say. 

Everyone objects to paying more for an 
article than others pay. So long as it seems 
to be the custom to quote one price and accept 
another, just that long will the automobile 
buying public "dicker" and "shop" for low 
prices. 

But establish the fact that upon the HUD- 
SON there is no exception — that every buyer 
looks alike and by that act alone you have 
gained a friend and customer. 

How One-Price-to-All Was Born 

THIS has been the experience in all lines 
of merchandise. It has not been long 
since buyers haggled and bartered for every- 
thing. The "one price" idea was unknown 
up to about 30 years ago when John Wana- 
maker inaugurated the policy in Philadelphia. 
There is not an important mercantile house 
in America that does not now enforce that 
rule. Automobile makers and dealers have 
got to take up the plan. Of course it is up- 
hill work to convince the public that you and 
the HUDSON are exceptions to the general 
rule. 

This article shows how it can be accom- 
plished; but before the details of the plan 
are outlined let us consider the buyer's point 
of view. 

When any buyer obtains any article at less 
than the price first asked for it, he first con- 
gratulates himself upon this evidence of his 
shrewd buying ability. Then doubt takes 
possession of him and he begins to think that 
instead of having been a clever buyer he has 
been duped for he feels that if he could secure 
a discount, an abler buyer must have bought 
to better advantage. 

He distrusts the seller for he thinks if a 
concession has been granted him, then hasn't 
a greater discount been given to other buyers ? 

Naturally enough, such is usually the case. 

Becomes An Expensive Nuisance 

CROM that moment on, such a customer be- 
* comes an expensive nuisance. He is always 
demanding more. He thus sets himself to 
obtaining in every imaginable way, service, 



parts, etc., to make up with a generous ad- 
ditional, for the disadvantage he thinks he 
has been put to by reason of some one else 
having bought lower than he. 

In the negotiation of the sale, when two or 
more cars are offered at a discount, the buyer 
loses sight of values and of even the price 
he is to pay. He then sees only the figure 
which represents his apparent saving. 

Thus a $1500 value quoted at $2000 and 
offered at $1500 is not considered in compari- 
son with a car worth actually, say $1250, listed 
at $1500 and offered at its lowest figure of 
$1250. 

The reason is that the buyer sees in one a 
saving of $500 and in the other a saving only 
of $250 and being just an average human 
being he will most likely convince himself by 
paying $250 more, the difference between 
$1250 and $1500 he saves $250. 

Show That View Point i s Fallacy 

VOU successfully overcome that argument 
1 by showing the fallacy of such a view 
point. The thought may never have occurred 
to the buyer but if you will point it out to 
"the next man who asks for a discount, just 
about as it is here given, you will find it 
makes him see that he should buy no car 
because the price is cut. 

Of course you will have shown him the 
value and that service is impossible where 
profits are sacrificed, and you will have led 
him to understand that "discount" cars can 
never be resold without a sacrifice for there 
having been no fixed price on them when new 
they can have no fixed price when second- 
hand. No matter how satisfactory, in a serv- 
ice sense, the car may have been, its value is 
questioned because valuations are judged 
almost wholly upon the basis of price. 

The Special Order Blank 

WE ARE furnishing all HUDSON dealers 
w with a special order blank, which enu- 
merates all items in the buyer's purchase. 
These blanks are made in triplicate. The 
buyer signs the order and two copies of order 
and signature are made. The original copy 
is retained by the dealer; one copy is given 
to the buyer and the third copy is sent to the 
factory. 

The sales clinching argument is made by 
your explaining that the factory requires that 
all HUDSONS be sold at list price; that you 
and all other dealers have signed a contract 
to that effect and that violation means the 
forfeiture of the contract. 



The order blank shows how this is operated 
and how you can convince the buyer that any 
deviation in price becomes known to the fac- 
tory. 

Then when you show the importance to 
your business of retaining the HUDSON 
line in which you have your capital and 
future invested, you sum up your solicita- 
tion by saying "you can't ask me to run the 
risk of such loss just for the opportunity of 
selling you a car at a cut price." 

If you have properly impressed the buyer 
that HUDSON cars are the exception to the 
rule and that you mean precisely what you 
say, the cut price argument, so far as you and 
the HUDSON are concerned, has ceased to 
stand between you and the order. 

// you want to follow that plan, send for 
copies of orders and further details. 



A RED-BLOODED LETTER FROM 
A HOT-BED OF HUDSONS 

p\ID your ears tingle on Wednesday, the 
*-^ 22nd? Or did your nose itch? 

G. W. Blake was talking about us — or 
rather dictating a letter to the Big Family 
as to his impressions of you and I and the 
rest. Here are G. W.'s good words: 

"Upon the return of my man Grover 
Youn$, and the arrival of Mr. Morse, it 
was indeed most gratifying to hear the 
expressions in confirmation of my expres- 
sions of the bountiful care and attention 
shown to the Hudson family. 

I wish to thank you in my simple way 
for the unlimited service you extend to 
Hudson dealers at every turn of the road. 
Words cannot express my gratitude to you, 
or my appreciation of the way you handle 
your business, and it is with absolute sin- 
cerity that I say that in my twelve years 
experience with Automobiles, and their 
Manufacturers, you are the 'whitest' out- 
fit I ever knew, and I cannot restrict that re- 
mark to everybody I ever did business with, 
and do not forget for a minute that even 
if Blake is 'a little fry' out in the wild and 
wooly West, he is just as sincere and pro- 
found in his devotion to the Hudson and 
its organization and policies as any dealer 
that they have. 

"Again thanking you for the courtesies 
extended to my men while at your factory, 
I remain, as ever, Your Loyal Agent, 
G. W. Blake." 



THE "33" IS OPENING THE EYES 
OF FOREIGN CAR BUYERS 

WITH the constantly increasing popu- 
larity of the New Self-Starting 
HUDSON "33" a new note in auto- 
mobile selling is being struck. 

Wealthy Americans are wondering why 
they pay from $5,000 to $15,000 for foreign- 
made cars, when right here in their own 
country, is the car that outstrips foreign- 
made cars in SERVICE— the thing the man 
of wealth lays down his money for. 

That stage of wonderment is to-day evolv- 
ing itself into sales to scores upon scores of 



The Most Important Thing : Get The Order ! 
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men who up to this year bought only imported 
cars. 

Now there's a tip in that — a selling tip. The 
landslide of buyers of imported cars to the 
New Self-Starting HUDSON "33" that is 
taking place in some cities, is logical in your 
city, too. Why not get after some of these 
foreign-car owners? 

Get after them quick and strong — keep 
after them and you 11 get their orders the 
moment you awaken them to a truth that is 
dawning over the country. Here is one let- 
ter on this subject from E. Virgil Neal, 
president of the To-Kalon Manufacturing 
Company, New York: 

"My HUDSON automobile is the first 
American car that I have bought for a num- 
ber of years. I own a 80 H. P. six-cylinder 
DeDietrich, which I leave in Paris. I also 
have a Renault there. I have also owned a 
Mercedes and a Delauney-Belleville and sev- 
eral other automobiles. You make one of 
the most beautiful cars that I have ever seen. 
It has excited a great deal of favorable com- 
ment. It runs very silently and seems to be 
perfectly fitted to city use. 

"My brother-in-law, who is president of 
the Railway Steel Spring Company, has 
always bought Packard cars, and he was 
reatly impressed with the HUDSON. — E. 
/irgil Neal, President To-Kalon Manufac- 
turing Company, New York." 



ft 



BRITISH LORD IN ECSTACIES 
HIS HUDSON 

UIS MAJESTY, King George V of Great 
Britain, owns a Daimler. So does Lord 
Harrington, M. F. H., Elvaston Castle, Derby. 
His lordship also owns a HUDSON and 
he is getting more genuine motoring enjoy- 
ment out of his HUDSON than his higher- 
priced car furnishes him. 

Which suggests the idea that His Majesty 
ought to own a HUDSON, too, in order to 
know this master car. We present Lord Har- 
rington's letter: 

LORD HARRINGTON, . 
Elvaston Castle, Derby, Sth Nov. 1911. 
''My Dear Mr. Rawlinson. 

"I have had your car out every day since 
the 19th of October, Sundays excepted, and I 
cannot pick a single hole in it, on the con- 
trary, I think it the best car I have ever had. 
"As a hunting car, it has many advantages 
being so light the tires do not get punctured 
and it burns less than half the petrol that I 
use for my Daimler car. It is the best hill 
climber I have ever seen and the easiest car 
to drive. 

"I have kept a careful record of its work- 
ing, I have now driven 862 miles and have 
never had to stop for any breakdown or 
puncture; this car nas used for this 862 miles, 
38 gallons of petrol, and 3 quarts of lubri- 
cating oil. 

"I have found the cape hood roost useful 
during this wet weather. — Harrington." 

The Rawlinson Hudson Company having 
wired to ask permission to make use of above, 
received the following reply: 

"Use my letter in any way you like but I 
think I could write you a better one if you 
want it for a testimonial. — Harrington." 



The death of Leroy Holland, salesman for 
Leroy Leighton, the HUDSON dealer at Wor- 
cester, Mass., occurred November 15. Mr. 
Rolland met death either in an automobile col- 
lision or by being struck by a street car. His 
body was found upon the street car tracks, 
shortly after the time o f the collision. Whether 
the collision or the car caused his death is 
unknown. The Big Family extends its heart- 
felt sympathy to relatives, friends and close 
business associates of Mr. Rolland. He was 
known as an energetic, thorough worker and 
a strong HUDSON enthusiast. 



Strategy That Stifled Competitors' Canards 

By A. H. JENNINGS 
The Northwestern Garage & Storage Co., Kansas City, Kansas. 



After the TRIANGLE printed the an- 
nouncement of the splendid book conceived 
by Mr. Jennings, many inquiries were received 
for copies. About 200 copies were sent out 
to dealers and distributors. The book sold 
cars. The interesting story of the purpose of 
the book and its results is here told by Mr. 
Jennings, himself. 

HOW the idea of our Hudson-Souvenir 
book originated was so that we 
might have something to hand out 
to prospective purchasers of Hudson 
cars that was one of the strongest argu- 
ments we could produce, viz., referring 
them to Hudson owners in this city, as all 
of them have found their cars to be abso- 
lutely satisfactory, and in fact have cost 
them much less to maintain than they really 
expected. 

It is unnecessary to say that competition in 
the automobile line is very severe, and pos- 
sibly each local agent thinks that the com- 
petition he has in his particular territory is 
the most severe. 

Altho it is very strong in this city, we have 
succeeded in preventing our several competi- 
tors in disposing of practically any cars that 
are any way near in competition with the 
Hudson in price. 

For instance, the A , the O , and 

R agents have not been able to dispose 

of even their demonstrators, while the 1 

C have been successful in selling two 

cars, one their 1911 demonstrator and the > 
other a runabout. 

The F have sold a few cars, but not ! 

to any great extent, and really, we could not ) 
hope to effect sales to people who have not 
sufficient funds to buy anything more than the j 
low-priced cars. 

Competition Resorts to Bad Practice 1 

OUR competitors, realizing that we were 
securing all the business, have resorted 1 
to everything possible to use as arguments | 
and at last started the news to circulating that 
a number of our Hudson owners were very 



desirous of disposing of their cars at a sacri- 
fice in order to secure such makes as our com- 
petitors were offering for sale. 

In order to rebut this argument, we con- 
ceived the idea of publishing this book, giv- 
ing the personal letters of each Hudson owner 
and at the same time portraying fac simile 
letters which would give their telephone, 
address and business location, so that if any ; 
prospective buyer so desired, they could call 
on these people personally or 'phone them that 
they might verify the statements made in the 
letters portrayed in this publication. 

While practically all Hudson owners are 
very generally known locally — as most of 
them are business and professional men — wc 
thought the idea of portraying their likeness 
in this publication would have a tendency to 
familiarize any persons to whom they were 
not acquainted, and should they be likely to 
meet them on the street, they could ask them 
personally as to the satisfaction attained from 
their machines. 

A Wonderful Selling Book 

VftfE HAVE found this a wonderful bene- 
** fit to us and it has absolutely stopped 
any canards from our competitors as to the 
dissatisfaction of Hudson owners. The only 
arguments they have been able to produce was 
that the Hudson cars would not stand up and 
we have proven to them that their assertions 
are false, as we have not allowed a single 
Hudson owner in Kansas City to spend one 
cent for repairs upon his machine outside of 
tire trouble. 

In issuing this publication, we secured a 
sufficient number to allow us to place in the 
hands of all those who we felt would be likely 
prospects for motor cars, and it is inciting a 
great, deal of inquiry. 

We have been able to trace back to this 
publication several sales and a long list of 
lively prospects. 

We have also mailed to the leading garages 
in Kansas and Missouri a copy of this pub- 
lication. 



THE CRANKLESS CAR 



THE New Self-Starting HUDSON "3? 
* demonstrating car of H. B. Gray, the 
Fort Plains, N. Y., distributor, is crankless. 
Mr. Gray demonstrates without a crank en- 
tirely and claims that the factory's estimate 
of 98 starts out of each possible 100 is 2% 
shy of correctness. "Every HUDSON will 



show 100% of starts," declares Mr. Gray, "if 
factory instructions are carried out to the let- 
ter." Mr. Gray is always careful to open his 
throttle when stopping his motor, thus he 
never stops on dead center, and hence gets 
100% starts. Judging from the way Fort 
Plain is buying HUDSONS, his enthusiasm is 
contagious. 



HOME OF THE HUDSON IN LOS ANGELES 
Salesrooms of The Hudson Sales Company 
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How to Develop a Mailing List 

Single plan by which a stenographer and inexpensive office equipment drams up prospects 
that can be reached in no other manner. 



A MAILING list is a list of names of sup- 
"^ posed prospective buyers to whom at 
regular and persistent intervals, literature is 
sent through the mails describing the car and 
asking the person addressed to call to see the 
car. 

By such a means a constant "drumming 1 ' 
can be waged upon a large number of pros- 
pective buyers and thus eliminate much of 
the useless hard personal solicitation. When 
a reply is received that indicates a serious 
interest the salesman then can call on the 
prospect. 

The value of this kind of work is shown 
by the fact that all the business of Sears- 
Roebuck & Co., said to exceed $75,000,000 a 
year, is created, solely through that kind of 
salesmanship. Hundreds of firms in all parts 
of the land depend upon the mails entirely 
for carrying their messages and trade solici- 
ting arguments to their customers and pros- 
pective customers. 

The Method of Stirring Up Trade 

PRACTICALLY every automobile manu- 
facturer distributes thousands of pieces 
of literature to prospective buyers every day. 

The most successful retail firms, almost 
without exception, use this method of stir- 
ring up trade. 

A list of names can be secured by keeping 
the addresses of those who come to the store 
to see the car, but who for some reason or 
other do not buy. Friends and customers 
are constantly giving you the names and 
addresses of people whom they think might 
be interested in a car. 

Doctors all want automobiles. They are 
buying in larger quantities than are men of 
any other profession. They realize that the 
man who has an automobile can do more 
work, see more patients and that from the 
fact that the ownership of a car gives a 
doctor a prestige which increases his prac- 
tice, it is essential that he own an automobile. 
Therefore, the names of prospering doctors 
should be on your list of prospective buyers 
to whom you should send literature describ- 
ing the HUDSON. 

You can get the names of physicians from 
the secretary of the local medical society or 
from the county health officer. He can prob- 
ably tell you what doctors are so financially 
situated that they can buy a car. 

From the Tax List 

LAND owners pay taxes and from the 
county treasurer you can get the names 
and addresses of those who pay taxes on 
property of sufficient value as to indicate 
their ability to buy a car. This applies to 
owners of both city and farm property. 

High salaried men who manage big busi- 
nesses, big salesmen, insurance solicitors, in- 
spectors, etc, listed in city directories, are 
biown as leaders in business and belong to 
clubs. They should be on your mailing list 

Merchants, brokers and other prosperous 
business men, real estate dealers, leading 
lawyers and farmers should receive your 
literature. 

These names should all be entered on cards 
(see instructions under chapter "HOW TO 
INSTALL AND OPERATE A CARD SYS- 
TEM," in Dec 23 Triangle), and at regu- 
lar intervals you should send letters, cards 
and other literature that the company will 
furnish you. 



Handsome Prof it front Small 
Returns 

oDME may think that this method does not 
^ get profitable results. They have known 
of instances where thousands of letters have 
been mailed. It has seemed to be a useless 
effort. A clerk has been kept on the work con- 
stantly. Several dollars have been paid out 
for postage. The answer is that the usual 
amount allowed on the sale of just one car 
will pay for all this work. Your returns don't 
need to be large to pay handsomely for the 
effort. 

Write the advertising department if you 
want help in preparing circular letters and if 
you want advertising matter suitable for cir- 
cularizing. 



$20 FOR 12,000 MILES 

C C. FOSTER, Jr., general manager of the 
* Madison Automobile and Machine Com- 
pany, HUDSON dealers at Madison, Ga., 
certainly believes in the product he sells. 
His personal car ran 12,000 miles and cost but 
$20 for repairs. Naturally he has the basis 
for selling scores of HUDSONS in what his 
own car has done — 

But let him tell it: 

"I read the HUDSON TRIANGLE with 
much interest. We sell only the HUDSON, 
and I have a 1911 model that I have driven 
on all kinds of roads, and to date this grand 
car has been over twelve thousand miles, 
and my repair bill has been less than $20.00. 
It is wonderful to think of that, I have 
never had a spark plug out of the car, and 
the meter has never cost me a cent of 
expense. 

"I use the car for all kinds of work, as I 
send it out to pull in large cars to the shop 
and never has it failed to pull regardless of 
the weight of the car that was being drawn. 
I know from experience that the HUDSON 
"33" is the best car in the world regard- 
less of cost, and it is a pleasure to sell, as 
those that I have sold are giving the very 
best of service. — T. C. Foster, Jr., Gen. 
Mgr." 



Service Department Corner- 

HUDSON SERVICE: 



How to Make It Pay 
Doable Profits. 



mad by the apparent reflection upon his own 
financial position. 



SOME few months ago an owner of a 
Hudson "Twenty" in a small town in 
New York State advised us that his i Fortunately, we do not have many such 
radiator had developed a small leak and cases and hope to have fewer and fewer as we 
he felt that he was entitled to a new radiator get to understand one another better, but an 
as this leaky one was plainly defective. He | analysis of this instance will we are sure help 
requested further that we send him a new i a n members of the Big Family 
one immediately by express. 

Investigation of our files disclosed the fact Let's Analyze This Case 

that our distributor covering this territory I 

had no dealer in this particular town and \ pIRSTLY. Mr. Owner didn't get "Hudson 

1 Service" and however foolish his final 



neither Mr. Dun or Mr. Bradstreet had ever 
had the pleasure of meeting the owner in 
question. 

New radiators are expensive. 

So the Service man found himself in a 
quandary. If he had been sure the radiator 
was defective, he wouldn't have hesitated 
about shipping a new one, but all human 
beings give themselves the benefit of the 
doubt. 

Courteous Letter to the Owner 

CO HE sat down and wrote Mr. Owner a 
^ courteous letter, telling him that provid- 
ing it was agreeable to him we would ship the 
radiator C. O. D. and would hold up final 
decision regarding a credit pending the re- 
turn of the defective one for examination. At 
the same time he sent Mr. Distributor copies 
of the correspondence with the request that 
he follow the matter up from his office as 
well. 

Now the Service man heard nothing more 
from Mr. Owner and concluded that Mr. Dis- 
tributor must have taken care of the matter 
by sending a radiator from his own stock and 
that ultimately the defective one would come 
in for examination in due course. 

Last week — quite by chance — one of our 
District Managers happened to meet Mr. 
Owner. He had sold his model "Twenty" at 
a sacrifice, was driving a competitive car and 
swore by all his Gods that Mr. Distributor 
would never sell another Hudson car in his 
burg. 

It seems that Mr. Distributor had filed his 
copies of the correspondence after glancing 
over them, and Mr. Owner instead of follow- 
ing the matter up had been rendered hopping 



actions may seem to have been, they were 
justified by this fact. 

The real mistake occurred when Mr. Owner 
first drove his car home — he was pleased with 
his purchase— proud of his investment but the 
salesman had not made a friend! 

If he had, Mr. Owner would never have 
written direct to the factory; he would have 
'phoned Mr. Distributor and would have 
quickly been satisfied. 

The personal element which counts for so 
much in all business successes was missing 
and in consequence a booster became a 
knocker and the Big Family suffered. 

The Way It Is Done 

WfE SHOULD systematically keep in touch 
w with owners — some members of the Big 
Family do it by mail, sending out helpful sug- 
gestions on upkeep and soliciting inquiries — 
others make personal calls when time permits. 
Here is the plan of an Eastern distributor: 

Every salesman is instructed to call on 
every owner whom he sold at least once a 
month and to report such visits to the Sales 
Manager, who checks him up from time to 
time. As an incentive the salesman is paid a 
small commission on the purchases made by 
his owners. 

A wonderful tire business and a profitable 
accessory department has been built up. A 
superb list of live prospects has been gath- 
ered — because every owner mentions one or 
two at each visit, but most important of all, 
an ever increasing army of satisfied owners. 

Let's try it! 



Organize Your Owners 9 Visiting Plan To-Day While You Have Time 
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Dealers Who Seized the 

ain Chance 



''And I wish to say that I am going after the Hudson business hard and will do my very best to make your business in 
this section larger than in the past five years and having a very good car to offer I have every reason to believe I will suc- 
ceed, especially with the co-operation of the factory. I wish to thank you for your kind wish of success to me and will do 
my best to make it come true." 



WE HERE quote the above prophetic 
echo to sound the entry of the mem- 
ber of the Big family who is short- 
est in stature. 

The man we speak of is a mental giant — 
a true Napoleon of Salesmanship. 

The words above constituted his modest 
bow when Dick Bacon led him into the Big 
Family circle. In a sense they were the result 
of the prophecy that Salesmanager E. C. 
Morse stated in a letter to the HUDSON'S 
Omaha distributor. 

Guy L. Smith — for it is he we are discuss- 
ing — rose from a sick bed to seize the main 
chance. 

After he opened up the throttle and ad- 
vanced the spark the esteemed competitors 
lined up with General Sherman's sentiments 
about war being no place for a good Baptist. 
Fur began to fly. In the first month that Guy 
had turned himself loose he had the skids 
nicely adjusted beneath the, life-of-trade. 

You could feel the intensity anywhere in 
Omaha. 

Coincident with the Guy's seizure of the 
main chance he began to burn up the wires 
with orders for cars. Guy rarely writes for 
anything. He wires, always. 

If most prophesies came true the way the 
one echoed by the above italics, did, clair- 
voyants would have to go to work. For 
every man, without danger, could do his own 
seering. 

Because Guy, first time at bat, smashed in 
a home run. He made good from the jump. 

Why? 

"CURELY," you are saying, "Guy L. Smith 

^ didn't turn any impossible somersaults." 

True, quite true. Guy L. Smith isn't a 
wonder worker. None of us are. 

Like Napoleon's fighting for Empires, Guy 
believes in organized fighting for orders. 

Guy Smith is a genius. And that doesn't 
mean wonder-working. It means working at 
a terrific pace on an organised basis. It 
means exercising natural shrewdness, the 
ability to recognize how a prospect can be 
sold, and the fondness for good hard work. 

Guy has a corp of salesmen. He holds 
schools of salesmanship right in his sales- 
room. One man poses as customer and tries 
to trap the man posing as salesman. The 
"customer," Guy being umpire, has got to be 
sold a New Self-Starting HUDSON "33"— 
in Guy's opinion — then they change places and 
rehearse their parts. Those not engaged in 
the actual presentation of arguments, profit 
by the experiences of both "customer" and 
"seller." Every man is in on the rehearsing. 
They go to it hammer and tongs. 

When they're through with the morning 
school, you can stake your pile on the fact 
that no sales slip through anyone's fingers. 
They are taught the "approach" how to 
stand, how to show the car to best advan- 
tage, how to answer every possible question, 
how to do every possible thing from the start 
to the finish of the demonstration. 

Guy's school of salesmanship is all simple 
enough, and the esteemed competitors think 
a genius, a wonder-worker is battling against 
them. 



"W* Will Eat Them Alive " 

f^UY SMITH is a veritable dynamo of en- 
thusiasm. When he received the self- 
starter news, enough electrical selling energy 
was developed to carry his selling force clear 
through the 1912 selling season. 

An offshoot of Guy's enthusiasm was this 
telegram : 

"Your registered letter received. Self- 
Starter is the greatest move vou ever made. 
Wonder of the century. No competition 
now. We will eat them alive. Big carnival 
starts here Wednesday, bringing two hun- 
dred thousand people here. This will mean 
double sales for us both." 

By this you might be led to imagine that 
Omaha's Napoleon of Salesmanship spread a 
banner across Farnam street, lighted colored 
rockets and hired a battery of artillery. 

Not Guy. 

He didn't say a word in Omaha. He kept 
the arrival of the self-starter a secret. 

And for two days he played the part of the 
great sales general that he is — he held a self- 
starter school with his salesmen. He fired all 
manners of questions at them concerning it. 
He purposely tried to trip them. They tried 
to trip him. Each man assumed the role of 
seller and later as customer. 

He and his salesmen, fortified by standard- 
ized sales arguments as sound as the Rock 
of Gibraltar, got 98 starts out of 100 possible 
chances in actual practice before anyone in 
Omaha knew the HUDSON was so equipped. 

Every man was sold on the starter. There 
was no possible way that they could fail to 
win the maximum percentage of sales with 
it. 

Then Guy hit the line hard with his adver- 
tising. 



He It a Man of Ideas 

IT BROUGHT in the prospects by scores. 

And Guy Smith's men won the orders for 
they knew the goods they were selling. Never 
did a prospective buyer back a man up against 
the wall of ignorance. 

The esteemed life-of-trade in Omaha saw 
the buyers depositing checks in Guy Smith's 
keeping for HUDSON cars. And they view- 
ed him as a wonder-worker — whereas the 
facts of the case are those related above. 

Guy is a man of splendid business ideas. 
He is a man who suggested the idea of the 
service bulletin for owners. The Owners' Bi- 
Monthly Bulletin is now a fixture in the Big 
Family. It is prepared every two weeks by 
the Engineering Department. When he hears 
of a good thing he passes it along. 

Why Gay Was the Main Chance 

THE Big Family's prime object is to build 
for permanency — to build for years to 
come. For that reason the very highest grade 
of service is desirable. Distributors, dealers 
and salesmen are of one opinion on this. And 
they know that every per feet- running HUD- 
SON on their streets helps sell more cars for 
them. Statistics at the factory show that 
every HUDSON that is sold averages at least 
one additional sale. 

Guy Smith has the Peerless and the Frank- 
lin — both high-priced cars. 

These cars are known for absolutely high 
grade service, as good as is obtainable in 
America. And that is the kind of service 
HUDSON owners in Omaha get. The HUD- 
SON'S Omaha associations vouch for the way 
cars sold in the Nebraska metropolis are kept 
running. 

One of Guy Smith's great assets is his dog- 
ged determination to win out on his under- 
takings. Here is a letter he dictated. Re- 
member that when you read it and then you 
will see between the lines the grit that wins 
for the Big Family's shortest relative: 



"I am again at the office after being sick 
bed and am now feeling pretty good. I 
am waiting for the HUDSONS to arrive 



when we will begin to open up things wide 
and leave no stones unturned to get all the 
HUDSON business to be had in this terri- 
tory, and if we don't it won't be because 
we have not tried. But wc are going to 
get it. 

And you can plank down your last dollar 
that Guy Smith got it. He did. 

Because Guy Smith is a fighter — a past 
master at the art of selling automobiles— a 
dynamo of selling ideas and every one of us 
can feel glad he's with us. 

His idea of an Owners' Bi-Monthly Serv- 
ice Bulletin developed many prospects for 
dealers in all sections of the country. 

Guy is making money with the HUDSON 
line. So he's glad, too. 
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Hudson Cars at the New York Automobile Show 

All HUDSON Dealers and Salesmen who plan to attend either the New York or any other show during 

1912 where HUDSON cars Are exhibited, should read this outline. With the exception 

that in Chicago, the Louis Geyler Co. men will do that which the 

A. Elliott Ranney representatives will do in New York, the 

arrangements here outlined will not be altered. 

Details of the Manner in Which the Hudson Exhibit Will be Conducted. 



RED buttons will be worn at the New 
York Madison Square Garden Auto- 
mobile Show, January 6 to 13, by all 
factory representatives. 
Dealers who attend the show will be pro- 
vided with white buttons. 

Salesmen of the A. E. Ranney Company, 
Metropolitan Distributors for HUDSON, will 
wear yellow buttons. 

In this manner visiting dealers and their 
representatives will be able to identify at a 
glance the representative with whom they 
wish to talk. 

As soon as a dealer arrives at the Garden, 
he should report to the HUDSON booth and 
there obtain a button and full instructions as 
to the character of the sales talk and other 
details regarding the exhibit. 

How Factory Men Will Be Assigned 

THE entire exhibit of HUDSON cars is 
under the direct supervision of Sales 
Manager E. C. Morse. 

Representatives of the Sales, Engineering 
and Advertising Departments will be present. 



Men from each department will be in attend- 
ance at the show at all hours. 

A representative of the Engineering De- 
partment will be assigned to the chassis to 
answer questions of a mechanical nature and 
talk to visitors regarding the principal fea- 
tures of the car. 

A factory representative will be named as 
the floor manager in the exhibit space, to di- 
rect the handling of visitors and to answer 
questions that other representatives cannot 
handle. 

Whenever a representative is in doubt upon 
any subject or requires information, he need 
report only to the factory representative in 
charge of the floor. 

A factory representative will be assigned 
to each car, and while the visitor with whom 
he talks may ask to be shown other models, 
the representative, as soon as he has finished 
with the visitor, will return to his position 
at the car where he is stationed. 

The A. E. Ranney Company will have a 
force of its salesmen at the show at all times, 
and one of their number will be in charge of 



these men. They will be directed in exactly 
the same manner as above outlined for the 
factory men. 

Distribution of Advertising 
Literature 

CATALOGS will not be distributed at the 
show. A four-page circular for the pur- 
pose will be furnished for distribution at 
New York and at all other exhibitions. 

This circular will, for the New York .show, 
carry the name and address of the A. Elliott 
Ranney Company. For shows held elsewhere 
it will have the name and address of the dis- 
tributor and dealer. 

A pad will be provided each representative 
upon which to enter the name and address of 
all persons inquiring for catalogs. These 
blanks also ask for certain information in 
regard to newspapers and magazines. Rep- 
resentatives are requested in talking with vis- 
itors to gather the information asked for on 
the blank. We desire to know whether the 
(Continued on page J— 2nd Column) 



The Striking Business Story This Remarkable Photograph Tells 



HEBE to a panorama photograph, taken from a great height. The Hudson factory is shown In the center of the photo. It shows how the public has forced 
the construction of a new addition to the Hudson plant a year from the time the buildings were occupied. This Is a tribute to the greatness of the car this 
plant turns out. 
Yon see the vicinity of the Hudson plant. To the left of the new Hudson addition Is the new plant of the Continental Mfg. Co., engine manufacturers. 
To the right Is another plant. Note how manufacturers have clustered about the Hudson factory. Note how It is the industrial vortex at this end of Detroit. 
This very photograph is a masterful tribute to the business aggressiveness of the Big Family plus the great automobile it sells. 



The Most Important Thing : Get The Order! | 



THE HUDSON TRIANGLE 
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Winter ^ 
Business -Getting 
Ideas j 



J JINDSIGHT is the worst human fault. 
I I Lost chances keep men poor. It is 
A JL gratifying to know that the automo- 
bile business is composed of far big- 
ger minds than in the majority of lines of 
business. And the automobile business has 
been almost all foresight. 

So you and I aren't hampered by hindsight 
Nor is the Big Family. 

Now, then— the TRIANGLE is collecting 
from every dealer successful selling schemes 
they used to stimulate business during the 
winter months. 

No schemes that failed to produce orders 
will be used. Only ideas that have already 
been successful — that made money, sold cars — 
are offered. Let these ideas sell cars for you — 
That is foresight. It's the straight road to 
getting the orders! 

There will be but one idea in each issue of 
the TRIANGLE. But it will be a proved 
money-getter for you. Use this idea: 

Friday — Mail out to your list of prospects the book- 
let: "What Racing Cars Taught." Mailing it Friday 
allows the prospect to have it for Sunday reading, 
when he will study it closely. 

The Next Friday — Mail the same list the book "16 
Advanced Features." 

The Next Friday — Mail the same list the book 
"The New Self-Starting Hudson '33.' " 

The Next Wednesday — Mail the same list the col- 
ored postcards <5f the various Hudson models. 

Friday, Same Week — Mail out the Hudson Cata- 
log. Then, in a separate envelope, mail this letter: 

My Dear Sir: — 

Here U a wonderful business story. 

A great automobile engineer has built 
more ears than any other designer. He 
has bnilt six famous cars. Each one was 
the car of the hour, several years in ad- 
vance of Its time. This man has never 
created a failure. 

Eighty per cent of the higher-priced 
American cars contain engines or other 

Earts conceived and designed by him. He 
ecame the leading automobile builder of 
his time. 

But no factory that built his cars had 
ever been able to produce enough of his 
cars to satisfy the public. Demand for his 
cars always exceeded production. In 1911 
several thousand motorists were diaap- 

Eolnted. The year's output of the factory 
ad been sold out before those motorists 
placed their orders. 

Immediately upon the announcement of 
his 1912 model— his sixth famous car- 
there was a flood of orders. Before sev- 
eral months had elapsed 50% of the total 
year's output was gone. For every one of 
his cars that had been sold up to the pre- 
sent moment in 1911, TWO 1912 cars had 
been sold. 

It was merely a wonderful business his- 
tory repeating Itself. 

To-day It is a certainty that the sixth 
famous car of America's leading designer 
will be from 3,000 to 4,000 oversold 1 That 
many motorists must be disappointed In 
the spring, perhaps while the snow still 
flies! 

That famous designer Is Howard E. Cof- 
fin. And his sixth famous car is the New 
Self -Starting Hudson "88." 

Some 3,000 to 4,000 motorists will find, If 
they place their orders late, that the fac- 
tory is sold out — It Is impossible to obtain 
cars. 

Being in close touch with you here we 
extend the courtesy of this information, 
believing you would want to know this 
fact. 

May we have an expression from you? 
The attached postcard is already stamped. 
Kindly mail it to-day. 

Very truly yours, 



HUDSON CARS AT THE NEW YORK SHOW 

(Continued from Page 1) 



(Name of Dealer.) 



With the letter send a stamped postcard, 
addressed to your salesroom, bearing these 
words: "Your representative may call on me 

at about 

o'clock (date) " 

Then leave the place for prospect's signature. 

Use this idea. It will be the means of get- 
ting the orders— and that's the big thing— 
that's what we of the Big Family are in busi- 
ness for. 

Next week there will be another one, "How 
to Stage the Testimonial" 



evening or morning paper, week-day or Sun- 
day edition is better for advertising automo- 
biles. We want to know what magazines and 
other similar publications the visitor reads, 
and if the representative will put the question 
to the visitor in a manner similar to this, it 
will enable us to more intelligently distribute 
our advertising. 

This is suggested as a question: 

"In order that we may determine which news- 
papers are best for us in reaching you and other 
prospective automobile buyers, will you please tell 
me whether you prefer a week-day paper to the 
Sunday edition? Do you prefer a morning or an 
afternoon edition? Which is your favorite news- 
paper and your favorite magazine? 

The information you give will not be used to 
annoy you. We merely want to know which pub- 
lications we should use in our advertising, and 
all the statements we gather at this show will be 
compiled in such a manner as will enable us to 
know just what advertising we should do." 

Postcards will also be given to each repre- 
sentative to be handed to such visitors as 
seem particularly interested in the car but 
who will not consent to a demonstration or 
will not give his name and address. These 
cards are not to be promiscuously distributed. 
They are to be used only where the informa- 
tion can be secured in no other way. 

Same Answer to Every Question 

AN outline of the selling argument will be 
given to each visitor at the show. It is 
our plan to have a uniform reply to every 
question that can be asked, and while we 
request every representative to commit it to 
memory, we do not expect you to recite it 
parrot-like. We merely want you to have at 
your tongue's end the answer to every ques- 
tion you will likely receive. 

This familiarizes every representative with 
the proposition. 

A visitor who has a sincere interest in the 
car may visit the booth many different times, 
and just as likely will at each time meet a 
different representative. Therefore, it is im- 
portant that each representative have exactly 
the same answer to the questions, for if this 
is not done the visitor loses confidence both 
in the truthfulness of the representative and 
the character of the car. 

We must avoid conflicting statements. We 
must have exactly the same character of re- 
ply for each question. The selling talk has 
been compiled from information gathered 
from the Engineering Department, from ques- 
tions that have been received by salesmen, 
and the answers that are given are exactly 
what the visitor wants to receive. 

We want to standardize our sales talk. It 
is not necessary that you use our exact words. 
Don't forfeit your individuality, but do see 
to it that what you say completely agrees with 
all that others say. Uniformity of argument 
will roll up far greater selling totals than ten 
times the number of representatives we will 
have there could gather if they solicit without 
such team work similarity. 

Handling the Crowds 

THOUSANDS will visit the HUDSON ex- 
hibit 

It will be necessary to take care of each 
one courteously and quickly and to answer 
each question in such a manner as to inspire 
confidence and to create in the visitor's mind 
a desire to know more about the car. 

Don't overlook the fact that orders are to 
be taken and that these shows are conducted 
primarily to sell cars. 

Representatives are urged not to consider 
the territory from which the visitor comes, 
but to give the information desired and en- 
deavor to secure the order. Of course, many 
people will visit the show who do not live in 
the territory covered by the representative 
with whom he talks. But the representative 
should not for that reason refuse to devote 



his time to the visitor. It is just as likely 
that another representative from another ter- 
ritory may be taking care of some other 
visitor from this dealer's section. 

Many people will visit the booth several 
times before they ask questions. Those who 
are actually interested in the car will very 
likely come back to the exhibit several times, 
and representatives are urged to keep close 
tab upon those persons whom they have seen 
in the exhibit several times, for that is an 
evidence that they are interested in the car, 
and particular pains should be put forth to 
see that they receive proper attention. 

There will be all types of buyers at the ex- 
hibit. There will be all types of people there, 
and the representative will succeed best who 
understands how to handle these various types 
of people. 

Under no condition should representatives 
allow themselves to become involved in argu- 
ment or discussion. Many visitors will want 
to start an argument. Persons who are not 
sincerely interested in the HUDSON may 
come to the exhibit for no other purpose than 
to see what kind of embarrassment they can 
create by starting a discussion. 

Representatives should not discuss other 
automobiles than the HUDSON. Leave it 
up to the visitor to investigate the other types 
of cars. If he asks your opinion in regard 
to some other automobile, merely call his at- 
tention to the simplicity of the HUDSON and 
follow out the line of selling talk that has 
been provided. Urge the visitor to make a 
similar investigation of the car in which he 
is interested. In this manner you leave it up 
to him to decide which automobile he should 



Information Regarding Prices, Etc. 

I N the pocket of the front door of all mod- 
* els will be found a card giving complete 
specifications of the models, including prices, 
etc. Representatives, when not absolutely 
sure of the answer to the question that may 
be asked with reference to any one model, 
should refer to the card in this pocket. The 
card is not to be destroyed. It must be con- 
cealed in the pocket, for the Show Committee 
prohibits the display of tags, signs, price 
marks, etc. 

Representatives should not sit in the cars. 
They may be talking to a prospective buyer 
who will sit in the automobile, but if the rep- 
resentative will stand at the side of the car 
it will have a tendency to shorten the length 
of time the visitor sits in the automobile and 
will leave room for other visitors who may 
wish to try the seats of the car. 

The headquarters of the Sales and Adver- 
tising Departments of the Hudson Motor Car 
Company will be at the Hotel Astor. 

Dealers and their salesmen who intend visit- 
ing the New York show should sign their 
name and address to this blank and return it 
to the factory at once: 

—Mail This Blank To-Day— 



HUDSON MOTOR CAR COMPANY, 
Detroit, Michigan. 



J expect to be at the New York Show on, 
I trill stop at... 



(Date) 
I will be there 




(Representing) 



(Address) 
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The Buyer Who is Influenced by His 
Wife's Opinion 

By GEORGE B. LEVY 

Minneapolis Hudson Auto Salts Company, Minneapolis, Minn. 



MR. BROWN was in the market for an 
electric car for his wife. 
He wanted something that she 
could drive, something that would 
carry five people and that was completely 
enclosed for the winter. 

I went after him to try and see if he would 
not buy a Hudson instead of buying an elec- 
tric car. 

The Point of Attack 

WE showed him that by using the self- 
starter it would eliminate the necessity 
of his wife's cranking the car, which was a 
serious objection. 

Also, that by fitting the side curtains on, 
which go with the Hudson, she would prac- 
tically have an enclosed car, which was a gaso- 
line car, instead of buying an electric car. 

Two Cars in One, He Offers 

IN this way she could run the car all winter 
and have as much comfort as with any 
enclosed electric car, and when summer came 
she could use it for country driving, which 
she could not do with an electric car. 

In this way he would practically have two 
cars in one, a winter car and a summer car. 



MILLIONAIRE POST CHOSE 
A HUDSON 

THE nicest present that C. W. Post, the 
millionaire food manufacturer of Battle 
Creek, could think of to give his cousin was 
a New Self-Starting HUDSON "33." Here 
is a letter Mr. Post's cousin wrote the fac- 
tory: 

"Let me thank you for taking such an in- 
terest in me and my car, and also let me 
express my sincere thanks for your kind- 
ness in having Mr. A. L. Maxwell come 
here and put on the self-starter for me. He 
was such a gentleman about it all and I 
learned considerable valuable knowledge 
from him in the short time I had with him 
in regard to the care of my so highly prized 
treasure. 

"The self-starter has worked beautifully. 

"I am as you know a cousin of Mr. C. 
W. Post, the millionaire food man of Bat- 
tle Creek, and he was the kind donor of my 
car to me. He buys many cars each year 
and I have written him fetter after letter 
telling him of the great pleasure I have had 
so far with my car and that I couldn't 
have been any more satisfied with any 
other car. 

"His private chauffeur ran my car in 
Battle Creek for me and said 'It was the 
sweetest running car for the price he had 
ever seen,' and I think that was saying a 
good deal, for Lloyd is an expert and has 
been offered a fine position any time he 
wants it by the Pierce Arrow people. 

"On another page I enclose my letter that 
you may publish and all that I have to say 
in conclusion is that I thank you again and 
appreciate having a reliable company be- 
hind me and one that I really feel I can 
depend on. — Florence L. Ward. 



At the same time, he would expend less 
money for it than he would for an electric car. 

Fears the Engine 

THE only objection Mrs. Brown had to this 
* arrangement was that she thought that the 
engine was a very complicated one and that 
she would not be able to run the car on this 
account, and also that it would be almost im- 
possible for her to crank same. 

We then showed her the simplicity of the 
Hudson motor, which she acknowledged as 
much simpler than an electric motor. 

Shows Warmth of Car 

VKfE also showed her our absolute self- 
™ starter and showed her how warm the 
car was with the side curtains on. 

Last, but not least, we showed her how 
easy it was to operate the Hudson car. 

After convincing them on these points, I 
allowed them to use a brand new car, without 
charging them, for three or four days, to as- 
certain whether or not this was the car they 
wanted. 

We felt sure at the time that they would 
not return it after using it for a short time. 
In this way we closed the deal. 

Next Week's Triangle Contains J. H. Phillips' 
Article on "The Over-Cautious Bayer." 



THE BIG FAMILY WELCOMES A 
FAMOUS ATHLETE 

GOOD news from New York reached the 
TRIANGLE this week. 
Samuel S. Toback, general manager 
of The A. Elliott Ranney Company, the HUD- 
SON distributors in New York, has selected 
A. Roy Camp, formerly a famous athlete and 
a man with a splendid record as an aggressive 
business-getter, as his lieutenant. Mr. Camp 
is local sales manager. 

The aggressive sales policy pursued by Mr. 
Toback in the past has been so successful and 
sales have extended so rapidly that they have 
virtually run away with the situation. In look- 
ing around for a suitable lieutenant to share 
the increased burden of an enlarged business, 
a man sufficiently aggressive and active to 
carry on the work already so well begun, Mr. 
Toback bethought himself of the broad shoul- 
ders of A. Roy Camp, whose splendid record 
for achievement as a college athlete has been 
duplicated in the automobile business. Mr. 
Camp is well liked by his large following, and 
his former experience with HUDSON cars in 
the West Indies, his popularity among the 
members of the trade and his years of success 
in this line of work in New York fit him ad- 
mirably for the position of sales manager for 
the A. E. Ranney Co. and cause those inti- 
mately acquainted with both men to predict 
that, with this winning combination of ability, 
the A. E. Ranney Co. and the HUDSON will 
be even more potent factors in the trade than 
ever before. 



Unusual Opportunity to Get Some Good Salesmen 



LE. LAMBERT, the Baltimore distrib- 
# utor, and George B. Levy, the Minneap- 
olis distributor, inquired at the factory 
the other day about some good salesmen. Be- 
lieving that good salesmen are undoubtedly in 
demand, the sales department has originated 
a new source of supply for HUDSON distrib- 
utors and dealers. 

At the factory there are a few good, steady 
young men who have been trained in the 
mechanical details of the New Self-Starting 



HUDSON "33," and having had some selling 
experience they are ambitious to become retail 
salesmen for the HUDSON. There are a few 
such men whom the factory would recommend 
as retail salesmen. 

The training they have had is undoubtedly 
better than salesmen usually get, regarding the 
mechanical superiority of the HUDSON. If 
this strikes you as being a good idea, write 
the sales department. State the type of man 
desired, and the sales department will be glad 
to put you in touch with a man. 
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HUDSON, 
was a welcomed factory visitor. Indianapolis 
and vicinity is great HUDSON territory and 
the car is getting the best of its competition 
there. Mr. Archey is a thorough believer in 
the fact that the type of service given owners 
is the index to the volume of sales. 



CRANK MOORE, recently appointed 
* sales manager of the wholesale busi- 
ness of the Archey-Atkins Company, came 
to the factory with Mr. Archey. Mr. Moore 
is a man of keen selling tactics, a quick 
thinker and a thorough salesman. It is he 
who is directing the opening up of HUD- 
SON territory surrounding Indianapolis. 



SELLING POINTS THAT 
WON MY ORDER 

Written by Owners of the New Self- 
Starting Hudson "33" 

"What points are responsible for your 
buying a HUDSON?' was asked of 
owners. A letter was sent them, so the 
TRIANGLE could present you with the 
salient points that clinched sales. In 
these letters owners sum up their rea- 
sons for buying. Knowing WHY they 
bought enables you to forcibly present 
selling arguments that are proved order- 
getters. From time to time these letters 
will be reproduced in the TRIANGLE. 



BY ARTHUR GORE, 
Victoria, B. C. 

(^WER a year ago I happened to hear that 
^S the HUDSON was a good car. That was 
before your New Self-Starting HUDSON 
"33" was on the market. The name HUDSON 
seemed to impress itself upon my memory, 
and as I was on the lookout for a new car, 
your advertisements in Motor drew my atten- 
tion. 

The engine appeared to me to be the most 
silent I had ever heard, and the fact that 
Howard E. Coffin had already designed an- 
other car which I knew was good also helped 
to decide. 

After reading ads. for some time I was 
very much impressed and took advantage of 
the opportunity one day of looking at one of 
the HUDSON "33" cars. 

The absence of rods and such things, which 
generally rattle, and the simplicity of the en- 
gine, wiring, etc, practically confirmed me that 
the HUDSON offered the best value for the 
money. 

The lines of the body of the torpedo model 
also drew my attention. 

Although I have only driven my new HUD- 
SON about 1,000 miles, I am absolutely sat- 
isfied. 

It is the most flexible and softest running 
car I have been in. 

If I intended buying another car tomorrow, 
it would be a HUDSON "33." 
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SON "33." 



Dealers Who Seized the 

ain Chance 



IT was many years ago that the Boston In- 
stitute of Technology developed a 
peculiar and effective combination of 
a master military and business mind. 
The unusualness of it all was brought to 
the surface in a strange way. 

The Military Instructor of the Institute 
was speaking. "Tomorrow, young gentle- 
men," he said, "I will deliver a lecture on 
'Fortifications and Bombardments/ Let 
there be no absentees." 

It fell to none other than H. H. Dillon, 
leader of the student body and master 
military-business mind, to aid the profes- 
sor in getting every man to the lecture on 
time. 

The following morning there were no 
absentees, this in spite of the fact that 
there were some exuberant spirits who had 
rebelled at the iron hand of the Military 
Instructor. One of them was General Dil- 
lon. 

As quickly as the class room had filled up 
the professor with careful hand drew upon 
the blackboard an impressive plan of forti- 
fications, bristling with guns, posts, out- 
posts and all the rest of the military es- 
sentials. 

After critically surveying both "friends" 
and "enemy," the professor, standing 
directly in front of the fortifications, an- 
nounced with a broad sweep of his right 
arm: 

"The right wing will now proceed to 
bombard." 

Crash! Biff! Bang! Bang! 

Instantaneously the fifty right wings of 
the future military tacticians shot a shower 
of torpedoes square at the fortifications, 
which were nicely shielded by the professor. 

None of the torpedoes hit the fortifica- 
tions! They all hit the professor, who un- 
soldierly scampered from the room in full 
retreat! 

A Great Believer in Bombardments 

THIS triumph made the leader of the 
student body — H. H. Dillon — a great 
believer in bombardments. 

In fact, bombarding has been his special- 
ty ever since. He bombarded his way 
through the various angles of the tele- 
phone business from "trouble-shooter" to 
the office of engineer in charge of con- 
struction. 

And to-day we find H. H. Dillon occupy- 
ing the seat of honor at Lincoln, Nebraska. 
He is holding down the main chance there, 
which he seized when he cast his future 
with the automobile industry. 

Here was where the combination mili- 
tary-business mind came into full play. He 
felt that surely if the enemy fell before 
concerted bombardment, then it consti- 
tuted good selling tactics. 

Acting on his impulse he organized a 
weekly system of bombardment, embraced 
in a masterful follow-up system on pros- 
pective automobile buyers. 

Organized Bombardment of 
Prospects 

HE organized his list of prospects, prun- 
ed it down to the eligibles, got a good 
filing cabinet, indexed and cross-indexed 
the names, loaded his selling guns with 
HUDSON literature and commenced a 
strong weekly bombardment of books, let- 
ters, pamphlets and catalogs. 



He Has Specialized in 
Bombardments 

H. H. Dillon is a distributor. Hence 
every dealer in his territory, whether he 
handles the New Self-Starting HUDSON 
"33" or not, gets HUDSON literature at 
regular periods. 

His lists of prospective owners he culled 
from the offices of the various county 
treasurers. They were invaluable and con- 
tained the actually live prospects, men of 
means. 

Then — at the psychological moment, as 
is the custom in military practice — one of 
Mr. Dillon's salesmen called upon pros- 
pective purchasers to see if they were 
ready for the demonstration. 

This plan has landed the orders for H. 
H. Dillon. For his military training has 
made him a systematic organizer. There 
is an exactness about his establishment 
that suggests military precision. It is the 
sort of thing that gets names on dotted 
lines. 

Team-Work, Another of Dillon 9 s 
Teachings 

INDIVIDUAL military starring never 
won a great battle. Members of a gen- 
eral's staff are picked for their ability to 
work together — on their united ability to 
get the greatest efficiency out of a speci- 
fied number of men working as a cohesive 
mass. 

A prospective purchaser of an automo- 
bile will saunter into the Lincoln home of 
the New Self-Starting HUDSON "33" 
Mr. Lock, the sales manager will go for- 
ward to meet him, discuss the car with him 
and point out its features. At the correct 
moment Mr. Dillon will take the prospect 
in hand and further advance the latter's 
knowledge of the car, while Mr. Lock is 
getting ready to again take up the discus- 
sion. 

And thus they work, carefully adding to 
the prospect's knowledge of the car and 
working him up to the closing point. Thus 
two quick-working brains are concentrated 
on one idea — and team-work usually turns 
the trick in great shape. 

They call this co-operative plan "passing 



the ball" — and it has a reputation for mak- 
ing touchdowns fast. 

Here again it is keen tactics, that have 
their basis in military practice, that are re- 
sponsible for the amazing success of the 
organization at Lincoln. 

The San Shiny Salesroom 

I N Lincoln — William Jennings Bryan's 
* stamping ground — Mr. Dillon is sur- 
rounded by his old guard of tried and true 
telephone men. 

With all Lincoln, H. H. and his show- 
room have the reputation of being the sun- 
shinest spot in the town. The cars are 
neatly arranged, so that the entire sales- 
room gives the HUDSON an exceptional- 
ly fine staging and the absolute cleanliness 
of the exhibition gives prospective buyers 
the impression of the soundness of the in- 
stitution. 

In other words the bright salesrooms 
put the buyer's mind in a warm, receptive 
mood when he enters. And that is the 
mood of the man who wants to be con- 
vinced. It is the opposite from the semi- 
angry mood of the man to whom no sales- 
man was ever known to sell goods. 

Here you have the basic reasons why 
H. H. Dillon is known as one of the most 
progressive dealers and distributors in the 
Big Family. Those are the reasons H. H. 
Dillon's seizure of the main chance is 
profitable. 

For let it be known competition is being 
backed up against the wall with the true 
spirit of a military seige. 

The Big Family is mighty happy at hay- 
ing a business mind that works with mili- 
tary precision in its midst. Our palm, 
General Dillon. May the bombardment go 
on forever! 

May "cease firing" never come. 



BRITISH JOURNALIST AMAZED 
AT THE HUDSON 

THE man who covers automobiles on the 
London Daily Telegraph announced in 
his paper the other day that "it con- 
vinced him that at last he had had the fortune 
of finding a first-class American vehicle." 

You see, he took a ride with Mr. Arthur 
Rawlinson, of The Rawlinson-Hudson Motor 
Car Distributing Company, Limited, London, 
the British distributors of the HUDSON. 
Here is the clipping from the London-Daily 
Telegraph of Nov. 9: 

AN AMERICAN CAR. 
Chance, however, gave the occasion to take 
a trial run on the New Hudson car, which is 
not to be found inside the present exhibition, 
but has one of its own in Oxford-street. Mr. 
A. Rawlinson, who is responsible for its intro- 
duction to this country, is too good a sports- 
man to permit a trial car of his to hang about 
outside the exhibition when he was not show- 
ing there. Fortunately for the writer, in a 
hurry to get to Fleet-street yesterday, he 
caught one of these Hudson cars passing by 
to give him a trial run to his destination. 

This 25 h. p. New Hudson motor swiftly 
whirled him through the traffic, while at the 
same time it convinced him that at last he 
had the fortune of finding a first-class Ameri- 
can vehicle. Its silence was remarkable, and 
the flexibility of its engine demonstrated there 
was little use of speed ratios, for it started 
as easily on the top gear, which only a steep 
hill would pull it down from. Silence is the 
present craze in present motor-car construc- 
tion, and Mr. Rawlinson can be congratulated 
on having introduced to the motor world a 
most silent car. There is no carburetor hiss, 
and when the vehicle is standing still it would 
puzzle most people to say whether the engine 



was running or not, 
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The Over-Cautious Buyer 

B_. f U DUII I IDC 



By J. H. PHIUJPS 
Phillip* Automobile Company. St. Look, Mo. 



IN looking over a list of sales made the past 
season there is one that stands out as an 
aggravated case of the Over-Cautious 
Buyer. 
He first came into our salesroom early in 
March with his wife and a 15-year-old son. 
I engaged him in 
conversation and he 
immediately ex- 
plained to me that he 
was not in the market 
but merely came in 
to look at the cars 
because of his son's 
interest. 

That while the son 
wanted him to buy a 
car he would not do 
so for another year 
at least. 

I immediately put 
him at ease by assur- 
j. h. phillipo in S him that it was a 

pleasure to show peo- 
ple the cars even though not* in the market, 
and told him that we appreciated the good 
will of the boys and that in our experience 
most of them had a great deal more actual 
knowledge of automobile values than the ma- 
jority of grown people. 

I secured the gentleman's card simply be- 
cause I devoted so much time to general con- 
versation about the pleasures of automobile 
riding, the benefits to the health of any man 
closely confined, etc, that he could not politely 
leave the place without saying who he was. 

Convincing the Son 

LI IS son came in again and I went into 
1 ■ details of the car with him very exhaust- 
ively, complimented him on his own knowl- 
edge and got his youthful enthusiasm fixed 
solidly on the HUDSON. 

About a week later I called the gentleman 
up one bright Sunday morning and asked 
him if he would like to drive out into the 
country with me as I wanted to go to a certain 
place about five miles out 

He accepted my invitation to ride with 
me, again assuring me that he was not in the 
market for a car. 

When returning from the ride I suggested 
that as I had an hour or so to spare we stop 
and get .his wife and daughter and take them 
for a short ride. 

We did this. They thanked me for the 
pleasure and I left without saying a word 
about selling him an automobile. 

From his conversation and that of his son 
I had discovered that he was very much 
afraid of buying a car that would cost him 
more to run than he thought he could afford. 

A few days after this ride, he called again 
at our sales room and for the first time ad- 
mitted that he was beginning to consider the 
purchase of a machine, and I then talked en- 
tirely about the pleasures and benefits to be 



derived from the owning of a machine and 
the small expense of operating and maintain- 
ing a HUDSON "33" as against the average 
automobile. 

Hand* Him List of Owners 

WE guarantee all HUDSON cars against 
defective material or defective work- 
manship, and I emphasized this fact to him 
and gave'him a list of about a dozen HUD- 
SON owners and asked him to call them up. 
Two days later he telephoned me to come 
to his office, and he then told me that he had 
decided to buy a HUDSON "33," relying 



implicitly on what I had told him regarding 
the expense of operating and maintaining a 
car. 

He said that he had looked at half a dozen 
other cars, but that the salesmen were so 
evasive and told him so many bad things 
about their competitor's cars, that he was 
afraid to trust them. 

/ secured this man's order because I worked 
throughout the entire process of selling him, 
in over-coming his natural tendency to be 
over cautious. I did not discuss mechanical 
details once except with the boy. I led him 
to believe that the boy was a competent judge 
of an automobile because I knew the boy was 
entirely wrapped up in the HUDSON. The 
final element in closing the sale was the win- 
ning of the man's confidence. 



Hudson's Beautiful 

Staging in Chicago 



WITH this issue is shown an interior 
and exterior view of the showroom 
and shop of the Louis Geyler Com- 
pany, the home of the HUDSON car in Chi- 
cago. 

The building is located at 2519-2521 Mich- 
igan Avenue, in the heart of "Automobile 
Row" and is one of the handsomest of many 
imposing structures devoted to the motor car 
industry. 

The building is on a lot 60 by 160 feet and 
has unobstructed light on three sides. It is 
of the French Renaissance style of archi- 
tecture and the front elevation is finished in 
Bedford stone. 

Unusually Attractive Showroom 

THE show room is unusually attractive, the 
beautiful cathedral oak finish and mas- 
sive bronze chandeliers with inverted lights 
making a rich fitting for the cars on display. 
There is ample room on the floor to show 
five or six cars at one time without crowd- 
ing. The Geyler Co. aims to have a car of 
each type constantly on display but the de- 
mands of buyers make this difficult at times. 
On one side of the room are individual desks 



for the salesmen connected by telephone 
through a switch in the office. The garage 
in the rear is connected with the sales floor 
by large swinging oak doors. 

Mon Work Undmr Good Condition* 

A WELL proportioned stockroom is lo- 
cated between the salesroom and the 
garage and the various parts are kept in 
indexed bins, all under the direct charge of 
a responsible stock man. 

The entire third floor is given over to the 
shop and there the men work under un- 
usually advantageous conditions. The benches 
are arranged along the South side of the 
building and as this faces on a wide alley- 
way the light could not be improved upon. 
This same alleyway gives access to the garage 
without the necessity of driving to a corner. 
The "saw-tooth" arrangement of the roof sky- 
light makes artificial light rarely necessary m 
the shop. The fact that there are fifty-seven 
windows in the building probably gives more 
clearly than any other way, an idea of hew 
well the architect provided for the important 
matter ot ample ligbty VjOO 
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THE BIG I DEA 

Ever Lose a Sale This Way? 

By C. C. WINN1NGHAM, 

Adrerti«in« Manager. 



YOU would have agreed with me. His 
solicitation was flawless. I stood near 
the door when Prospective Buyer and 
his wife entered. 

From the salesman I afterward learned that 
this was a brand new, unexpected buyer. 

It was in a prosperous middle western 
HUDSON salesroom that this incident oc- 
curred. Every detail of the store was just 
as it should be. The floors shone from their 
regular twice-a-week scrubbing. The cars 
were as well cared for as any I have ever 
seen. 

When I entered that store I was impressed 
with its ideal arrangement, * air of business 
and the keen attention given me by the sales- 
man in charge. 

On the walls were attractively displayed 
posters, photographs and other interesting 
things that fitted into the scheme of business 
and automobiles. 

In Walk* a Prospect 

I HAD hardly finished complimenting the 
* proprietor and his salesman upon the fine 
appearance of their place when the Prospective 
Buyer and his wife entered. 

The proprietor stood with me by the door 
in such a position that we did not appear to 
be eavesdropping, and still where we could 
distinctly hear all the salesman and the cus- 
tomers said. 

I never was more impressed by any solici- 
tation I ever heard. 

The salesman was the personification of 
courtesy and information. 

It was evident that the customers knew 
much of the HUDSON "33." 

Apparently they had come to pick out their 
car and to confirm the impression they had 
already formed of it. 

No Unnecessary Details 

THE salesman did not bore them with un- 
necessary details. He did have the man 
and his wife sit in the car. He pointed out 
the comfortable position of the seats and the 
softness of the cushions. 

His enthusiasm over the beautiful lines of 
the touring car was infectious, and the lady 
caught the spirit thus imparted so much that 
the preference she had expressed for a blue 
car was turned to a choice for the maroon 
body — the color the salesman wished most to 
sell. 

It seems that the man had recently exam- 
ined some other car, because he had read a 
HUDSON advertisement urging prospective 
buyers to do that. He wanted to see if the 
motor was as simple as it had been represented 
to be. 

The salesman lifted the hood. He called at- 
tention to the simplicity of the motor. He 
told of the cars that Mr. Coffin had built and 
with the usual convincing statements regard- 
ing simplicity, etc. He led up to the question 
of a demonstration. That seemed only a per- 
functory detail. 

So convinced was I that the sale was as 
good as made that I so expressed myself to 
the proprietor as the prospect, his wife and 
the salesman got in a car to start on the 
demonstration. 

Bat The Proprietor Said, "No" 

YOU can imagine my surprise, then, when 
the proprietor said "no." Naturally, I 
thought he must have had a "bad dream, not 
to enthuse on this almost certain prospect of 
a sale. 

Then, in explanation of his belief that the 
sale would not be made, he said: 
"I can't make it out. That man gives every 



promise of being the best salesman I ever 
saw. 

"No one I ever employed has done so well 
in interesting prospects. He knows a lot 
about the car, and he knows how to win the 
confidence of everyone with whom he talks, 
but he can't close them. 

"He gets all his people up to just about 
such a pitch of interest as those people had 
when they went out of here a minute or two 
ago, but, as in practically every case he has 
had, I'll stake a ten-dollar note on the prop- 
osition that he'll come back within an hour 
without the order. 

"I call him an 'almost salesman.'" 

"Well," I asked, "what does he do to them? 
Does he talk too long or doesn't he ask for 
the order? Have you ever tried to locate the 
cause for his failure?" 

"Yes," said the proprietor, "but I can't find 
the soft spot." 

As Usual— No Order 

True enough, in less than an hour the 
salesman returned, with a complaining, dis- 
appointed look on his face that advertised his 
failure. No, he couldn't explain why he had 
not landed the order. He had made the best 
demonstration he knew how to make. He 
had shown the car off in a way that conclu- 
sively proved ease of riding, power and all 
the other things that a first-class automobile 
is expected to do. 

He had asked for the order, and thought he 
had it, but while on the demonstration the 
interest the prospect and his wife had shown 
seemed suddenly to die out. In fact, they had 
asked that they be driven back to town at once. 

I couldn't imagine that this apparently fin- 
ished salesman had said anything that could 
have offended his customers. But to make 
sure that he had not, I asked him to repeat 
as nearly as he could, word for word, all that 
he had said. 

There wasn't any clue there to explain the 
failure. 

What the Demonstration Showed 

T^HEN I asked the salesman to take me on 
* the same route in as nearly the same way 
as he had gone on the demonstration. 

You might have suspected, just as I did, that 
he was a poor driver, that he didn't know 
how to get the best performance out of his 
car. 

But I never rode with a better driver. He 
changed gears without noise. The car re- 
sponded to every manipulation. I began to 
be discouraged at the prospect of ever locating 
the cause. 

We were passing a steep bluff, which ran 
up at a stiff angle from the road for a dis- 
tance of about fifty feet. 

Without a dream on my part of what he 
was going to do, the salesman suddenly 
stopped his car, threw his gears into first 
speed and started up the bluff. 

The car climbed up easily, and when we 
reached the top he brought it to a stop, for he 
could not drive on over the rim of the bluff 
because the frame would have dragged, so 
close was the edge. 

Where the Sale Was Lost 

1 LOOKED over the back of the car, and it 
* seemed to me that we were hanging on the 
side of the bluff in an almost straight up-and- 
down position. 

Then the salesman masterfully guided the 
car backwards down the bluff to the road, 
threw his gears into forward position and 
started back toward town. 

"Well," I said, "that's a great demonstra- 
tion! Do you always go up that bluff?" 

"Yes," he replied, "it's a great thing to show 
you." 

"Just where were you," I asked, "when those 
people you had out this morning asked to be 
taken back home?" 

"Right about here, I think," he answered. 

"Well, don't you know now why they didn't 
give you the order?" 

No, he couldn't guess. 
2 



The Thriller Lost Barrels of Money 

VOU, di course, saw the reason as soon as 
1 you went up that bluff with me that he 
was so enthusiastic over the marvelousness of 
that demonstration that he had never realized 
that it was the reason why his employer had 
to call him an "almost salesman." 

Only a few automobile buyers are looking 
for thrillers. Only a few care to ride fast, 
and not many want to feel that there is any 
danger. 

A car in demonstration should never be 
driven in excess of twenty miles an hour, «w- 
less the customer voluntarily asks to go faster. 

A demonstration should never be made 
where the least fear can be excited in the 
prospect by reason of the condition of the 
road. 

In the case of the salesman, it was some- 
what difficult to convince him that it was his 
"hill demonstration" that was losing sales for 
him. But he did consent to leave that out of 
his program in the future, and his employer 
reports that he now has an absolute convic- 
tion of his salesman's ability to close the order 
with every prospect that is one-half as 
nearly sold as were the man and woman I 
have just told you about. 

(This Is the second of a series of articles by Mr. 
Winnlnrham analyzing why sales were net dosed. 
The third will appear in an early number of the 
Triangle.) 



SELLING POINTS THAT 
WON MY ORDER 

Written by Owners of the New Self- 
Starting Hudson "33" 

"What points are responsible for your 
buying a HUDSONT was asked of 
owners. A letter was sent them, so the 
TRIANGLE could present you with the 
salient points that clinched sales. In 
these letters owners sum up their rea- 
sons for buying. Knowing W HY they 
bought enables you to forcibly present 
selling arguments that are proved order- 
getters. From time to time these letters 
will be reproduced in the TRIANGLE. 



BY PETER F. GILROY, 
Ross, Cal. 

1MOT being equipped with either a technical 
1 ^ or mechanical training, and desiring to 
personally drive and care for the automobile 
that I might purchase, it was essential that 
the car selected be free from complicated 
mechanism. 

The fact that the HUDSON designer, Mr. 
Coffin, devoted his seasoned ability as a motor 
car builder in developing in the HUDSON the 
acme of simplicity determined my choice, de- 
spite the "boosting" for other makes by friends 
of mine. 

After carefully investigating several other 
makes of motor cars, the extreme simplicity 
of the HUDSON became apparent by com- 
parison. 

The "standing up" qualities of my car and 
the economy of its operation have proven that 
fewer parts bring me fewer troubles. 



BY FRED J. C. DOUGALL, 
Victoria, B. C. 

FORMERLY had a McL- 
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H. P. machine and ran same for a year 
and a half, during which time I studied the 
specifications of all other cars and came to 
the conclusion that the HUDSON "33" was 
the best car on the market for the money, 
knowing Howard E. Coffin to be the leader 
of the automobile industry, and also knowing 
the cars he had designed. 

Besides, the HUDSON car is so easy to 
look after and keep clean from dirt and grit 
as there are no working parts exposed. 

I have run my HUDSON for almost 2,000 
miles and have not heard the engine miss yet, 
and have not once had to stop on the road, 
and can recommend the car to any person 
wishing a good car. 
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Howard E Coffin and His Engineers 
Build a New a 33 w -Self-Starting 

Howard E. Coffin and his Board of Engineers have built their master car— a car you start by merely prcsstna a button 

These men practice the highest engineering principles the world knows. 

Engineers from abroad come here to study under these men. Their chief— like Thomas A. Edison in electricity— drives the 
milestones of automobile advancement. He and his men in other years designed the motors for more than a dozen manufac- 
turers. Eighty per cent of all the better quality American cars have on them features designed by Mr Coffin. 

He had frtrwu^ built five famous cars— the industry s leaden Each, in their time, was the car of the year. They were 
so far ahead of their day that several are still sold as leaders in their class. V 

The latest and greatest achievement of these skilled engineers is the New SeU-Stmrting HUDSON "S9." 
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lure was a dqma ..___ 

. inders. Bat the motor started «i the first 
operation of (W Matter. 

Other types were not so successful. 
Km any owner rfiWw Self-starring HUDSON •»" 
how na> self-starter operates then cold days. 



11 and all oiling place* within easy react 

_ , din) proof bearings throughout. Faa to 

Sy wheel. A clutch an good (hat driven mn know they 
have a clutch, because of *■ freedom (mm trouble 

TV Qnatnmn, as—iaat ami Haewinm.st af AS 
It ■ tbe quirt** automobile built . It hat power that 
will snoot H— «ith lull load— yp mountain udee-througa 
■wd and mud and always with a kmiim of strength 
and of frying that m utterly (aching in many can 
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The •pring* »re of the moat fteaiblc. yet noa-breakable. 

vaaadtum steel. People compare the Afcw HUDSON 

"» in riding comfort to can of doable ii» weight and 



by capens as the moot graceful ia line 

, ► of price. In finish in upholstery and 

every detail of luxurious convenience it ranks in the 
can of S3JO0 automobiles. 

It* great simplicity win be a revelation 10 you 

At all the important automobile shows thai year it will 
nave iu moot advantageous display, for there it can. at 
dear hand, be compared with allether can. 

Printed descriptioas^adverlised promisee and picture* 
are often too alluring and many can do not fulfill the ex- 
pectations the advertising has created. 

We cannot do justice to the car ia a printed descrip- 
tion, and therefore ask you to go 10 see «. compare it with 
other can you think well ol 

You will marvel at the value Mr. Coffin has income 
rated ia this last creation 

Go see the .Vru> Self-Starting HUDSON "33 ' NOW 
So popular was his last year • M that more than 3000 
(ailed to get the ran they bad ordrrrd. for we could not 
build them last enough. 

We are leaden today in the number ol new can deliv- 
ered and still the shortage continues. Bedrr see the Nrm 
HUDSON ' 33" before all these models too are sold. 
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Hang tbe proof of this ad. that you received, in your show room window, so that every 
Saturday Evening Post reader will connect your salesrooms with tbe big ad. 



Team Work 

By L. A. ROBINSON 

Southern District Manager 

AS an incident of the way the Hudson 
dealers are getting into the Big Family 
idea I want to relate to you the ex- 
perience of F. W. Potter, a New York real 
estate dealer, who purchased a "33" roadster 
from the A. Elliott Ranney Company, New 
York, some few weeks ago and stopped in 
Memphis about two weeks ago on his way 
from New York to Frisco. Mr. Cubbins, the 
Memphis dealer, noticed the car standing in 
front of the Gayoso Hotel and made inquiries 
as to whom it belonged met Mr. Potter and 
invited him to make himself at home at the 
Hudson garage. Mr. Potter was in Memphis 
five days, had several minor adjustments and 
a couple of important replacements made on 
his car, had his car washed and polished and 
stored and when he went to settle his bill 
found that it amounted to four big zeros. 

Needless to say he continued on his way 
boosting the Hudson and its Memphis dealers. 

The incident is merely one of many which 
goes to show the great point that can be 
brought out to all prospective Hudson owners, 
of the marvelous service given such owners 



whatever part of the country they may hap- 
pen to be in. 

Another incident of the co-operation of the 
dealers is one of a car sold by Jack Brady, 
the Detroit dealer, to a resident of Memphis, 
sometime last fall. 

The Memphis dealers were very much sur- 
prised one day to open their mail and find a 
check for 10 per cent of the price of this 
car and the enclosed letter gave them their 
first information as to the sale of this car by 
Mr. Brady and some few days later when 
the owner and the car arrived in Memphis, it 
is needless to say they were more than 
anxious to make known how welcome he was 
to take every advantage of the service offered 
by them to all Hudson owners. 

THE BIG FAMILY EXTENDS 

CONGRATULATIONS TO 

JOHN B. ALSOP 

THE Big HUDSON Family extends con- 
gratulations to its Richmond, W. Va., 
connection — Mr. John B. Alsop— who 
was married December 7. Friends of Mr. 
Alsop received this tidings : ' "Mr. and Mrs. 
John B. Evans announce the marriage of their 
daughter, Ray Harwood to Mr. John B. Alsop 
on Thursday, December the seventh, nineteen 
hundred and eleven, Washington, D. C. 



City, was a 
welcomed vis- 
itor at the factory. Mr. Toback's latest busi- 
ness coup is securing the services as local 
salesmanager of A. Roy Camp, a man with 
splendid records as an athlete and as a sales- 
man of automobiles. Mr. Toback is doing 
a heavy business in New York City and its 
environs. Beginning the first of the year he 
looks for an opening of what will probably 
be the biggest automobile year in history. 



K/IR. I. G. DAVIS, of the Pioneer Motor 
1T * Car Company, Pittsburg, Pa.— distribu- 
tors for the HUDSON— was welcomed at the 
factory. Mr. Davis, who is the keen, ener- 
getic type of business man, is leading competi- 
tion a merry chase in his home territory and 
as vet the life-of-trade is too far in the rear 
to have much chance equaling the selling rec- 
ord the Big Family is putting over. Mr. Davis 
is a strong HUDSON enthusiast. 



h/[R. SWART, of the Washington Auto 
1T1 Company, HUDSON dealers at Washing- 
ton, Pa., brought a goodly amount of enthus- 
iasm with him to the factory, when he paid his 
visit. Mr. Swart's opinion that the Big Family is 
establishing a great reputation all over the 
country because of its splendid service to 
owners, is shared by the TRIANGLE. Mr. 
Swart believes the carrying of a full stock of 
parts is a vital factor. 



OURTON BROWN, motoring editor of the 
" New York Globe, made a tour of the fac- 
tory. "The automobile tester," said Mr. 
Brown, "is to the automobile industry what 
the cowboy is to the western range." Then, 
equipped with a sou'wester, he took a wild 
ride over a vicious test route, with Tester Lou 
Stralow. The only place Mr. Brown didn't 
test was the "bottomless pit" on a fierce road 
near the factory. On some parts of the route 
the water and mud was 2 feet deep. 



CITY'S FIRST AUTO OWNER 
PICKS A HUDSON 

*T*HE first man who owned an automobile at 
* Fairbury, 111., is W. J. Bethard. Since his 
first car he has owned many automobiles, 
most of them high-priced cars. C. J. Claudon, 
the HUDSON dealer at Fairbury, is the man 
to whom belongs the credit for guiding Mr. 
Bethard's choice to the New Self-Starting 
news is promulgated the fact that HUDSON 
business is going to be great in Fairbury this 
spring— the logical thing, for the father of 
motoring in Fairbury owns a HUDSON. Mr. 
Claudon's letter follows: 

"I sold a 1912 Model '33' foredoor touring 
car today to Mr. W. J. Bethard of this city 
for spring delivery as per order enclosed. 
Mr. Bethard was the first auto owner in Fair- 
bury, and since that time has been a constant 
driver and owner of different high-priced 
cars. He told me after making extensive in- 
quiries and investigating all different makes 
of cars that the Hudson '33' surpassed them 
all, regardless of price, and placed his order 
for one. 

"Business looks mighty good for Spring 
in this territory for the Hudson. — C. J. 
CLAUIK©^iti ^TC 



Dealers Who Seized the 

ain Chance 



W. H. YEAZELL. 

THE lightface italics above sound fear- 
fully ponderous — impressive — as it were, 
but they constitute nothing more than 
some horoscopy that was the product 
of some imaginative young minds at the Na- 
tional Cash Register Company, years ago. 

The young women in the moving picture de- 
partment of the great Dayton, O., institution 
had taken on a side line of fortune telling. 
They became readers of horoscopes. Hence 
those N. C. R. men who were game to divulge 
the date of their birth to the horoscopists had 
revealed to them all the alleged future secrets 
held by the zodiac 

The lightface italics above constituted what 
was coming to W. H. Yeazell, in the execu- 
tive end of the business, and E. J. DeVille, 
who was head of the experimental department. 

The zodiac was responsible for a lot of 
horoscopic predictions that were bred no 
nearer the stars than were these imaginative 
minds. Be that as it may, the case of fortune- 
telling recorded above came true in a strange 
way. 

Were Pals at the N. C. R. 

IT happened that the young lady horoscopists 
* received in the same batch of orders, notes 
of the dates of birth of both Mr. Yeazell and 
Mr. De Ville, who were close personal friends 
at the N. C. R. The predicting business be- 
came voluminous with the result that Mr. De 
Ville and Mr. Yeazell were horoscoped to- 
gether. 

How close to truth the prediction came, 
judge yourself. 

For the main chance in Dayton, O., and 
surrounding territory is today held down by 
no less a master business combination than 
these two men under the firm name of Stand- 
ard Motor Car Company, distributors for the 
New Self-Starting HUDSON "33." 

Now as to the men themselves. 

Both worked in what is known as one of the 
greatest business organizations in the world — 



"But the orbits of these two stars that started far apart now get closer and closer and shortly both will travel 
the same path. Their efforts combined they move greater worlds than can they singly. They will have a part in 
a new era of transportation. They will not travel far azvay from here. Great success they have won individ- 
ually, and their efforts linked will win them more than two-fold their success singly. This is the future the signs 
of the zodiac portray/* 

the National Cash Register Company, Day- 
ton, O. 

Many brilliant business minds are N. C. R. 
products. One, the intimate friend of every 
Hudson distributor and dealer, is Sales Man- 
ager E. C. Morse of the Big Family. 

Two others are E. J. De Ville and W. H. 
Yeazell. 

In the executive end of the N. C. R. Mr. 
Yeazell got what ought to be called a military- 
business training, so rigorous were the de- 
mands for exactness — so absolutely essential 
was the ability to "put across" what a man 
started out to do, even though a task might 
be next to impossible. 

Mr. Yeazell's Motto-" Nothing 
Impossible" 

ONE day President Patterson, of the N. C. 
R., wanted a motor car. Both his cars were 
being used by his family. The president 
wanted a car in 10 minutes. Two minutes 
were used in finding out that Mr. Patterson's 
cars were gone. 

Mr. Yeazell 'phoned a downtown garage, 
several miles away from the N. C. R. None 
there. Only 6 minutes left. Then he phoned 
another. 

"Absolutely impossible to get a car out 
there in 5 minutes, without having to pay the 
cost of the car in fines," came the answer over 
the wire. 

"All right, bust the speed limit," commanded 
Mr. Yeazell. "But get here. The fines are 
our expense." 

And at exactly the expiration of the 10 
minutes, Mr. Yeazell informed the N. C. R. 
president the car was waiting for him. 

And that illustrates the dogged determina- 
tion with which Mr. Yeazell has permeated 
the HUDSON organization at Dayton. It is 
the N. C. R. fighting spirit and it never loses 
sight of the big thing: Get the Order! 

Mr. DeVille An Automobile 
Builder 

THE service foundation of the Standard 
Motor Car Company is sounder than that 
of any car within several thousand dollars of 
the HUDSON. The reason lies in the great 
mechanical knowledge possessed by Mr. De 
Ville. He was head of the experimental de- 
partment of the National Cash Register Com- 
pany. 

He can build automobiles. 

A decade ago he constructed a motor car 
for Duber, the watch maker, when the Duber 
Watch Company was located at Canton, O. 
And he had the ambition to manufacture cars, 
for he is a great technical man. 

In his comprehensive knowledge of prac- 
tical, basic facts exists the reason for the 
splendid condition of every HUDSON that 
has been sold in Dayton and its environs. 

Famous Staging Methods Applied 

LACE salesmen, in selling the costly yards 
of the filmy fabric, stretch the lace over a 
beautiful red or purple velvet cloth. This 
plan sells thousands upon thousands of yards 
of lace. 



E. J. DeVILLE. 

Yet it is merely giving the lace a beautiful 
setting. It makes it sell easiest 

The N. C. R. is famous for staging its cash 
registers. Some* time when you are in Day- 
ton, go see how the HUDSON is staged. The 
writer recently had the pleasure of seeing the 
wonderful adaptation of N. C R. methods in 
giving the HUDSON an excellent setting. 

The big handsome green car occupied the 
entire show-window. It was placed on an 
angle, so the front and symmetrical side lines 
lent to its beauty. And it made a remarkable 
impression on the writer as against the less 
effective staging of cars of much higher price 
right in the same vicinity. 

From time to time cars of other colors are 
placed in the show window. The idea is to 
give a color variety that will constantly keep 
interest at a high pitch. And the Standard 
Motor Car Company has not the largest show 
room in Dayton. Yet it gets the biggest 
amount of attention — sells more cars than its 
direct competitors. 

Which is due to a masterful setting — and a 
four-square partnership of a great executive 
and a great technical man. 

Why (he Big Family is Proud 

PRICE has little to do with the selling of 
the HUDSON in and around Dayton. 

Messrs. De Ville and Yeazell have jumped 
the HUDSON way out of its price class. 
They have put the car into a class above 
$2,500. 

They have backed it up with service that is 
not inferior to $5,000 service and while build- 
ing a great reputation for the car itself they 
have made the Standard Motor Car Company 
a Dayton institution. It is where the buyer 
who knows, goes. 

The Big Family is proud of its Dayton rel- 
atives. 

Strangely, the horoscoping girls were right, 
this time. 
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THE card system, according to system 
experts, is the only method by which a 
constant and accurate touch can be 
kept with the sales follow-up of a retail 
automobile business. 

These systems can be as big as the busi- 
ness, they can be as simple as desired, but 
best of all, they are as flexible as the con- 
ditions require. 

This article explains the kind of a system 
that can be used by the dealer who himself 
does all the sales work and yet it is so 
designed that it can be made to operate with 
just as much satisfaction for the concern that 
employs a dozen or more men. It also takes 
care of as large a list of names used in mail 
circularizing as can be collected. 

Any stationery store that sells office filing 
systems can supply the necessary equipment. 

This describes a unit system. It can be 
enlarged merely by adding to the number of 
units. 

Two sets of cards are used. They should 
be of different colors, as for instance white 
and blue. They should be in size, 3x5 inches. 
Two filing trays to accommodate 3x5 cards 
are needed. You will also require one set 
of alphabetical index cards. If your list is 
to contain very many names you should get 
an index of fifty or sixty divisions. That is 
a list which gives several sub-divisions of 
each letter so that, for instance, should you 
have the names of a great many persons whose 
names begin with the initial "A" you would 
not have to run through them all, but could 
put Abbotts behind the first card. The An- 
dersons would be behind the car index An. 
etc 

If you do not have in excess of 100 names 
on your list, however, a 26 division index 
will be sufficient. 

You will also want a set of indexes which 
shows the twelve months of the year and also 
a set of from one to thirty-one cards to use 
for the days of the month. 

The above is all the equipment you will 
need, except a determination to keep it in 
operation. 

How To Opetatm thm Syttmm 

THE blank white cards are to carry the 
* name of the prospect, the date inquiry 
was made, his address, who talked with him, 
and all other information concerning his in- 
terest in the car. If he has made no inquiry 
then of course nothing more than his name 
and address is to be entered. But whenever 
a salesman talks with the party or whenever 



a piece of literature is mailed to him, entry 
to that effect should be made on the card. 

The blue card is to carry precisely the same 
information. It is known as the Working 
card, the white one is known as the Mother 
card. The Mother card is filed alphabetically, 
back of the proper index card in the box set 
aside for that purpose. 

THIS CARD IS NEVER TO BE RE- 
MOVED FROM THE BOX EXCEPT FOR 
THE PURPOSE OF MAKING PROPER 
ENTRY ON IT AS ABOVE OUTLINED. 

It is advisable that you get a filing box in 
which the cards can be locked. The stationer 
will explain it to you. 
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i dress may be, has been solicited. Notation to 
I that effect is entered on both cards. Brown, 
| we will suppose is for some reason or other 
I likely to be again interested in your proposi- 
tion about the 10th of the following month. 
! You make that entry on both cards and the 
White, or Mother card, you put back into 
| the box under its proper alphabetical index. 
The Blue, or Working card, you file back 
of the card indicating the eighth day of the 
next month. 



You do this so that two days before you are 
to see Brown you will surely be reminded 
that you are to call on him and you won't 
make any plans which prevent it. 

Don't Carry Card* Around 
A S soon as you have seen your man or 
" have sent out the literature that you are 
using in circularizing, put the cards back into 
their proper places. It is a bad plan to carry 
cards about with you. If you have sales- 
men, get into the habit of requiring them to 
report every day as to whom they have seen 
and what they have done. In this way only 
will you be able to keep your system in suc- 
cessful operation. If cards are lost, it means 
losing a prospect. Firms which depend upon 
systems of this character for recording the 
names of their customers and prospective 
customers, consider such lists as among their 
most important records. 

The bookkeeper, or someone especially 
delegated should be held responsible for the 
keeping up of the list. 

When a sale is made, or when a prospect 
that you have been carrying buys another car 
or says he is not in the market, the name 
should be removed from your files. In this 
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because you "forgot" to see them or be- 
cause you lost their address, will be handled 
in such a systematic way that your business 
will increase and your work will become 
easier. 

If you employ salesmen it will increase 
their efficiency. 

If you send out mail matter it will enable 
you to know at all times just what you are 
doing. It will prove that circularizing is a 
mighty profitable way of getting business. 



The Most Important Thing: Get The Order ! 
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THE BIG IDEA 

Ever Lose a Sale This Way? 

By C. C. WINNINGHAM, 

Advertising Managar. 



WHEN I outlined the details of this 
incident to one of the most successful 
sales managers who is one of the 
star automobile order takers in the 
country, he said: 

"I believe that is not an exceptional case. 
More orders, I think," he continued, "are lost 
through just such bungling than through any 
other one reason." 

In the investigations I have made, there is 
an unmistakable proof that he is right. You 
can easily recall sales that you have lost in 
exactly the same manner if you will analyze 
your work and if you are given even the least 
bit to such form of solicitation. 

The salesman about whom this story is told 
secured his position by reason of his likable 
disposition, his ability to make friends and 
his knowledge of the mechanical values of a 
car. I can't recall ever having talked to a 
salesman who was more familiar with the de- 
tails of so many cars. 

He could tell you the essentials of all the 
leading cars as quickly and as accurately as 
the battiest fan can each day tell you the indi- 
vidual playing percentages of every ball player 
in the big leagues. 

The knowledge this man possessed soon 
secured for himself a position as a sort of 
local authority on the subject. People in the 
trade whenever a dispute arose would refer 
to him if there didn't happen to be a catalog 
or some other similar document about to an- 
swer their questions. 

Came to Him With Problems 
A UTOMOBILISTS, who like to putter 
" about their machines, always came to this 
man when they had problems which they 
could not solve. 

Naturally this soon secured quite a position 
for the salesman. His employers were con- 
vinced they had a "find" and it was not long 
before this young fellow was the most talked 
about man in the trade. 

That was in the spring, when the natural big 
sales were being turned in by all salesmen who 
were representing the easy-to-sell cars. 

Along about July, business slowed up and 
the men had to work harder to get their or- 
ders. There were not so many people coming 
into the store then and most of the sales that 
were made were made either to those who 
had been looking in the spring but who had 
not bought, or to persons who had to be 
looked up and brought into the store. 

Then his star began to fall. His reputation 
for knowledge of the car had not dimmed, but 
he seemed unable to make sales. He worked 
just as hard as anyone else. He seemed to 
have more prospects, but seemed not to get 
the orders and just because this man was fall- 
ing clown with his business, the proprietor 
concluded that the business was not to be 
had. 

So bad became the former star salesman's 
business that the proprietor gave up most 
of his other duties in order that he might 
locate the reason for the failure of the 
man upon whom he had depended for so much. 
The proprietor knew little about mechanics, 
but he knew a deal about human nature. He 
was a keen observer and that is how it trans- 
pired that the former salesman got a new hold 
on the business and why this story is made 
possible. 

Knew Little of Mechanics 

I T was by chance that the opportunity came 
* for the proprietor to discover the cause. 

A well-known doctor came into the store 
one morning and said he wanted to know 
something about the HUDSON "33" about 
which he had read in the magazine advertise- 



ments. He disclaimed any knowledge of 
mechanics and said he cared little about them. 
He was not interested in them. In fact, that 
was the very reason, he believed, for not 
having thought of a car before. He said he 
was always afraid he could not understand the 
complexities of the mechanism. An automo- 
bile to him, was a mass of rods, wires, and 
other hard-to-understand things. For that 
reason he had continued to depend upon 
horses in his work. 

He had thoroughly thrashed out the entire 
proposition and had long ago come to the con- 
clusion that an automobile would be a poor 
investment for him. 

Only a day or two before, however, he had 
read of the simplicity of the HUDSON "33." 
He had heard of the success of Howard E. 
Coffin's cars and when he saw in this adver- 
tisement that the HUDSON "33" had approxi- 
mately 1,000 fewer parts than has the average 
car, he concluded that perhaps here was a car 
he could manage. His visit to the store was 
a natural result of that conclusion. 

The man who knew all about all cars took 
charge of him. 

Seats Doctor at Wheel 
CIRST he went over the appearance of the 
* car, its lines, the finish, the comfortable 
position of the seats. Then he had the doctor 
sit at the wheel and soon had him shifting the 
gear levers and operating the clutch. He even 
explained in the simplest and most easily un- 
derstood manner, the operation of the throttle 
and spark levers. 

Then he sketched over principal points of 
the car, describing the functions of the motor. 
He outlined the purpose of the carburetor, 
that it was a device for mixing air with the 
gasoline, thus converting it into a vapor which 
was taken into the cylinders and fired by an 
electric spark. 

It was interestingly and simply done. The 
clutch purpose was made equally as clear. 
The doctor, who had known nothing about an 
automobile, was learning rapidly. He saw the 
clean, simple, accessible motor and it appealed 
to him as being just as simple as it looked. 

The salesman was greatly pleased with the 
progress he was making. He was enjoying 
himself because what he was saying was a new 
story to the doctor. There were no argu- 
ments. 

When the car had been covered in this man- 
ner and the purpose of every detail had been 
made clear, the salesman then began at the 
motor and entered into an explanation of what 
was inside the cylinders. He described the 
pistons, the connecting rods, the valves, the 
cam-shaft and all other details. He took up 
the ignition system and went just as compre- 
hensively into all its intricacies. 

At this point it was evident that the doctor 
was not following the salesman. What was 
being said was too far over in the book for 
him and soon the doctor was giving his atten- 
tion to other things. He got up in the car, 
tried the seats and asked questions about the 
color options. The salesman, however, al- 
ways brought up with a further explanation 
of the mechanism of the car. 

The doctor looked at his watch, said he was 
due at his office and that he would look in 
again at the car. 

LiVest Prospect For Days 

DOTH salesman and proprietor agreed that 
*-* the doctor was the livest prospect they 
had had for several days. The week had gone 
by and there had been no word from the doc- 
tor. A few days later, however, the pro- 
prietor chanced to meet the doctor on the 
street and asked him about the automobile. 

Then he got the shock and the clue to the 
cause of the failure his salesman was making. 

"I've decided to not buy a car," said the 
doctor. "I told you that I was afraid that I 
would never be able to understand the mech- 
anism of an automobile. Then I read about 
the HUDSON "33" and believed from what 
the advertisement said that the HUDSON is a 
simple car. That just about convinced me 
and when I went to your store it was with the 
intention of giving you an order if the car 
2 



seemed as simple as the advertisement had led 
1 me to expect. 

1 "I am sorry that it was not. Your sales- 
man was very obliging. He told me much 
| about an automobile. I think I understand a 
i great deal more about the subject than I did. 
I know enough about it to know that it is 
I too complex for me to easily master, and 
therefore, I have decided to manage along 
i with horses, until I get into such a position 
I that I can afford to employ a chauffeur." 
I The proprietor did some hard thinking on 
i his way back to the store. The result was a 
j long heart to heart talk with the salesman, 
which resulted in the salesman, in the future 
solicitations, keeping his wonderful knowl- • 
edge of detail to himself. 

// was decided that the explanation of such 
details had made the car seem too complex. 
Had the salesman stopped with his description 
of the function of each part and had not at- 
tempted to carry his descriptions any further, 
he would have had the order. 

(Thla l« the third article of a aerie* by Mr. 
WlaalaKham. The »ext will appear *■ »■ 
early ■amber of the TRIAHGLE). 



Glad You Came ! 
Come Oftener 
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R. Mc- 

CHES- 
NEY, of the 
Marshall 
Auto Com- 
pany, Mar- 
shall, M o., 
was a visitor 
at the factory. 
Mr. McChes- 
ney went 
through the factory and expressed amaze- 
ment at the infinite care taken in every de- 
tail of the car. Mr. McChesney got some 
first-hand facts that will jump Hudson sales 
in and about Marshall to a high point Most 
of his business is with farmers and the fann- 
ers of the show-me state are strong Hudson 
enthusiasts. 

¥ W. GILLIS, the Hudson distributor at 
^•Rochester, N. Y. — the man whose activity 
made his show rooms the foundation of Roch- 
ester's automobile row — was also at the fac- 
i tory. Mr. Gillis is one of the big pillars of 
| the Big Family and is the center of automobile 
I activity in Rochester and vicinity. His per- 
i sonal car, a Mile-a-Minute Speedster, was the 
' pacemaker and pilot car of the recent reli- 
: ability run, which is a big event there. 

I ^VT H. YEAZELL, whose business training 
w • was received in the great National Cash 
Register organization, had a good time at the 

! factory. Mr. Yeazell's partner, Mr. E. H. 
Deville, is also an old N. C. R. man. They 
own the Standard Motor Car Company. Day- 
ton, O., now and are doing a splendid busi- 

J ness there. There are acquainted with the 
biggest business men of Dayton and that 
helps. 

JOSEPH E. G. RYAN, of Chicago, who has 
** a joke printed about himself every other 

| week in the Saturday Evening Post's "Who's 
Who and Why," was another factory visitor. 

! He took lunch at the factory dining room and 
unloosed some of the newest and most re- 
fined stories he has originated lately. Joe 
Ryan is known in automobile circles in every 
section of the country. 

W C. SPEAR, of the Manchester Auto 
w • Garage, Manchester, N. H., was also a 
factory visitor. He also lunched in the fac- 
tory dining room and in the contest to pay for 
the meal, he won. Besides that Mr. Spear is 
shooting Hudson sales in Manchester and vi- 
cinity way up and will do a heavy business in 
the spring. His territory is an especially 
good Hudson territory, to which fact the Big 
Family owes Mr. Spear its thanks. 
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FOREIGN DEPARTMENT ORGANIZED 

THE fact that the sun never sets on the 
New Self-Starting Hudson "33"— that 
the Big Family now extends clear 
around the world — has forced the necessity 
of a Foreign Sales Department at the fac- 
tory. So strong , -* r K ~^ the success of the 




JOMK A. OLT 

car in foreign lands that this move was a 
necessity. 

John A. Olt has been placed in charge of 
the Foreign Department. He is a man well 
fitted for the office. For nearly 10 years he 
served as Auditor for the National Cash 
Register Company, Limited, of London, Eng- 
land, and for the National Cash Register 
Company of France, besides having other 
extensive foreign experience. He was in di- 
rect contact with the selling organization of 
the National Cash Register Company. He 
has had valuable experience in the actual 
sale of goods. 

Mr. Olt before coming to the Hudson Motor 
Car Company, was Manager of the Foreign 
Department of the Burroughs Adding Ma- 
chine Company which also has a very exten- 
sive organization throughout the world. 

(Your Prospects the Big | 

Family's Guests at the 
^ New York Show j 

HERE is a great idea that will help sell 
cars for you. 
No doubt some of your prospects will 
be in New York for the Madison Square Gar- 
den automobile show, January 6 to 13. A num- 
ber of them will probably go to New York for 
the automobile show itself. Lots of pros- 
pective buyers of cars do that. 

The factory will send them a beautifully 
engraved invitation to attend the HUDSON 
exhibit. 

Enclosed in this number of the TRIANGLE 
is a blank sheet. On this please give the name 
of your prospects and their New York hotel 
address. Imagine the impression, when they 
receive an engraved invitation to visit the 
HUDSON exhibit. When they visit the ex- 
hibit the factory will take them in hand. 

So that the advertising department at the 
factory will know how many engraved invita- 
tions to order, send in your list of prospects 
today — by return mail. Please do not let a 
moment's delay interfere with your reaping 
this extra advantage. Mail the enclosed blank 
now. 



-Service Department Corner- 



**«*•*>*. * m«««m«^«* Hud»on Service 

PERMANENCY M~n..s<>iid 

^ ^™» Retail Business 



A GREAT Chicago merchant prince once 
illustrated the secret of his wealth. 
He said selling good products was 25% 
of his success, careful buying was 15% 
of his success, but service was 60% ! 

Basically all lines of business possess a 
similarity. 

The first sale to a new customer is merely 
an incident. It is the second sale, the third, 
fourth, fifth and so on, where the real profit 
lies. Because all those sales result from the 
selling effort of the first sale. 

Permanency in business means that you've 
got to get the second, third, fourth sales, too. 

The automobile dealer gets them on service, 
no other way. Hence if he gives the best type 
of service, he is building a solid business foun- 
dation that the most terrific competition can- 
not shake. Having confidence in his service, 
purchasers will still come to him. 

Motorists are afraid to buy of another dealer 
when a HUDSON dealer has given them the 
highest type of service. They won't gamble. 

Every member of the Big Family is building 
for permanency — building tor the day when he 
knows sales will come to him — when he can 
take it easy because the impetus of his business 
plus his salesmen's efforts make the business 



ngger eac 
That is 



what a complete service department 



means. 



What the Future Mean* 



T^HE Big Family has many master minds. 
* They have looked ahead of to-day. They 
have predicted and proved that the day has 
actually come when complete service must sell 
automobiles. Two or three years hence no 
automobile organization can stay in business 
without complete, organized service. 

The pulse of the automobile market has 
been felt by solid business men of the Big 
Family. They have shown keen foresight in 
anticipating that coming event. 

There must be some way to carefully sys- 
temize the basis for organized service. 



They did it in the carefully-compiled Parts- 
Stock lists which some time ago were 
sent to all HUDSON distributors and dealers, 
so they might have on hand at any moment a 
complete stock of parts — so complete that no 
HUDSON owner would have to wait an in- 
stant longer than necessary for a part. 

That service makes sales — builds for per- 
mancy — solidifies a business — keeps owners 
away from other repair shops that have com- 
peting agencies on their strings. 

Every member of the Big Family can take 
pride in the fact that the preat majority of 
dealers and distributors decided that building 
for permanency — that holding business after 
they had fought for it — was as necessary as 
was pointed out. 

Idem Meets With Approval 

THE gratifying enthusiasm that attended the 
* idea of a complete, organized service was 
great. It showed dearly that the live aggres- 
siveness of the Big Family is not wind. It 
conclusively demonstrated that we are all up 
on our toes and ready to make the words 
"HUDSON Service" stand for the best type 
of service this country knows. That is the 
thing that wins business and gains the respect 
of every owner who comes into contact with 
the Big Family. 

As quickly as parts are shipped to dealers 
and distributors everywhere, there will not be 
a spot in the United States that will ever 
produce anything but happy HUDSON own- 
ers — there will not be a community where an 
owner has to wait for parts. 

The minority who haven't yet returned the 
Parts- Stock list, let's get the orders back 
to the factory as fast as Uncle Sam can 
carry them and make "HUDSON Service" 
from Maine to California an unbreakable 
chain of complete, organised service. If yours 
is one of the lists that have not been 
returned, please mail it to-day, so it will get 
to the factory by return mail. 



Coupon Brings Brilliant Collection of 

Automobile Show Ideas — No Charge 



44 Y ¥ UPSON Cars at the New York 
r^ Show" is, in a nutshell, probably the 
A A most brilliant set of ideas for con- 
ducting an exhibit at an automobile show that 
it is possible to secure anywhere in the United 
States. 

Encyclopedias of automobile show experi- 
ences are boiled down into the article. To get 
that experience — on which the HUDSON ar- 
rangements for its New York and Chicago 
automobile show exhibits are based — is worth 
a good many dollars. It cost years of hard 
mental "digging." 

Illustrating the comprehensiveness of these 
show ideas — that can make your exhibit at 



your show stick out from its surroundings and 
increase its orders — is the fact that this col- 
lection takes up the best method of selling cars 
at an event of this kind. It tells how the 
salesman should approach the prospect, how to 
discuss the chassis to best advantage, how to 
leave an indelible impression on his mind and 
a myriad of other fine points that it is valuable 
to know. 

In a recent issue of the TRIANGLE this 
article was printed. We have had it reprinted 
separately and your copies of it are waiting 
your order for them. There is no charge for 
this article. Use the coupon and mail it to- 
day, so to get copies by return mail. 



Send the Coupon by Return Mail Today— Your Copies are Awaiting this Order 
MAIL THIS COUPON TODAY 



Hudson Motor Car Company, 
Detroit, Mich. 

Gentlemen : Send me 

York Show " by return mail. 



. Copies of the reprint "Hudson Cars at the New 



Name. 



Address 

Company Name. 
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Gaggle _ 



Dealers Who Seized the 

ain Chance 



T3E secretary of The Automobile Club 
of Rochester, N. Y., was conversing 
over the 'phone with the Human 
Synonym for Chain-Lightning. 

The big automobile event of the year in Ro- 
chester is The Automobile Club Reliability 
Run. The big honor is traditionally accord- 
ed to the Pace-Maker and Pilot car, which 
is naturally a hotly-contested position. 

The secretary happened to let drop a word 
that suggested the Pace-Maker and Pilot Car 
had not been chosen though the run was not 
many hours away. 

Instantly the Human Synonym for Chain- 
Lightning roused an employee into wakeful- 
ness with a pyschic wave, shot him out to 
the curbstone where stood a car, and with* 
the same mental emotion and two words of 
directions, got him into the car and started 
toward the secretary's office at 20th Century 
Limited speed — at the same time conducting 
an enlightening conversation with the secre- 
tary. 

"By the way," he casually remarked. "What 
sort of a car had you ought to have for the 
run — a runabout?" 

"Well, yes, but something pretty fast," came 
over the wire. 

"Fine. My personal car, a Hudson '33' 
is the car you want. It's waiting for you now, 
right out in front of your office. See it out 
of the window there? Use it. Good-by, 
Bert." 

And in a moment there was the car and 
the pyschic-awakened employee, standing out- 
side the Secretary Bert Van Tuyle's office, 
waiting for the run to start. The whites of 
the secretary's eyes shone like those of the 
Britishers at the Battle of Bunker Hill. 

Jim Gillis is Spssd 

*T*HE photograph you see below is the vivid 
evidence of the fact that the human coun- 
terpart of Chain-lightning is Jim Gil- 
lis. Jim is your relative at Rochester, N. 
Y. — the holder of the main chance there. 

You probably guessed it. 

And Jim is a farmer by nature. 
He loves the soil, raises a crop 
each year that would make Jim 
Hill quit advertising Northwest 
grain statistics, were he to know 
of this — and is a fancier of pedi- 
greed Scotch Collies and blue- 
blooded chickens. 

He does that in spare time. 

In 1909 Jim Gillis was in the 
insurance business. He owned a 
Pierce-Arrow and wanted a road- 
ster that would take him from his 
farm to Rochester quick. When 
buying the roadster, the thought 
struck him that the automobile 
business was his calling. 

In a moment he had it figured 
out, applied for a Rochester 
agency in the next breath, got 
turned down, hung on, and then 
got the contract. 



Start* "Automobile Row" 

*THEN he bought out a man who owned 
a "hole-in-the-wall-and-hand-to-mouth" re- 
pair shop. 

The first year he sold 100 cars and was 
among the biggest dealers in Rochester. 

One morning he happened to take especial 
notice of the Rochester convention hall. In- 
stantly an image of Rochester's future auto- 
mobile row half a block down the street hit 
him square between the eyes. 

As quick as chain-lightning works he bought 
the Old Jennings residence — formerly the 
home of one of the oldest families in Roches- 
ter — tore it down, reared a handsome building 
in about two months and today he's the cen- 
ter of Rochester's "automobile row." Or, 
rather, Jim Gillis' automobile row. 

Jim is a rapid-thinker, rapid-worker and 



has a store of the keenest foresight imagin- 
able. 

Never have any chain-lightning moves 
turned out wrong for Jim Gillis. 

Now let's see why — 

His Business Principle* 

^VfHEN Jim Gillis entered the automobile 
business he seized the main chance. 

His sound business principles, his keen 
foresight, his belief in the highest type of 
owners-service, his chain-lighting-like busi- 
ness moves and his solidity with the commun- 
ity to which he sells are responsible for the 
largest measure of his success. 

His service department exists only for own- 
ers. 

his own owners. Excepting the sale of cars, 
he won't sell anything to anyone but his own- 
ers, not even gasoline. 

And in that business principle Jim Gillis 
has uncovered one of the mightiest of com- 
mercial laws: 

It's many times harder to get new business 
than it is to hold old business. 

He holds the old business by giving own- 
ers undivided attention — thus he proceeds 
along the safest business lines. That prin- 
ciple, naturally, is only applicable to cities 
where the volume of car sales is large enough 
to warrant. 

Thus he is always able to take care of the 
most urgent demands of owners. No owner 
ever has had to wait longer to have adjust- 
ments made than the minutes it takes Jim's 
force to do it. 

Believe us, that's service! 

The Ptatm Glass Idma 

A ND on the selling end, Jim Gillis is a 
wizard at engineering sales. 
Remember Blanche Scott, the Rochester 
young woman who drove a certain car from 
New York to 'Frisco — and the newspapers 
were full of the stories? 
Guess who sold the Scott family a car? 
You guessed right. The Hudson "33" they 
drive today is their happiest possession. 

You know that plate glass sides 
to a room make it look about 
twice as large and impressive. 
One side of the Gillis' salesroom 
in Rochester is a large plate glass 
that gives a beautiful effect to the 
showroom and impresses a visit- 
or with its size. 

So brightly polished, so perfect 
is the glass that the Gillis organi- 
zation is constantly on edge to 
keep visitors from trying to walk 
through it 

Jim Gillis is making a great 
Hudson record on selling and 
service in Rochester. The Big 
Family takes off its hat to him. 
Jim, we're proud to know you, 
proud to say: 
"Yes, oi course, Gillis is a 
mi * ~ member of the Family." 

Pilot Car. D jgj t j zed by VjOVJQIC 



Radiator of the 



Published weekly by the Hudson Motor Car Co , in the interests of Hudson Distributors, Dealers and Salesmen. 



Hudson Exhibit at New York Show 

Illustrates Cars of Great Prestige 



NEW YORK, Jan. 6.— When the doors of Madison Square 
Garden are this evening thrown open to His Majesty, the 
American Citizen, the motoring public will see the magnifi- 
cent climax of the months of work in preparation for the 
exhibit of the New Self-Starting Hudson "33." 

Every factory man at the exhibit, every one of the men of The 
A. Elliott Ranney Company — New York distributors for the 
HUDSON — have the same answers for every question from visit- 
ors. This is the result of Thursday morning's meetings and those 
that followed at which every individual connected with the exhibit 
was primed for the occasion. 

Every point about the exhibit is standardized. The rehearsals 
of the parts each man takes have been as exacting as those essen- 
tial to the successful production of a theatrical production. Plans 
have been made to care for every situation. Everything will be 
carried out with military precision. Only visitors are allowed to 
sit in cars and their time is short. How the men at the exhibit 
stand, how they open conversations, how they wind them up dis- 
missing the prospect, what literature to hand out at the essential 
stage, how to get prospects' names, how to record them, what to do 
between prospects' visits — all this and more has been rehearsed 
until every man has the ideas down to a fine point and his efforts 
produce maximum results. 

Snotti- White Chassis In Place 

THE beautifully electric-lighted snow-white chassis that is the 
striking feature of the exhibit — because it teaches a wonderful 
lesson in simplicity — has started many sales toward the closing 
point. It is set off beautifully by the remainder of the exhibit an? 
brass rails that surround it. Within the rail an expert tonight 
begins delivering talks on the simplicity of the chassis, on the fact 
that it is impregnable to dust and dirt, on how Howard E. Coffin in 
his latest car has outdistanced all contemporary cars. 

Mounted on a plass dash on the snow-white chassis is the sim- 
ple self-starter, which also has its part in the description delivered 
by the expert. 

"Skeleton" Another Important Feature 

JEAN BEMB, who superintends setting up the exhibit, also 
put in place a "skeleton" of the New Self-Starting Hudson 
"33." The gears that drive the pump are shown in position. Then 
there is the crankshaft, then the flywheel, fan and clutch, then the 
transmission, universal joint, driving shaft and differential are all 
shown assembled. All housing has been stripped off. 

It makes a wonderful educational feature — and shows the man 
who fears the complexity of the automobile the driving mechanism 
of the HUDSON. At a glance a man can follow the transmission of 
power — the line of drive — from the crankshaft clear to the wheels. 

The "skeleton," excellently mounted on a table, is intensely 
fascinating to the man who thirsts for automobile knowledge. And 
every owner and prospective owner of a car is in that class. 



Models With Glass Hoods 

T HEN come the standard models of the New Self -Starting 
1 HUDSON "33." Most prominent is the touring car, then, the 
torpedo and the runabout. 

The runabout and torpedo are equipped with electric-lighted 
glass hoods, so that the simplicity of the enclosed motor is perceiv- 
able at a glance and leaves a permanent impression of simplicity — 
"clean design" — which is Howard E. Coffin's own expression. 

The exhibit represents several months of preparatory work 
and some good hard brain work. As a result it is one of the most 
attractive features of the great show. Every aim of the exhibit is 
to impress upon the prospective purchaser the fact that the HUD- 
SON is an actual forward stride in engineering progress. 

And it does it. 

Rannep Men Enthusiastic 

GENERAL MANAGER SAMUEL S. TOBACK, of the A. El- 
liott- Ranney Company, New York distributors, wearing his 
smile-that-can't-come-off, is combining his salesforces with those 
of the factory and everything is in readiness for the opening of the 
show. 

The Ranney men, constituting a great selling machine, are 
highly enthusiastic over the HUDSON outlook at the show. 

For it looks like a HUDSON week — from every point of the 
compass. 

New York hotels are crowded with visitors from all over the 
country. It is said there are Europeans here, also, who made the 
trip for the purpose of inspecting American cars. 

There is not a state in the union, but that has its quota of pros- 
pective automobile buyers here in New York City, attending the 
great exhibits. New York is worked up to a pitch of intense en- 
thusiasm over the automobile show and officials believe this will 
be the greatest exhibit in history. 
| Consider that point. Then consider the car you sell has the 

I most advantageous position at this great show. Then, is it any 
wonder that this automobile show marks the entrance of the Big 
I Family into the greatest year in its wonderful history? 

| Factory flien at Great Shoto 

SALES MANAGER E. C. MORSE of the Hudson Motor Car 
Company is in charge of the exhibit. 
j Also other factory men you have met are here at the show. 

1 The entire party arrived Thursday morning and immediately 
I pitched into the work on hand, with the result that by this morning 
| everything was squared away for the opening tonight. 
I If you can possibly get away from your business for a few 

I days, get down to the New York Show. You'll go home with a 

valuable, new perspective as a result of getting away from business 
I for awhile. The wisest automobile man in this country will learn 
I something here — and such trips usually pay large dividends in sales 
I as a result of ideas that you can gather. 
| The Hotel Astor is housing the HUDSON party. 

Hop on a train tonight and join the Big Family at the Great 

New York Show — if you are within reasonable distance. 



The Most Important Thing: Get The Order ! 
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—Deluge of Orders Ushers in the New Year—* 



The Smile That Can't Come Off Identifies the Members of the Big Family, While the 

Life-o' -Trade Stores its Cars in Warehouses, the Hudson Factory Works 

Overtime Shipping. Opening of Big New Addition Increases Facilities. 



THESE are happy days. 
The last two weeks of the old year 
and the first of the new year indellibly 
implanted upon the mind of every 
member of the Big Family the fact that the 
youngster 1912 was born to be a HUDSON 
year. 

With the_ upper half of the United States in 
the grip of winter— with the Southern half 
of the country selling HUDSONS as fast as 
the cars could be shipped— with the factory go- 
ing at a clip that outsrips most plants 
in the center of automobile activity — with every 
distributor and dealer in the United States do- 
ing a far heavier Hudson business than he did 
during the same period last year — is it any 
wonder the-smile-that-won't-come-off is the 
standard facial expression of the Big Family? 

Cash Lett? Needs a Car a Dap 

MINNEAPOLIS needs almost a Hudson a 
1T * day to appease the motoring thirst of that 
city, and the Thursday night before Christmas 
twenty-four new Self-Starting Hudson "33's" 
were shipped to the Twin City — eight carloads. 
The same shipment is scheduled for January. 
George B. Levy, "Cash Levy," of the Minne- 
apolis-Hudson Sales Company, is the man 
whose selling capacity is a car a day. 

Manager F. E. Benson ,of the James Auto 
Company, Syracuse, N. Y., spent a week out 
in his territory, among dealers and automo- 
bi lists. Accompanying a modest letter were 
thirty-one orders for the New Self-Starting 
HUDSON "33" he had gathered, for winter 
delivery. A week's trip ! 

Then came an order from M. B. Aultman, 
one of the most aggressive dealers in the Big 
Family, for a shipment of twenty touring cars 
for the territory surrounding Jacksonville, 
Florida, his 'headquarters. Mr. Aultman's 
slogan is: Get out and dig up business. Don't 
wait for it to come into the salesroom. 

All of the possible business won't come. 



O 



Louis Geyler There With Both Feet 

N TOP of that came this telegram from 
Chicago : 

"Everything looks great in Chicago. Louis 
Geyler had splendid week. Sold six cars, in- 
cluding limousine. BEMB." 

Then the Hudson Sales Company of Los 
Angeles — the organization that on Friday, the 
13th of October, the hoodoo day, sold eight 
cars at retail and established a ten-car agency 
—wired the factory that thirty cars were nec- 
essary for the December shipment. 

Everybody Contributes to Flood 

CROM all other sections of the Big Family 
* there was an influx on other days. 

The first morning mail that reached the fac- 
tory one day before the Christmas holidays 
commenced brought orders for eighteen cars. 

Then between Christmas and New Year 
and the first week of the new year, the deluge 
continued at a healthy, steady pace. Orders 
for cars from all sections of the country piled 
up at a good clip, all echoing the cumulative 
effect of the good service given by distributors 
and dealers, of the determination to get out 
and get orders on the part of the salesmen, 
of the power of advertising, and, greatest of 
all, of the wonderful product the Big Family 
is selling. 

Doesn't that make your heart glad? 



Prospects Stop Indoors~-K.ead Jiuto 
Literature 

COR those dealers who are in territories 
1 where the snow is on the ground, the 
roads are fierce, and demonstration, much less 
selling, is virtually impossible, there is a won- 
derful opportunity to take advantage of the 
fact that their prospects are now staying in- 
doors and will read every letter, every booklet, 
every leaflet they receive on the subject of 
automobiles. 

Bombard them with selling literature each 
week. Accompany it with a good letter. 

"Coming Events Cast Shadows Ahead" 

THE great American motoring public with 
1 the coming of the New Year reached its 
fullest appreciation of Howard E. Coffin's lat- 
est and greatest car— the influx of orders tell 
the story in no uncertain terms. 

It is the shadow that forecasts the events 
ahead — the terrific spring rush. It echoes the 
necessity of every one of the Big Family get- 
ting out and digging up every available order 
on the strength of the over-demand of spring. 

Business at this time last year was nothing 
like it has been for the past three weeks. And 
when one considers that at the end of the 1911 
selling season HUDSON demand was 2,000 in 
excess of factory production, it furnishes a 
strong argument to close many sales to pros- 
pective buyers who are now almost closed. 




VALUE OF "33" TO WOMEN IS 

50% GREATER WITH 

STARTER 

HERE is an interesting letter from a wo- 
man driver of a New Self-Starting 
Hudson "33". It suggests an idea that 
is a good one to use in selling— that the "33" 
today is worth 50 per cent more to women 
drivers, because it is self -starting. The letter: 

"Your Bulletin re-care of Hudson cars just to hand 
and as an enthusiastic owner and driver, who likes to 
know what makes "the wheels go round" and how to 
keep them going most smoothly, I wish to express my 
appreciation and thanks. 

"As a company you certainly do think out, and sup- 
ply the thing almost before the need is felt among 
your customers. 

"This self-starter has, for instance, brought the 
value of the Hudson "33" up 50 per cent to every 
woman driver — it is the thing. 

"Thanking you for it, and again for these Bulletins 
which are of inestimable value to the careful driver. 
Mrs. S. Silverman, Montreal, Que." 



A LETTER THAT ECHOES THE 

POPULARITY OF THE HUDSON 

IN FOREIGN LANDS 

LIEUTENANT COLONEL I. LEWTAS, 
whose home is in Calcutta, is a Hudson 
owner and has grown fond of the "33" 
Next year he leaves Calcutta for good and 
he wants a Hudson for his use in Great 
Britain. Here is his letter: 

"You may remember that I wrote to you in May or 
June last inquiring whether your cars were on sale in 
London and if so for particulars as I am returning to 
that city early next year. 

The car of yours which I am using is No. 8218 and 
it is because I like it and its price was moderate that 
I thought of having one when I leave this country for 
good next year. At the present time I am using also 

a D B • (6 cylinder), a U (26 H. P.), an 

A and a W S , but I like the Hudson as 

well as any and better than two of these. I am, dear 
sirs, yours faithfully, I. Lewtas, Lt.-Col." 



O B. Mann. 

**• manager 
of the New- 
ark, N. J., 
branch of The 
A. Elliott 
Ranney Com- 
pany, who is 
a great oars- 
m a n, besides 
r i , ., . being a suc- 

cesstul automobile salesman, paid a visit to 
the factory. The first two weeks after Mr. 
Mann joined the Big Family he spent in 
lining up prospects. Then the first day of the 
third week he sold five cars. In the following 
four and one-half months he personally sold 
thirty-two HUDSONS. The culmination of 
his success was his acquisition of the man- 
agerial office at Newark. 



(^HARLES M. STORMS, the Hudson deal- 
y* er at Washington, D. C, was a welcomed 
visitor at the factory. He came in the com- 
pany of Eastern District Manager C. M. Bab- 
bitt. During his stay he went through the fac- 
tory, met the heads of the organization and 
was the guest of Sales Manager E. C. Morse. 
Mr. Storms is getting things lined up for a 
heavy volume of business. 

Accompanying Mr. Storms was Fred C. 
Sibbald and "Duke" E. W. White, who arc 
associates of Mr. Storms in the HUDSON 
business in Washington. 



f\ A. STRATTON, of Stratton & Wood- 
*-*• cock, the HUDSON dealers at Grand 
Rapids, Mich., was a visitor at the factory. 
Mr. Stratton is a great HUDSON enthusiast 
and judging from the volume of testimonial 
letters from his territory there is mighty good 
reason for his enthusiasm. He has one of 
the most enthusiastic bunch of HUDSON 
owners to be found. Mr. Stratton, incidental- 
ly, is selling the cars in the Grand Rapids ter- 
ritory at a gratifying pace. 



<fi 
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Your Prospects the Big 

Family's Guests at the 

u New York Show j 

HERE is a great idea that will help sell 
cars for you. 
No doubt some of your prospects will 
be in New York for the Madison Square Gar- 
den automobile show, January 6 to 13. A num- 
ber of them will probably go to New York for 
the automobile show itself. Lots of pros- 
pective buyers of cars do that. 

The factory will send them a beautifully 
engraved invitation to attend the HUDSON 
exhibit. 

Enclosed in this number of the TRIANGLE 
is a blank sheet. On this please give the name 
of your prospects and their New York hotel 
address. Imagine the impression, when they 
receive an engraved invitation to visit the 
HUDSON exhibit. When they visit the ex- 
hibit the factory will take them in hand. 

So that the advertising department at the 
factory will know how many engraved invita- 
tions to order, send in your list of prospects 
today — by return mail. Please do not let a 
moment's delay interfere with your reaping 
this extra advantage. Mail the enclosed blank 
now. 



Digitized by 



Google 



THE HUDSON TRIANGLE 



| Proved Business-Getting 
Ideas 



2— How to Stage the Testimonial 



A MIDDLE- WESTERN HUDSON dealer 
discovered a great idea when talking to 
a prospect one day. He had mislaid a 
letter written by a friend of the prospect — 
the friend being an owner of a HUDSON. 
Just at that moment he wanted the letter bad. 
He couldn't find it. Then he remembered that 
possibly it might be with some letters that were 
later put into the safe. 

The prospect was in the proprietor's office. 
Acting on the chance of finding the letter in 
the safe, he gave the several necessary twists 
to work the combination, opened the outer 
door, then an inner door and pulled out an 
imposing box containing papers. 

Out of this he carefully extracted the letter 
he was hunting for. It took about a minute. 
He was rather amazed at the eagerness with 
which his prospect reached for it and devoured 
its contents. The letter made an indelible im- 
pression — many times stronger in selling force 
than any testimonial he had ever before shown 
a prospect. 

Before the man left the salesroom he had 
his name on the dotted line. An ordinary 
testimonial letter had been the potent factor 
in the sale. The result stuck in his mind. 

Staging the Letter Won the Order 

Ll£ decided the staging of that testimonial 
** had sold that car. Taken from a safe 
where only the vital matters of the business 
are kept — being regarded as a treasure — made 
its contents mighty valuable to the prospect by 
the time it was handed him. In proportion to 
the value with which he held it, it influenced 
his mind. Hence the sale. 

From that day on he kept his testimonials 
in his safe. He carried a list of owners of 
HUDSONS with him when selling on his 
floor. He had every salesmen do this, too. 
He asked the prospect who he knew on the 
list. Invariably he knew some one. Then the 
salesman would say: "I have a letter from 
him that is very valuable to any purchaser of 
an automobile." 

And he would lead him back to the pro- 
prietor's office. As the prospect watched, the 
proprietor turned the combination, extracted 
the desired letter and handed the letter direct 
to the prospect, the salesman stepping aside 
for the moment. 

It was the factor in closing many sales — 
and is acknowledged one of the big selling 
assets of this business. 

Yet the idea is simple. It is simply staging 
— the way a great actor on the stage would 
do such a thing to win his audience. In this 
case it wins orders. 

One dealer to whom this idea was given in 
a personal talk, does not use a safe. But he 
uses a black money-box, which he keeps locked 
up in a drawer of his desk. 

At the correct point in his discussion with a 
prospect he gets out his keys, leads the man to 
his desk, hunts up the right key, opens the 
drawer, carefully lifts out the impressive 
money-box, gets another key, unlocks the box 
and tenderly lifts out the then-valuable docu- 
ment and being careful not to soil it, hands 
it over to the prospect to read. It takes but a 
moment longer than the less effective way and 
that extra moment often closes sales on the 
spot. 

Add this provedsuccessful idea to your sell- 
ing efficiency to-day. 



Men Who Visit You at Home 



Upper Row (Left to Right) — Richard Bacon, Jr., Western District Sales Manager; J. 8. 
Draper, Sales Manager District No. 2; Walter J. Bemb, Central District Sales Manager. 



Middle Row — E. C. Morse, General Sales Manager; 
Winnlnffham, Advertising Manager. 



E. H. Broadwell, Vice-President; C C. 



Lower Row— E. O. Patterson, Southwestern District Hales Manager; L. A. Robinson, South- 
ern District Sales Manager; C. M. Babbitt, Eastern District Kales Manager. 



JESS DRAPER GOES EAST 

VETERAN JESS DRAPER, who made 
hundreds of friends in the Great South- 
west, and made a tremendously success- 
ful record among dealers there, as South- 
western District Sales Manager, is now Sales 
Manager of District Number 2. 

Mr. Draper, a former easterner, is traveling 
Western New York, Western Pennsylvania, 
West Virginia, Kentucky, Ohio and the lower 
peninsula of Michigan. This allows Jess to 
be nearer his home in Toledo and gives him a 
chance to play with the Kiddies oftener, which 
is gratifying to Jess, despite the corner-grocery 
philosophy that "business is business." 



E. O. PATTERSON, SOUTHWESTERN 
DISTRICT SALES MANAGER 

EO. PATTERSON is the new South- 
western District Sales Manager. 
• He comes into the Big Family with 
years of experience, not only in helping dealers 
sell cars, but in actually selling them himself 
on the salesroom floor. 

Mr. Patterson began his career in the auto- 
mobile business in 1905 with the White Com- 
pany, Cleveland. He sold cars at retail and 
established a successful record. Then he 
went to Detroit and after working for some 
time in the retail end of the business he took 



a hand in the Michigan wholesale business for 
the same concern. 

Then he joined the organization of The 
Philip Carey Company, being in charge of 
their Michigan department in the wholesale 
end of the business. He remained with this 
institution for nearly five years. Then he 
traveled Illinois for the Warren Motor Car 
Company. He has known officers of the 
HUDSON Company for a number of years 
and comes into the Big Family with the or- 
ganization's knowledge that his selling experi- 
ence will be of value to the distributors and 
dealers of the Great Southwest. 



DON'T LET US DETAIN THE 
CRANK, SAM 

SAMUEL HIRT, the live, energetic Bu- 
cyrus, O., HUDSON dealer, wants some 
one to dare him to take the crank off his 
car, for the reason that he is getting 100% 
starts — and the crank is superfluous in cold 
weather or warm. Sam's competitors know 
him too well to think of daring him, so the 
TRIANGLE has got to perform that function. 
Here is his letter: 

"All my Hudson cars are equipped with Self- 
starter and they are all working fine. I have been 
thinking of taking my crank off for I have no use 
for it. It starts the car at any time, cold or warm. 
Everybody savs it beats the C or the W . 

Samuel %fcjitizedbyVLjOO«3 



Dealers Who Seized the 

ain Chance 



HERE is a disheartening situation: 
A prospect had been called upon 
by the St. Louis agent for the HUD- 
SON at least twenty-five times. At 
first the prospect tried to get a cut-price 
and couldn't. The agent had tried every 
conceivable means known to land his order. 
At the point our story begins the agent had 
just hung up the telephone receiver, having 
been informed that the prospect would de- 
cide that day. 

The next morning the agent again 
'phoned him. The prospect had decided 
overnight to buy a $1,200 car. The agent 
hopped into his automobile, a demonstrator, 
and drove down to the man's office. 

"I've taken a good deal of pride in the 
prospect of your owning a Hudson," he 
told the man who had decided in favor of 
another car. "Now you're going to own a 
Hudson. I want you to come downstairs 
for just a moment — I've got another 7 propo- 
sition." 

Arrived at the curb, the agent drew atten- 
tion to the demonstrator. "There's your 
car. And I'm going to let you have it for 
$1,450— it's my demonstrator." 

The prospect was swept off his feet. In 
a few minutes the offer had his name on the 
dotted line and the deposit money was in 
the agent's possession. 

Poor business, you say. Wait. 
What the Strategist Did 

THAT night the agent was to deliver the 
car. This man's wife was a fastidious 
woman — and her judgment had weight with 
her husband. The strategist knew this. 

In the course of the day's work with the 
car, it happened that it became fearfully 
muddy. 

He did not clean it. 

That night the agent drove out to the 
owner's home with the car. "There's your 
car," he told the man and his wife; and the 
latter immediately protested. 

"That isn't the car you want." she told 
her husband. "You want a new one. Why, 
I wouldn't ride in that sort of a car. I in- 
sist upon a brand new car." 

Need we here insert the fact that fifteen 
minutes later the strategist tore up the 
$1,450 order and chucked a new order into 
the pocket from which he extracted a match 
to light a big fat cigar. Denoting triumph. 
The Personification of Strategy 
in Salesmanship 

JACK PHILLIPS is the personification of 
strategic salesmanship. 

The incident above is one of dozens that 
have taken place since he seized the main 
chance in St. Louis. Another is one you 
read recently in the TRIANGLE on "The 
Over-Cautious Buyer." 

He is the HUDSON dealer in St. Louis 
and it can be said without reserve that he 
is one of the brightest minds in the retail 
business in this country. He fights with 
Rooseveltian tenacity. Vouching for the 
productivity of that vital essential are his 
strategic selling tactics. "Get the order, 
forget the excuse!" That is a Phillips prin- 
ciple. 

Jack Phillips is an old bicycle man. The 
greatest bicycle selling organization in this 
country is the Mead Cycle Company, Chi- 
cago. Some years ago Mr. Phillips was 
the advertising manager of that concern. 
He gave it the foundation, the selling argu- 
ments, the selling schemes that at that time 
sold 60,000 bicycles a year! — By mail! 

Today the same catalog, the same selling 
plan, are landing the orders — on an in- 
creased advertising appropriation — to the 



Strategy! 

I tune of over 100,000 bicycles a year. 

I When the Mead Cycle Company decided 

I on a foreign invasion Mr. Mead knew there 

I would be a battle royal. So Jack Phillips. 

went to England and laid the foundation 

for that foreign organization which is today 

doing almost as great a business as is being 

done in the United States by the Mead 

people. 

Another Fight— and Victory 

SOME years ago Sears-Roebuck, the gi- 
gantic mail-order house, started to put 
everyone else out of the mail-order bicycle 
business. And they did. 

— Except the Mead Bicycle Company and 
Jack Phillips. 

Mr. Phillips brought the first three Benz 
cars to this country. At that time there 
was only one other Benz in America. It 
was one of the old rope-drive type. Mr. 
Phillips sold his three Benz in a hurry and 
made a profit. He found the Benz factory 
could ship him more cars in a year! 

That ended that. 

Ji Mere Matter of 80 Odd Cars 

IT was sometime later that the Big Family 
acquired this strategist. 

His initial year he personally — himself, 
understand— sold 80 odd HUDSONS. Over 
eighty orders — that's the answer to strate- 
gic salesmanship. And on top of that he 
ran the entire business of the Phillips Auto- 
mobile Company, this in addition to his 
duties as chairman of the Automobile Show 
Committee of the St. Louis Dealers' Trade 
Association. 

Some going, you say. 

Right. 

Now then — the secret of Jack Phillips' 
marvelous selling record lies in the fact 
that he works his brain like the 20th Cen- 
tury Limited when he is selling a man. He 
finds every point of attack. He locates a 
man's like and dislike instantly. While 
there is a single point left on which to hang 
an order, he is there. He hunts out the 
lines of easiest resistance on which to sell 
a man. 

Like the recent story in the TRIANGLE. 
He found he could sell the prospect quick- 
est by selling his enthusiastic son. He did 



it. And automatically the order came in, 
just as he had strategically planned it. 

These are but a few of dozens of in- 
stances where he put orders across in the 
face of resistance that stumped other St. 
Louis dealers. 

He Has Lifted Himself AboVe 
Competition 

JACK PHILLIPS is recognized in St. 
Louis automobile circles as the livest 
dealer in that city. He is actually the au- 
thority on automobiles there. He typifies 
the HUDSON situation in most cities in 
America. 

His office of authority has lifted him way 
above competition. 

That may be viewed as another bit of 
strategy, for the only other car of exactly 
the same price as the HUDSON is built in 
St. Louis, where Jack Phillips, the fighter, 
reigns. 

A man of such caliber, you may well be- 
lieve, gives the type of service to his owners 
that fits his position in St. Louis motordom. 

Jack, your presence in the Big Family, 
knowledge of your selling strategy is worth 
a lot of money to every man of us. And wc 
know it is to you. 

May the filled-out dotted lines double in 
number with every year. Jack, the glad- 
hand. 



SELLING POINTS THAT 
WON MY ORDER 

Written by Owners of the New Self- 
Starttnff Hudson "33" 

"What points are responsible for your 
buying a HUDSON?' was asked of 
owners. A letter was sent them, so the 
TRIANGLE could present you with the 
salient points that clinched sales. In 
these letters owners sum up their rea- 
sons for buying. Knowing WHY they 
bought enables you to forcibly present 
selling arguments that are proved order- 
getters. From time to time these letters 
will be reproduced in the TRIANGLE. 



BY M. E. TAIT, 
Detroit, Mich. 

A FTER a careful investigation of the better 
" make of cars offered for sale in this city, 
both from a technical and commercial point 
of view, I decided to purchase a New Self- 
Starting HUDSON "33," because, in my opin- 
ion, it is superior to any other that is selling 
up to as high as $2,500 and is several years 
in advance of any other make. 

First, because of its simplicity and less num- 
ber of parts. Second, because it is almost 
noiseless and without vibration, which shows 
its mechanical perfection. Third, because it 
is beautiful in design, well balanced, and the 
easiest riding car 1 have ever ridden in. 

1 have now driven the car about 3.000 miles, 
and I am more convinced than ever that the 
HUDSON "33" is without a peer, as it has 
far surpassed my expectations. 

BY DR. C. K. SMITH, 
Kankakee, III. 

A FTER driving several makes of cars for 
" ten years, and carefully watching the 
strides made in the automobile industry, I 
found a masterpiece by Howard E. Coffin, a 
machine with a very quiet and extremely flex- 
ible motor of excellent design, a car of mod- 
erate weight, one with several hundred fewer 
moving parts, and a factory and organization 
behind same that is second to none. 

Digitized by VjOOQ LC 
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New York, Jan. 12. — New York's twelfth annual au- 
tomobile show — the last that will be held in the famous 
Madison Square Garden — goes down in history as a new 
triumph for the New Self-Starting HUDSON "33." 

Commencing last Saturday, it will have been brought 
to a close when this number of the TRIANGLE is in the 
hands of the Big Family. 

Despite the fact that the show did not open until 8:15 
last Saturday night, the first HUDSON prospect — who evi- 
dently got into the Garden through the rear doors where 
the cars were being brought in — asked for a demonstra- 
tion at 3:31 p. m. This was just seven minutes from the 
time that Jean Bemb, in charge of setting up the exhibit, 
took the cloth coverings from the cars. 

First Order Within An Hour 

Within an hour of the time of the opening of the show 
the first order for the New Self-Starting HUDSON "33" 
had been placed. Between that time and the closing of 
the show at 11 p. m., the first night, a number of other 
orders were booked for the New Self-Starting HUDSON 
"33." 

Sunday, Jan. 7, Madison Square Garden was closed. 

Then on Monday things opened up anew. Gradually 
the interest excited by the first few days of the show began 
to show its cumulative effect in the orders and by Wed- 
nesday it was a certainty that last year's record for orders 
at the show was going to be outstripped. 

Record Already Shattered 

By Friday, as this story is being written, the returns 
show that a new record for show sales for the HUDSON 



is a certainty, for orders are ahead of last year at the show. 

The New York show has the same national bearing on 
HUDSON sales that New England political elections have 
in forecasting national election results. Somehow New- 
England results have always forecasted national results. 

The same fact is true in connection with the New York 
show and HUDSON sales. 

It was a HUDSON week at the show. Granting that 
what "takes" New York is always a success in other sec- 
tions of the country, then the measure of success that will 
attend your selling efforts during the coming months will 
be large under capable handling. 

White Chassis Crips Interest 

The focal point at Madison Square Gardens towards 
which interest of prospective purchasers of automobiles 
turned when they reached the vicinity of the HUDSON 
exhibit on the main floor was the beautiful snow-white 
chassis with the self-starter mounted on the glass dash. 

It was on the main aisle and the fourth exhibit from 
the main entrance, so the car had ideal staging. It was 
the best position the HUDSON had ever had at the great 
New York automobile show. 

It was the most ideal position that has ever been se- 
cured by any car designed by Howard E. Coffin and at- 
tracted greater interest than his other cars — a fact that 
echoes the advertised statement that Mr. Coffin's greatest 
car is the New Self-Starting HUDSON "33." 

All in all the New York show was a huge success for 
the HUDSON. "Coming events cast their shadows be- 
fore." 1912 is due to be as huge a HUDSON success in 
ORDERS as was the memorable New York automobile 
show. 



Thousands of Newspaper Stories Show Hudson y s Growing Popularity 



NEWSPAPER interest that has settled 
itself about the New Self-Starting 
HUDSON "33" is little short of as- 
tonishing. 

It is reflected in the large numbers of clip- 
pings of articles that automobile editors the 
country over, are utilizing in their newspapers, 
trade papers and farm publications. 

The writer was formerly a member of the 
organization of a large advertising agency. 
Every article that appeared in newspapers and 



magazines of the United States containing the 
word "advertising" was received in this adver- 
tising agency by its clipping bureau. 

For the past several weeks the HUDSON 
Motor Car Company has been daily receiving 
more newspaper clippings regarding the HUD- 
SON'S interest than were received daily in 
the Chicago advertising agency regarding "ad- 
vertising" 

That is the fame this product has achieved. 
It is inspiring to any distributor, dealer and 
salesman to know that the goods he sells are 



probably more famous among those in the 
marekt for such goods than the product sold 
by those he must compete against. 

That is the story told by the large bulky 
envelopes of clippings that are daily received 
at the factory. They tell HUDSON fame— 
and it breeds confidence in the breast of every 
member of the Big Family, because of the 
fact that he is selling a famous product. 

For the bulkiness of the daily clipping en- 
velope is the barometer of the HUDSON'S 
fame. 



The Most Important Thing: Get The Order ! 
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| Twin Peaks. When he comes back he is 
I usually willing to write out his check for the 

car. He is convinced that so far as hills arc 
> concerned, he need have no fears about the 

Hudson getting him there. 

Up the Mountain Side 

THE accompanying photograph illustrates 
* one of the demonstrtions. The man at 
the wheel is R. E. Hollaway, of Mr. Chap- 
man's staff. The early part of the climb was 
made on the second speed. Within 150 feet 
of the summit, however, the road ends, and 
there is a straight shoot up the side of the 
mountain to the apex. 

That the Hudson had ample power was dem- 
onstrated by the fact that it was stopped in 
the middle of the run while photographs were 
taken. The surface is of soft dirt and rocks 
and it was difficult to secure traction, the 
powerful motor spinning the wheels freely. 
Once they took hold, however, it was a steady 
pull to the top. 
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dies him into the demonstrate 
car and sends him awav to the i 



STARTS NEW YEAR WITH 171 
LIVE PROSPECTS 

THE very first essential asset of a suc- 
cessful selling organization is the pros- 
pect list. 
Leroy Leigh ton, the Worcester, Mass.. 
HUDSON dealer, one of the most energetic 
members of the Big Family, and one who is 
at present doing a rattling good business, 
started the New Year with 171 red-hot pros- 
pects, a number of whom by the time this 
Triangle is being read have become owners 
of the New Self-Starting Hudson "33." Mr. 
Leighton has an elegant showroom and he is 
one of the youngest members of the Big Fam- 
ily, for he is 22 years old. 



LET THE NEXT PROSPECT 



read this letter Selling Ideas By oamuel o. loback 



AN encyclopedia would scarcely hold all 
the good words that HUDSON owners 
have to say about the New Self-Start- 
ing HUDSON "30." The weekly TRI- 
ANGLE would have to be very large size to 
hold them all. Consequently the TRI- 
ANGLE can print good letters like that below 
only occasionally. Show the next prospect 
this, written to Mr. W. W. Carpenter of the 
Stratton & Woodcock Auto Company, HUD- 
SON dealers at Grand Rapids, Mich. : 

"Dear Friend Carpenter: — I hear you landed right 
side up, from your trip north in the Mud. I will 
admit you are some enthusiast over the Hudson "33" 
but I have one which will discount your record, 
I am sure, and I believe it good. Just to let you 
know, not only a Mechanic, but a Traveling Man, 
and for Pharmaceuticals, at that has driven his 
HUDSON "33" over 4300 miles this year, and never 
had a miss. I stored my car last week for the 
Winter, and this record I would be willing to gamble 
"which I seldom do" has not been equaled with any 
make of car driven in or out of Detroit this year. 
I am well pleased with my "33." As I have had ex- 
perience with other cars, this is why I appreciate it 
the more. Of all the good points they told me of the 
"33" before 1 bought, I divided bv "2" but I could 
have multiplied them by "2" had I known the "33," 
and if anybody seems skeptical send them to me, 
and I will give them proof enough to satisfy any 
ordinary American Citizen, in a Nutshell. ''She's 
great," she's fine, and I honestly believe the best 
car sold under $2,500. When I go north again the 
"H" takes me. — C. E. Jamieson, Grand Rapids, 
Mich. 

THE FACTORY AWAITS MR. 
FTGGE'S VISIT 

HERE is a recent letter from F. A. Figure, 
the hustling HUDSON dealer at Os- 
sian, Iowa. The factory end of the 
Big Family looks forward to Mr. Figge's 
visit with pleasure. Read his letter : 

*'**** and thank you very much. We 
certainly appreciate this way of doing business and 
hope that we may be able to convince and show 
the people that the Self-Starting HUDSON "33" is 
the only car for the money. I am coming in to the 
factory this winter to see how these wonderful 
machines are turned out, so that I may convince 
the prospects that these cars are made by fine 
mechanics and machinery of the best that money 
fan get. 



GENERAL MANAGER SAMUEL S. 
TOBACK of the A. Elliott Ranney 
Company, the New York distributors 
or the Hudson who sell more cars than 
some factories build, is a great salesman him- 
self. And from time to time he transmits to 
his men the good selling ideas that occur to 
him. As an example is a typewritten letter he 
sent the other morning to the entire organi- 
zation. 

The TRIANGLE reproduces this letter be- 
cause it will suggest some great ideas that can 
be used in your business, too. Make sure every 
man in your organization gathers these good 
points. Here is Mr. Toback's letter to his 
men: 

"When calling upon prospects and in talking to 
them at the salesroom, it is wise to bear in mind 
the following suggestions to be used in conjunc- 
tion with any number of others you have been 
accustomed to advancing in endeavoring to obtain 
an order for the sale of a Hudson Car. 

"1. Call attention to the fact that this car has 
been sold to many very prominent engineers, finan- 
ciers, and to other gentlemen who have from time to 
time owned some of the highest priced cars, both 

of European and American make. 



2. Should the prospect show an interest in this 
. statement, show him the testimonials we have from a 
j number of these gentlemen, which you will find on 
; Mr. Wegman's desk. 

"3. Ask the prospect's address and offer him the 
names of Hudson owners in his immediate neighbor- 
hood whom they can call on and inquire about the 
car. This list you can obtain from a book of names 
especially prepared for that purpose, arranged alpha- 
betically under the name of the street, town or city 
1 in which the prospect resides. 

"4. Call attention to the Service Department 
; which we maintain at considerable expense. Take 
him to the stock room if necessary. 

"5. Explain to him that it is our custom in every 
' case on the delivery of a new car to request the pur- 
chaser to bring his car back to us after 1000 miles 
of service, for our examination and inspection, and 
that we go over the car to be sure that no bolts have 
become loose, take out all noi«es and squeaks which 
1 may have appeared, without charge. 

"6. Explain in each case our system of each sales- 
man being compelled to communicate with every owner 
at least once a month and report the result of such 
communication to the management, therebv demon- 
strating the fact that The A. Elliott Ranney Com- 
pany are as much interested in every Hudson owner 
after the sale, as prior thereto, as it is our intention 
J that Hudson owners shall at all times receive the best 
possible service out of Hudson cars, new or old." 



The Hardest Prospect 
I Ever Sold 

EVERY man who sells the New Self- 
Starting Hudson "33" at some time in 
his selling career has battled hard for 
the order and got away with it. 
Wouldn't it be mighty interesting for every 
one of us to get together and tell the stories 
of the "hardest prospect I ever sold," how he 
was sold, the selling talk that swung him 
over the line, the subtle idea that helped get 
the order and all the interesting and valuable 
information of how that order was landed? 
Wouldn't that be an interesting meeting, if, 
one after another, we told stories of "the 
hardest prospect I ever sold"? 
2 



There is no better opportunity offered than 
the TRTANGLE. So beginning at once the 
TRIANGLE is going to establish an editorial 
department with the title that heads this ar- 
ticle. 

In your article on the "hardest prospect I 
ever sold," give some of the actual conversa- 
tion that took place between you and the 
prospect. Tell the points that got him inter- 
ested, how you closed him and everything of 
interest and value connected with the sale. 

Your experience will be of interest and as- 
sistance to every other man in the Big Family 
and their knowledge will be valuable to you. 

Tear out this article as a reminder and mail 
your article today for an early number of the 

TRIAN & L giizedbyGOO<5 
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The Irritable Buyer 

By M. E. REDPATH 

The Motor Import Company of Canada, Limited. Montreal 



1KNEW my man before I went to see him 
and so I was, as 1 thought, well prepared 
to tackle him. He had seen the car at 
the show, and, as far as I could see, was 
ready to buy. I dropped in to see him at his 
office, and began to give him a little resume 
of the details of the car, and the qualities 
that would, I thought, most appeal to him. 
He was very irritable most of the time, and 
when I mentioned to him that the car was de- 
signed by one of Americas leading engineers 
he turned around and said that he didn't care 
a hang who designed the car, he wanted it 
on its own merits and not on those of the 
man who designed it. 

I dropped that line of talk right there, and 
began to tell him more about the car. I told 
him that it would do as much and more than 
fifty per cent, of any other car built, in the 
same class. 

"On what points do you claim the superiority 
of your car over the others?" he asked. 

Good Answer! 

4k CIRST, it is a simple car," I replied, "there 
* are no more parts or frills put on that 
car than are absolutely necessary to build it." 
"I suppose," he said, "that by lessening the 
number of parts it is cheaper to build, and 
then the factory makes a corresponding gain, 
but you can't come in here and make me be- 
lieve that the car is just as reliable." 

I said, "Why not? They don't use a fan in 
front of the engine because they can put it 
in the flywheel, where it does exactly the same 
work, and a flywheel is an indispensible part 
of the engine anyway, so why not make it 
do as much work as it can? Thus they save 
a fan with its belts or gears and all the noise 
connected with it." 

Batfis Beauty 

TPHEN I pointed out the beautiful appear- 
* ance of the car. I said it looked high- 
grade from start to finish. He had to agree 
with me there, although it was little more 
than a grunt. 

"How much will you give me for my old 
car, if I buy a new one from you?" he asked. 

"Not one cent," I replied; "we sell cars, 
but we don't buy them. I will give you a 
Hudson at the regular price, plus freight, and 
you are getting it very very cheap at that." 

Agrees to Sell It for Him 

I SHALL be very glad to take your old car 
1 and clean it up, and put it in our showroom 
to sell for you, if you will let me know about 
how much you want for it." 

He looked at me with a cold glitter in his 
eye and remarked, "Well, that is what I call 
highway robbery, but I suppose I might as 
well let you take the money as anybody, and 
your car is pretty much what I want." Then 
came the exciting moment when he pulled out 
his check book with a vicious bang. "How 
much do you want now — $200?" 

"No, sir," I replied. "I want the full 
price." 

Would Make a Deposit Only 

4 *DUT T thought you only wanted a deposit. 

*-* I wanted to use the car for a week or so, 
until I was satisfied with it." 

I replied that he would be satisfied with 10 
minutes of ownership, or else he would not 
want the car at all. He hesitated for a few 
minutes, then scratched away with his pen 
and threw a check at me. 

"I will send a man round this afternoon, 
and he can get the car," he said. 

And I thanked him with my sweetest smile 
and bowed myself out. As I was going 
through the door I turned round for one last 



glimpse of him and, needless to say, he still 
wore a frown that would have made even an 
Eskimo shiver. 

And Now He Boosts ! 

OUT the best part of it is that now he brags 
" about his car to all his friends, and says 
that it is the equal of any, $5000 car he ever 
owned. 

But to us he is still growling. But we have 
grown to like this growling, especially as only 
the other day he told his chauffeur that he 
intended to get a "33" Runabout for 1912, in 
addition to his present car. 

It would be impossible for me to state ex- 
actly how I won his order, but my own im- 
pression is that he did it himself, having al- 
ready made up his mind to get it. 

For I let him do most of the talking and 
pretty nearly all the argument, and, for all his 
growling he is one of our most satisfied cus- 
tomers. 
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Your Prospects the Big 

Family's Guests at the 

\v Chicago Show j 

HERE is a great idea that will help sell 
cars for you. 
No doubt some of your prospects will 
be in Chicago for the Coliseum automobile 
show, January 27 to February 3. A number 
of them will probably go to Chicago for the 
automobile show itself. Lots of prospective 
buyers of cars do that. 

The factory will send them a beautifully 
engraved invitation to attend the HUDSON 
exhibit. 

Enclosed in this number of the TRIANGLE 
is a blank sheet. On this please give the name 
of your prospects and their Chicago hotel 



address. Imagine the impression, when they 
receive an engraved invitation to visit the 
HUDSON exhibit. When they visit the ex- 
hibit the factory will take them in hand. 

So that the advertising department at the 
factory will know how many engraved invita- 
tions to order, send in your list of prospects 
today — by return mail. Please do not let a 
moment's delay interfere with your reaping 
this extra advantage. Mail the enclosed blank 
now. 

GOOD INFORMATION ON 
WINTER OIL 

i HE factory has made some exhaustive 
tests and experiments with No. 1 Win- 
ter Crank Case Oil for the lubrication 
of transmissions and rear axles during the 
cold weather months, and found it a very sat- 
isfactory oil for this purpose. 

The factory is now using it and wishes to 
recommend that you adopt it for winter use. 
During the warm weather the No. 1 Crank 
Case Oil is considered standard. 



HOW ONE HUDSON SELLS 
ANOTHER 

VERY Hudson we sell, sells another," is 
an expression that is often voiced by 
distributors, dealers and salesmen for 
the HUDSON. 
Oftentimes, however, the sale you make to- 
day may result in even more than one sale a 
month hence. Such was the case with The 
A. Elliott Ranney Company, New York dis- 
tributors, when they sold a car to Benjamin 
Ayres, of Brooklyn. 

The letter tells the story of why it pays 
huge dividends to keep constantly in touch 
with owners. Here is Mr. Ayres' letter: 
"I purchased my HUDSON "S3" last 
June and it gave us perfect and pleasant 
service on a trip through several eastern 
states, over all kinds of roads, a distance of 
over two thousand miles, never being de- 
layed on the road from any cause due to the 
car until some trouble with rear axle mech- 
anism developed within five miles from home 
on our return, but was able to run the car 
after a short stop, and reached home with- 
out other difficulty. 

"Two of my friends who purchased a 
HUDSON '33' through my recommendation 
pic; 



like myself, 
cars." 



are highly pleased with their 



Coupon Brings Brilliant Collection of 

Automobile Show Ideas — No Charge 



44 T T UPSON Cars at the New York 
r™l Show" is, in a nutshell, probably the 

* M most brilliant set of ideas for con- 
ducting an exhibit at an automobile show that 
it is possible to secure anywhere in the United 
States. 

Encyclopedias of automobile show experi- 
ences are boiled down into the article. To get 
that experience — on which the HUDSON ar- 
rangements for its New York and Chicago 
automobile show exhibits are based — is worth 
a good many dollars. It cost years of hard 
mental "digging." 

Illustrating the comprehensiveness of these 
show ideas — that can make your exhibit at 



your show stick out from its surroundings and 
increase its orders — is the fact that this col- 
lection takes up the best method of selling cars 
at an event of this kind. It tells how the 
salesman should approach the prospect, how to 
discuss the chassis to best advantage, how to 
leave an indelible impression on his mind and 
a myriad of other fine points that it is valuable 
to know. 

In a recent issue of the TRIANGLE this 
article was printed. We have had it reprinted 
separately and your copies of it are waiting 
your order for them. There is no charge for 
this article. Use the coupon and mail it to- 
day, so to get copies by return mail. 



Send the Coupon by Return Mail Today— Your Copies are Awaiting this Order 
MAIL THIS COUPON TODAY 



Hudson Motor Car Company, 
Detroit, Mich. 

Gentlemen : Send me Copies of the reprint "Hudson Cars at the New 

York Show " by return mail. 



Name. 



Address. 



Company Name. 
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Google 



The Open Forum of Selling Discussion 

Jk T Frequent Intervals This Department Will Appear in the TRIANGLE. It is For Every Man Who Sells HUDSON Cars 

£\ to Discuss His Ideas and the Ideas of Other Men — To Thrash Out Important Questions in Connection With the 

** Mighty Problem of "How to Get The Order." Right Here You Can Express Your Ideas Prominently— You Can 

Constructively Criticize Other Men's Selling Ideas. Always Tell Why You Think a Man's Ideas Are Wrong, So If You Are 

Right He Can Remedy Them. That is Constructive Criticism. 

Your Problem Has Been Solved Somewhere in the Big Family by Someone. He Will Tell You the Remedy in "The 
Open Forum of Selling Discussion." If You Have Some Good Ideas on Selling Give Us All the Benefit. And the Hundreds 
upon Hundreds of Other Members of the Big Family Will Give You the Benefit of Their Ideas That Got the Orders. 

Good Plan, Isn't It? Write Your Ideas, Your Constructive Criticisms, Your Suggestions to the TRIANGLE to-day. 
They Will Be Featured Prominently. 



Sales Department, Alsop Motor 
Company, Richmond, Va. 

By Coleman Cutchins. 

AN automobile salesman has to be an 
unusually good judge of human nature, 
as we frequently overwork sales, and 
then again we do not work them 
enough. Doubtless this condition pervails 
throughout the country in general. 

I had the pleasure of selling a physician 
on the Eastern Shore about ten days ago.. I 
arrived in the town on the same date that the 
Medical Society of this section of the coun- 
try was holding its annual convention. 

I had no sooner gotten into the hotel when 
I saw a Doctor who was a Hudson owner. 

I immediately went over to him, and wel- 
comed him, and told him that my car was in 
town, and I wanted the pleasure of taking 
him out for a ride. 

He insisted that I should not do this as I 
was looking for business, and that he had the 
best Hudson car in the world. 

As every available room in the hotel was 
soon occupied by the incoming physicians, 
those who came in after this were forced to 
double up where possible, and the physician 
who had to double up with the Hudson 
owner, whom I have spoken of, was a pros- 
pective buyer. 

Came to Suy a Car 

WT E had told that he had come to the con 
** vention principally to buy a F car. 



As soon as the cat was let out of the bag 
you can imagine what this Hudson owner 
had to say. He talked Hudson all night in 
his sleep, and the next morning at breakfast 
he looked me up. 

In my first experience selling automobiles 
good salesmanship principally meant a good 
liar, but in selling the Hudson "33" the situ- 
ation is reversed. 

Taflfcj Along Ordinary Lines 

I dwelt along the ordinary lines, self -starting, 
big tires, plenty of room, strongly built, 
and beautiful lines. The Doctor who owned 
a Hudson came in with his attack at this 
time, and told this Doctor (who was a coun- 
try physician), that in running a Hudson 
car, or any car, on the nasty days, the big 
mud holes were places where the car was 
most likely to be stalled, it would be such a 
simple matter to turn the little crank on the 
dash on the Self -starting Hudson "33" and 
you would be gone. With the other style you 
would be full of mud, and hesitating to call 
on a patient when you arrived at their home. 
Many other features this Hudson owner 
brought out, and with his assistance I finally 
secured the Doctor's order. 

"Why Did You Buy This Car?" 

ON a little cross country run I asked him 
what made him change his mind so 
quickly from a six hundred car to a sixteen 



hundred dollar car, and why did he prefer 
a HUDSON? 

His answer was, "Well, there is everything 
in favor of the Hudson, while there is 
nothing in favor of the car which I first in- 
tended purchasing. Your Hudson seems 
to be heavy enough, but not too heavy. 

"I noticed you this morning when your 
engine was cold, in fact too cold to vaporize 
gasoline, that you had no trouble at all in 
running your motor for at least a minute on 
the prestolite gas. With these features, and 
what Dr. Riddick has had to say to me, and 
lastly for this reason I decided to buy a Hud- 
son car, because it was a HUDSON!/ 

A GREAT SELLING IDEA 

A WHOLESALE grocery salesman trav- 
els the territory which belongs to the 
Harmon Auto Company, Portland, Me., 
HUDSON dealers. He is a HUDSON 
owner and uses his car for many of his trips. 
In many towns he learns of prospective pur- 
chasers of automobiles and tips them off to 
Manager Chandler, who gets out after the 
order. 

"From my conversation with the Harmon 
Auto Company officials," says Eastern Dis- 
trict Sales Manager C. M. Babbitt, "it would 
seem that this system has landed six or eight 
orders for the company. Of course, when 
the order is landed the grocery salesman gets 
a commission." 



Rules for Automobile Salesmen 

ONE of the principal advertising houses 
in the country has issued instructions 
to its salesmen that fit so aptly that 
they are here given to readers of the 
Triangle: 

Get business. 

Don't promise unless you can make good. Aim 
to feel after each interview that you have won a 
friend, regardless of the business outcome. 

Never attempt to coerce. We don't mind, but it 
is bad business. 

Don't persist, if persistence Is your last chance 
for closing. 

Enemies are easy to make, although nearly every 
one Is willing to be your friend. 

A turn-down leaves a prospect for future con- 
sideration; a dissatlslicd man Is harmful. 

Be on the spot at every move; the other fellow 
will always be there. 

Don't decry competitors. Some day you may ask 
them for a job. 

Failure Is the best test of a strong man and suc- 
cess often falls in unexpected quarters. It Is not 
always the big man who gracefully fits into a 
ready-made Job. Bigger than he is the man who 
conquers the obstacles of the difficult proposition, 
no matter what its proportions. 
j A little talk suggests; much talk confuses. 
, The best solicitor is the man who can make the 
other fellow talk. 

Don't tell what you want to tell, but what the 
other man wants to hear. 

i People act as the result of impressions. Make 
everything you say — every action, an added force 
in creating the Impression that the man should 
buy your goods. 

i Be courteous. Be thoughtful. But don't exhibit ; 
an over-anxiety to get the order. 

Don't cut prices. Every time you do so you are : 
stamped as irresponsible and your truthfulness is ' 
forever questioned by to whom you made the con- 
cession. 

But get the business! 



ait Year- 1911 — Wasn't 



EXICO ditched Diaz; Manuel of Portugal got too gay and lost 
his happy home; "Doc" Cook went over to Copenhagen to get 
vindicated and got rotten-egged; the Dagos made the Turks 
let them set their banana stands up in Tripoli; and we only 
received some 2000 more orders for the HUDSON "33" than we could fill 
These are some of the "world wide" things that happened. 
Most every one had a few personally selected ones handed him. 
Our "young hopeful" had measles, pink eye, a surgical operation and 
the scarlet fever. Pretty good record for a four -year -old! 
Mother and father recovered from each attack nicely. 
Mother didn't get a new parlor rug because the doctor had to be paid. 
Father had a few troubles of his own — hair restorer advertisers are all fakes 
and the tailors are robbers for "V" shaped inserts in the back of last year's 
trousers. 

Did you have anything "handed" you during 1911? 
You did! 

Well let's forget them! 
Is it a bargain? 

All right; what do you say to jumping in and making 1912 the biggest, 
grandest, gloriest, happiest, busiest and goodliest twelve months that this 
old world has ever seen? 

Apologies to Hugh MeVey. 
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How to Increase 

Salesmen 9 s Efficiency 



THE printing press and the U. S. mail 
has made it possible to multiply the 
selling efficiency of every salesman. 
No man can personally interview all 
the prospective buyers in his territory. He 
cannot know all the people who might buy 
his goods. Advertising and letters bring 
buyers and salesmen together. 

The advertising and circular letter per- 
forms much of the service that otherwise 
would have to be taken care of in an inter- 
view. 

In this manner the salesman can reach out 
into broader fields and bring more people 
into his store. He can interest more persons 
in his product and that is the value of cir- 
cular letters. 

Every person who enters your store does 
so at a certain cost to you. Every man that 
you interview costs you a certain amount of 
money. If you would take your total ex- 



penses for any month and divide it by the 
number of prospective buyers who come into 
your store or whom you see outside, you 
would then appreciate how much each indi- 
vidual prospect costs. 

The Net of Circular Letters 

¥ F your monthly expenditure is $200 and 
* you talk to but fifty prospects in that 
time, it has cost you $1.00 to awaken the 
amount of interest those fifty persons have 
shown in the goods you have to sell. 

You can reduce this cost per prospect and 
increase your sales in the total by increasing 
the number of prospects to whom you talk. 
Adding men might help but that is costly. 
The selling argument which interests one man 
in a HUDSON car under similar conditions 
should interest a hundred men of the same 
character. 

Where you could talk to one man, you 
could not at the same time talk to one hun- 



dred men, but you can do so by using cir- 
cular letters. 

Use Plenty of Letter* 

EVERY automobile dealer should use a 
*** great many circular letters. They should 
be sent out at frequent intervals. They should 
also go into the mail at one time. That is, 
if you have a letter that presents a convincing 
argument and you have 500 names on your 
mailing list, you should send the letter to all 
of the 500 addresses at one time and not as 
many dealers do» send a few letters each day 
until the entire lot is sent out. 

The dealer should regard these names on 
his mailing list just as he would the people 
if they went into his store. He could not 
neglect them. He could not lose the oppor- 
tunity of telling them about the HUDSON. 
He should not fail to give them the HUD- 
SON arguments by letter whenever he has 
an argument to advance. 

The factory wants to help HUDSON 
dealers establish effective mail-drumming 
departments. All the resources of the organiz- 
ation are at your service. If you will tell 
the advertising department just how you 
handle your letters and now many names you 
have, it will help it to be of real value to 
you. 



Hudfton Exhibit at New York and ChlrMan Sk 



Digitized by 



Google 



THE HUDSON TRIANGLE 



Vloe- Prudent E. II. KROADWEIX and the 
Pnclflc Occun-Thelr First Meeting. 

Vice-President E. H. Broadwell paid his first 
visit to the Pacific Coast some time ago and 
was royally received by Hudson dealers. His 
first introduction to the Pacific Ocean is 
chronicled here by this photograph. He found 
HUDSON business booming under the stim- 
ulus of mighty Western enthusiasm. 



The HUDSON "33" Self-Startcr is the talk of 
the town. 

A party came to me a few days ago and said, 
"What will you take for your agency proposition?" 
I said, "Nothing doing." 

If I can get a prospective customer out for a 
ride and let him get to the wheel, 9 out of 10 
he will keep it when we get back. 

All the HUDSONS are working fine. 
Respectfully yours, 

W. E. SHACKLEFORD. 
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i4n Interesting Story 

AN article that is extraordinarily interest- 
ing appeared in New York papers and 
newspapers in many different sections 
of the country, which conclusively proved the 
safety of acetylene to the satisfaction of all 
motoring authorities. 

The story is well worth while showing your 
prospects to demonstrate the absolute safety 
of the HUDSON self-starter. 

The cuts above are self-explanatory. One 
is the letter that Paul Legget wrote to Gen- 
eral Manager Samuel S. Toback. of The A. 
Elliott Ranney Company. Mr. Toback for- 
warded the letter to the factory and a cut of 
it is shown above, alongside of the news 
story that resulted from the letter. 

This, in addition to other news stories that 
have been printed in many papers, is good 
evidence for you to show to prospects. It 
absolutely proves its point. When the matter 
is brought up this is the way to handle it: 

Get out this copy of the TRIANGLE. 
Then call the prospect's attention to the news- 
paper clipping first. After he has read the 



RUNS WI THOUT G ASOLINE. 

Motorist Uses Acetylene to Furnish 
Power for "Car. 

Paul Legget of Nyack made a discovery 
last week that is of interest to every mo- 
torist who has been "up against it" after 
he has exhausted his gasoline Supply miles 
from a garage. Mr. Legget has found the 
acetylene gas, while not nearly as power- 
ful as gasoline, is equally efficient in 
operating a car. This discovery saved 
him from being stalled miles from a gar- 
age and constitutes a Kood tiD to the 
country's motorists. 

He was driving from Nyack, N. Y., to 
Chatham. N. Y.— a distance of 126 miles. 
White between Kingston and Catskill. on 
the west bank of the Hudson River, he 
ran out of gasoline several miles from the 
nearest place where any could be .secured. 
As tli«?re were no telephones any nearer 
than the gasoline, he started the car with 
the self-starter and left the gas irom the 
acetylene tank on the dashboard of the 
tar turned on about one-third the way 
around. Then he ran several miles up 
and down hill, using only acetylene gas 
for power until he arrived near a church 
which carried the only supply of gasoline 
ui that vicinity He made the run of 
TJS miles in four and one-"half hours. 
which included time spent on two ferries 
at Vthineeliff and Rondout and one-half 
in hour waiting for one of the ferries. 

Recently in Detroit, automobile engi 
nac.'s pronounced aoetylene too weak a 
cumoustible to compete with gasoline .as 
a souiw ot engine power, Mr. Legget's 
performance to the contrary notwith- 
standing. 



news story, then show the letter sent by Paul 
Legget to Mr. Toback commenting upon the 
experience. It is such conclusive reasoning 
that no intelligent man can override the facts. 
This and other articles of like interest and 
importance have been printed in newspapers 
in all sections of the United States with ex- 
cellent results toward overcoming the un- 
founded canards that have been sprung by 
competition that will not add the latest equip- 
ment to their cars. 
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automobile licenses — and the names of new 
owners of cars. There are many of these 
new owners who I never knew about. How 
can I know every prospect in my territory— 
every man who has the money to get a car." 
Where There's a Way There's a Will 

LJ;S situation was almost as difficult as that 
1 * of the concern that would like to have 
the names of every prospect for their goods 
in the United States. 

Vet there is a way to get the name of even 
prospect in your territory! 

All public records are constantly open for 
inspection. 

That allows you to get to the county or citv 
tax lists. 

Those tax lists will give you the name of 
every man and woman in your territory who 
has sufficient means to own an automobile. 
Extract those names that show sufficient 
means and circularise them regularly. Then, 
when the buying point is reached, the pros- 
pect has accumulated plenty of HUDSON 
interest to bring him into vour showroom for 
a talk. 

Do It Today 
IT will be necessary to get the personal tax 
1 lists as well as the property tax lists. This 
will give you complete information and pre- 
clude the possibility of seeing records of new 
owners of cars whom you never had a chance 
to sell. 

Send to-day — right now w*hile you have a 
moment or two — to the county or city offices 
for the tax lists. Usually these can be had in 
printed form, which automatically gives you 
a mailing list. 



WON BET WITH A HUDSON "33" 

By ROWLAND HOFFMAN 

HAROLD G. GRAY, an active member 
of the H. B. Gray Garage Company, 
Fort Plain, New York, recently won a 
bet with a HUDSON "33." 

A prospective buyer entered the salesroom 
of the H. B. Gray Company and at once no- 
ticed the HUDSON "33 with the self-starter. 
Mr. Gray who is always on the job, so to 
speak, asked the buyer what he thought of the 
HUDSON. In reply many favorable things 
were spoken. 

The country roads in the Mohawk Valley, 
especially this time of year, are among the 
worst to be found. Many cars that have at- 
tempted this run failed. 

The buyer who lives twelve miles out in 
the country, good-naturedly bet a turkey din- 
ner that Mr. Gray could not make the run to 
his home within two hours on account of the 
bad condition of the roads. 

Mr. Gray at once started out with the HUD- 
SON "33.' After plowing through mud up to 
the axle he made the run in just one hour. 

Mr. Gray not only won the bet but received 
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THE HUDSON TRIANGLE 



A Clearing House of Order - 

Getting Ideas in Your 

Show Room 

SOME famous authority once said that the 
seat of all knowledge lies in a man's 
power to remember what he has learned. 
If you will reflect, you'll say it's true. 

There are many excellent selling ideas in 
each week's TRIANGLE. A live Western 
dealer realized the need for having these 
accumulated ideas at his finger tips and sug- 
gested the TRIANGLE file— a file in which 
each week's issue of the TRIANGLE could 
be placed for instant reference. 

So the factory went to work and created a 
handsome morocco-bound file. It is a loose- 




MAIL THIS COUPON TODAY. 



Hudion Motor Car Co., 

Detroit. Mich. 
Send me the morocco-bound HUDSON TRI- 
ANGLE file, with my name engraved in gold 
on the cover, the total cost being $2.25. This 
is to be charged to my account. 



Dealer's Name 
Address 



ft 
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Your Prospects the Big 
Family's Guests at the 
^ Chicago Show 



J 



HERE is a great idea that will help sell 
cars for you. 
No doubt some of your prospects will 
be in Chicago for the Coliseum automobile 
show, January 27 to February 3. A number 
of them will probably go to Chicago for the 
automobile show itself. Lots of prospective 
buyers of cars do that. 

The factory will send them a beautifully 
engraved invitation to attend the HUDSON 
exhibit 

Enclosed in this number of the TRIANGLE 
is a blank sheet. On this please give the name 
of your prospects and their Chicago hotel 
address. Imagine the impression, when they 
receive an engraved invitation to visit the 
HUDSON exhibit. When they visit the ex- 
hibit the factory will take them in hand. 

So that the advertising department at the . 
factory will know how many engraved invita- 
tions to order, send in your list of prospects ' 
today — by return mail. Please do not let a I 
moment's delay interfere with your reaping ' 
this extra advantage. Mail the enclosed blank I 
now. i 



leaf file and each week a separate copy of the 
TRIANGLE, with holes already punched in 
the left hand margin, will be sent you for 
your file. 

Then each month an index, which is to be 
inserted also, will be mailed you from the 
factory- 

Thus you have a clearing-house of every 
idea developed in the entire Big HUDSON 
Family right in your own showroom! 

This handsome file is nine and one-half 
inches wide and twelve and one-half inches 
long. Beautifully engraved in gold letters is 
the distributor's or dealer's name — your name. 
In the cut accompanying is shown the file 
with the gold-lettered words "THE HUD- 
SON TRIANGLE." It makes a beautiful, 
handy reference book and is a mighty aid in 
selling. 

Actual cost of getting up each file is $2.25, 
which is the only cost to HUDSON distrib- 
utors and dealers, the remaining expense of 
clerical work, etc., being shouldered by the 
factory. While you have a moment to spare, 
order your file to-day — then you'll have every 
order-getting idea of the Big Family where 
you can lay your hands on it at a moment's 
notice — you have a wonderful selling text- 
book for your salesmen. 

One file for your show-room has already 
been finished. We are holding it for your 
order. Sending your order to-day brings it 
by return mail. Mail the coupon to-day. 



TRIMMING THE PRICE CUTTERS 

MANAGER HOLLIDAY, of the Weyth 
Auto & Supply Company, St. Joseph, 
Mo., dealer for the HUDSON, is one 
of the original enemies of price-cutting. A 
certain car that claims rivalry with the HUD- 
SON is slicing fifteen per cent off the retail 
price in St. Joseph. 

Naturally before prospective buyers accept 
the slice they come around to see Mr. Holli- 
day— and therein lies the price-cutter's Water- 
loo in St. Joseph, for be it known, Mr. Holli- 
day is selling HUDSONS right and left to 
folks who have had their confidence partially 
unseated by competition's offer to knock 
ONE-SIXTH off the retail price of the car. 
When Mr. Holliday staunchly sticks for the 
$1,600 price because the HUDSON is actually 
worth it — and because best service is impos- 
sible where the dealer gets a shrunken profit. 
With Mr. Holliday's salesmanship backing up 
that view-point, you can guess the result. 

He is also an adept at selling cars from the 
photographs alone. 

He has inspired the confidence of motor- 
ists of his territory and the* orders are coming 
his way. To every member of the Big Fam- 
ily Mr. Holliday's success should be an inspir- 
ation, because of the fact that it is solid busi- 
ness men like him who comprise the family. 



Winter Endurance Run Will Sell Hudson's 



TELEGRAM. 

We finished our endurance run this after- 
noon. One hundred miles and over each day 
for twenty days. Total mi I eagle 2,064 miles. 
Only two days of Good Roads. Heavy rains 
and New Self-Starting Hudson "33" plowed 
through seas of mud, and without a single ad- 
justment finished with the motor running like 
a clock. Daily Newspaper reports on car 
highly complimentary. 

MAXWELL. MOTOR CAR CO. 

AL. MAXWELL, of the Maxwell 
Motor Car Company, Lawrenceville, 
• Illinois. — the man who put Lawrence- 
ville on the automobile map — wound 
up a successful 2,000-mile endurance run that 
is selling the New Self-Starting Hudson "33" 
for him to-day. 

The Run Started Auspiciously 
You remember A. L. Maxwell is the man 
who last summer hired a mayor as a sales- 
man. 



He got the mayor again, for this endurance 
run. The mayor of Lawrenceville operated 
the self-starter and rode around a few blocks 
with the driver. A representative of a daily 
newspaper made the initial trip with the car 
and the City Clerk of Lawrenceville from day 
to day kept the speedometer under lock and 
key. 

To show what an endurance run will do in 
sales, take the case of the run held by Clar- 
ence Jamieson, Lafayette, Ind., last year. 
Nine direct sales, resulting from the event 
solely, were chalked up to the credit of the 
idea. And equally successful results are cer- 
tain to be recorded in the Lawrenceville terri- 
tory. 

You are selling the same cars A. L. Max- 
well sells. It applies to your goods as strongly 
as it applies to his. Show Mr. Maxwell's 
telegram to every one of your prospects 



Coupon Brings Brilliant Collection of 

Automobile Show Ideas — No Charge 



44 T T UPSON Cars at the New York 
r^ Show" is, in a nutshell, probably the 
A most brilliant set of ideas for con- 
ducting an exhibit at an automobile show that 
it is possible to secure anywhere in the United 
States. 

Encyclopedias of automobile show experi- 
ences are boiled down into the article. To get 
that experience — on which the HUDSON ar- 
rangements for its New York and Chicago 
automobile show exhibits are based — is worth 
a good many dollars. It cost years of hard 
mental "digging." 

Illustrating the comprehensiveness of these 
show ideas — that can make your exhibit at 



your show stick out from its surroundings and 
increase its orders — is the fact that this col- 
lection takes up the best method of selling cars 
at an event of this kind. It tells how the 
salesman should approach the prospect, how to 
discuss the chassis to best advantage, how to 
leave an indelible impression on his mind and 
a myriad of other fine points that it is valuable 
to know. 

In a recent issue of the TRIANGLE this 
article was printed. We have had it reprinted 
separately and your copies of it are waiting 
your order for them. There is no charge for 
this article. Use the coupon and mail it to- 
day, so as to get copies by return mail. 



Send the Coupon by Return Mail Today— Your Copies are Awaiting this Order 
MAIL THIS COUPON TODAY 



Hudson Motor Car Company, 
Detroit, Mich. 
Gentlemen : Send me Copies of the reprint "Hudson Cars at the New- 
York Show " by return mail. 



Name. 



Address 

Company Name. 
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HUDSON BREAKFAST IN NEW YORK A HUGE SUCCESS 

About 80 Prominent Dmalm and Distributor* ofthm "Big Family*' Wmrm'Gummtm of thm Factory at Now York Daring Automobilm Shout. Portion* of 
tho Inspiring Addrmmmmm madm by Prmmidmnt Roy D. Chapin. Vtcm- Prmmidmnt E. H. Broadwmll and Gmnmrat Managmr Samumi 5. Toback. of thm A. Elliott 
Rannmy Company, Now York Distributors, arm Printmd Bmtow. Thm Othmr AdJrmmmmm Will Appmar am Spmeiat Fmaturmm of Futurm TRIANGLES. 

A Similar Brmakfamt will bm Hold in Chicago During thm Show at thm Colimmum, Which You arm Hmattily Invitmd to Attmnd. 



"BALANCED ORGANIZATION- STEADY 
GROWTH - 

Exctrpt from the Address of 

ROY l». CHAPIN, 

Presldeat •rtfce lladaaa Matar Car Camaaay 

I THINK The Hudson Motor Car Company holds 
the unique record of having done the largest 
first year's business ever done by any automobile 
manufacturer. 

It is a point that could 
be used in selling. The 

first year The Hudson Mo- 

^-t^-^-^ tor Car Company was in 

Am ^^ business, it did a volume 

Jfl ^P^^ of over $4,000,000.00 worth 

H Ht § of gross business and I 

KM ^ mm ^1 question very much 

H ^VMB whether the record will 

^M M^r ever be surpassed in the 

^-y J future. It is a record we 

Mm Bnb are very proud of, and we 

Am wEr have constantly worked to 

^ |Pv increase that volume of 

^Lm 1^^^^ business each year. Our 

^ m m ^km^JLm^mm*. Policy to increase our busi- 

^ Bl ■ to bring up with a 

''Mm mm reasonable per 

^H ^kw volume every 

^H mm- single naturally 

^^^^^^mWF 9 ^^^^ means that your business 

m should increase by the 

same proportion. 

To accomplish that re- 
sult, I know it will be of 
interest to you to be familiar with some of the 
processes which we go through with out there. 
Primarily, we have got to do one big thing. We 
have got to get an organization which can accom- 
plish the results. Most of you are well acquainted 
with the personnel of the company at the present 
time. We like to pat ourselves on the back once 
in a while, and know we probably have not only as 
good, but as harmonious an organisation as any- 
body else, and that is the only thing that makes 
any company big, and keeps it growing. 

I have been in a number of organizations in the 
automobile industry — they have all been rated as 
good ones — I do not know of any in my career 
where there has been such a uniformity of spirit, 
where the men have pulled together and where 
there has been a particular "fitting In" of each 
man. In other words, every man has a little differ- 
ent classification in the way of ability. We have 
not one man who Is a duplicate of another man, 
each man has a peculiar experience. He brings it 
to bear in the work he has to do. with the net 
result that when you get the men all together and 
determine upon these policies you are bringing to 
bear on our policies and problems as great actual 
knowledge of the business in hand as you could 
have. 

We have built a factory out there, and we are 
very much pleased with it — we are to-day adding 
to it very considerably, and I am inclined to think 
it will be constantly added to. 

In other words, the record of The Hudson Motor 
Car Company as shown by the volume of its busi- 
ness (and we can check this year's business with 
any other concern) has shown the most consistent 
increase in volume of any company in the industry 
to-day. It is moving up all the while. There has 
not been one sudden drop, and then a jumplng-up 
again. 

Just as long as we adhere to that course we are 
making money for you and for ourselves. 

Naturally neither of us are going to be success- 
ful unless we show a profit. 



"WHITEST COMBINATION OF 
HUMAN UNITS'* 

Exctrpt from the Address of 

HAMLEL S. TOBACK, 

Oeaeral Maaagar, The A. Elliott Raaaey Camaaay, 
Hew Yark 

AJjITTLE over a year ago when I came with 
the A. E. Ranney Company I had had very 
little commercial experience. I always had 
an idea up to then and for a couple months after 
that, that every man you 
did business w 1 t h y o u 
should look at a bit sus- 
piciously, you should be 
careful of the kind of peo- 
ple you are dealing with, 
study them pretty well be- 
fore you make up your 
mind as to whether you 
could entrust yourselves to 
those people. 

I found after three or 
four months when I got in 
close touch with the mem- 
bers of The Hudson Motor 
Car Company, particularly 
the officers, that the only 
way to succeed was to be- 
lieve in my firm, because 
of the calibre of the men 
that are at the head of it. 
and because of the car, and 
to have my book open. 

No matter what problem 
may face me, I have found 

that when I went to The Hudson Motor Car Com- 
pany, in Detroit, and met Mr. Chapin, or Mr. 
Broadwell, or Mr. Morse, or Mr. Winningham, or 
any of the gentlemen connected with The Hudson 
Motor Car Company, and told them the true con- 
dition of affairs, it was only a question of very 
little time before they were doing everything on 
earth to help us out of the difficulty. 

There has been one fault that every dealer or 
distributor has always had to find with the manu- 
facturer, and that is the dealer's or distributor's 
fault. You feel as though the manufacturer was 
trying to get every dollar he could out of you, and 
you are wrong. You are making a mistake. 

The A. Elliott Ranney Company have found it Is 
one of the biggest mistakes we can make. You 
should feel satisfied that The Hudson Motor Car 
Company depend upon the dealers, and that they 
have the interests of the dealers at heart, first 
because if the dealers can get along, and make a 
success of the sale of the car that they build. The 
Hudson Motor Car Company will be successful. 

On the other hand, in many cases it so happens 
that there are certain Individuals with whom you 
would rather do business than with others. It may 
be possible that there are one or two gentlemen 
connected with The Hudson Motor Car Company 
that you would rather do business with, but let me 
tell you. If you will make it a point to get in 
touch with all the gentlemen connected with The 
Hudson Motor Car Company you will understand 
them — get in touch with them as often as you can. 
I and you will find they are the whitest set of people, 
or the "whitest combination of human units" that 
I you have ever known. 



"THE $1100 CUSTOMER" 

Excerpt from the Address of 

K. II. BROADWELL, 

Vice- Presldeat, lladaaa Matar Car Campaay 



I never was more surprised in my life than in 
going around to some of those places. To go into 
places, and stand around for five, six, or ten min- 
utes before anybody took the trouble of coming up 
to ask if I wanted anything — or if I were just look- 
ing around. Think of having some salesman 
saunter up, probably with a* cigar or cigarette in 
his mouth, and ask me if I were just looking 
around. 

Why. what in hell did he suppose I went in 
there for? Every man who comes into your store 
with the idea of buying an automobile is going to 
spend about $1,100. What would not Tiffany, or 
Marshall Field, or John Wanamaker, or any of the 
big merchants do for a $1,100 customer? They 
would turn their places upside down. That is what 
comes into our stores, every one of them the prob- 
able purchaser of an $1,100 article. 

According to statistics, boys, that is the average 
amount paid for a car. When you stop to think 
about that, and seriously consider it, does it not 
mean a whole lot to us? If we pay real attention 
to cleanliness in our stores, our salesmen, our win- 
dows, etc., we are going to double the efficiency of 
our men, and of those stores. Courtesy, like clean- 
liness, and everything of that kind, invites trade, 
and that is what everyone of us is seeking to do. 

The first year the Hudson Motor Car Company 
was in existence we operated in a small plant. Our 
facilities were not what they should have been. 
We wanted to better that condition. Now we have 
got our model factory. We probably have fifteen 
men around that plant who do nothing else but 
keep things clean. You will see them going around 
with a broom, and I Just wish, on the day before 
the first of the year, you could have looked at 
the main floors of those plants — you could have 
eaten off them. 
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The Official Definition of- 

Service 



The Mandate of the "Big Family" and the Correct Interpretation of a Vital Part of 
Every Distributor's and Dealer's Business. Vice-President Br oa dwell Voices Economic Facts 
About Service. "Systematize Your Service-to-Owners" is Today's Idea in "Big Family." 

Make This Official Definition a Law of Your Business— It Will Pay a Good Profit. 

Cut Out Tkis Document for Constant Reference of Your Men 



\n 



n By E. H. BROADWELL, Vice-President Hudson Motor Car Company [ 



IN order to properly define in the minds of distributors, 
dealers, and factory service men, just what is the 
definition of the word "service," and what is required 
of these men, it is necessary that there be a perfect 
understanding by the factory, the distributors and 
dealers, and the men on this point. 

Service means giving the proper attention to the car 
after it is sold, to see that the customer gets the full value 
out of it, and does not necessarily mean that everything 
that is done for that car must be done gratis. 

Judgment, however, must be used in making the right 
charge, taking into consideration the length of time the 
car has been in service, the care it has had, and whether 
its condition is due to careless or ignorant use on the 
part of the owner. 

The End of Delays 

SERVICE means the carrying of a complete stock of 
parts so as to make necessary repairs and adjust- 
ments with as little delay as possible. It means the 
employment of competent, intelligent workmen, so 
that the labor charges the customer pays will not 
be exorbitant, and he will not, through lack of knowledge, 
be charged for extra time in looking for troubles that a 
competent workman might find out at once. 

It means the equipping of a repair department with 
necessary tools, etc., so that the workmen can do their 
work in a quick and intelligent way. 

The relation of the service man to the distributor or 
dealer is largely one of instruction. 

It is up to him to give every assistance by instruct- 
ing the distributors, dealers and their men in the latest 
and best methods of locating and eliminating trouble with 
cars. 

Conduct of the Service Man 

T3 render best results and achieve maximum efficiency 
for all dealers and distributors the service men can- 
not overhaul cars for distributors and dealers. This is 
part of the distributor's or dealer's duties. 

The factory service man will give all necessary in- 
struction and help to distributor's or dealer's repair crew. 



But the service man is only expected to do the work that 
is absolutely necessary in giving this instruction. This is 
to conserve each man's time. 

He will endeavor to meet owners and give them short 
talks on the up-keep, operation and care of their cars, be- 
ing of course guided by the wishes of distributor's and 
dealers in this respect. 

Service men are not permitted to do any special driv- 
ing or any special work preparing cars for endurance 
contests, races, etc., unless so instructed by the fac- 
tory. 

Service men will not be permitted to use either deal- 
ers' or owners' cars for personal use under any circum-i 
stances. 

Service men will only be permitted to order parts for 
gratis replacement when convinced that such parts are de- 
fective, taking into consideration in ordering such parts 
the guarantee, mileage, age, use, etc., of the car for which 
they are intended. Such parts will be charged to the 
dealer until return of old parts for which replacement is 
being made, when credit will be rendered. 

Visits to Factory Valuable 

ALL parts which may be recommended to be ordered 
for stock by service men should be sent in by the 
distributor or dealer on the factory's regular order 
blank. 

The dealer or distributor must send his head me- 
chanic and if possible one or two subordinates into the 
factory, for instruction on the operation and repair of 
HUDSON cars. 

A factory trained man will often be able to accomplish 
in a few minutes' time that which an equally good me- 
chanic, not familiar with the car, will take hours or even 
days to accomplish. 

The repair department of every distributor and dealer 
must be just as much a part of his business — and a suc- 
cessful and profitable part — as the sales department. 

Because, as his business grows and he puts more cars 
into that territory, he increases the possibilities of that 
being one of the profitable parts of his business each year. 
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The Most Important Thing: Get The Order J 



THE HUDSON TRIANGLE 



A Remarkable Story off How 
Tiny Errors Killed Sales of 

Four Highest-Priced Cars 



A CERTAIN salesman for a high-priced 
car in the East recently made an unac- 
countable sale. The salesman related it 
to a Hudson factory man, to whom the "Big 
Family" is indebted for great selling value — 
the caution and the moral that exists in the 
story. 

The salesman had asked the owner what 
influenced his choice of the car. To which 
the owner replied: 

"I needed a high-priced touring car, to- 
gether with a limousine body, and had $7,000 
to spend for it. I had four great cars to 
choose from. The first one 1 called upon was 
a concern that had accumulated great prestige. 
I asked for a demonstration. 

Too Frightened to Ta%e Order 

M A SALESMAN and demonstrator came to 
« my home. Just as I was about to be 
given the demonstration the carburetor began 
leaking. The salesman became very much 
fussed. He and the demonstrator spent two 
hours fixing it. It was a cold day. The car 
was not to blame and I did not hold it against 
the car's reputation. Finally they left, stating 
they would be back in one and one-half hours. 
"They never put in an appearance again — 
frightened, I guess. As I was the buyer I was 
not chasing the seller, so I didn't get that car, 
although I was ready to make my deposit that 
afternoon. I had taken my check book for 
the purpose and the carburetor incident was 
trivial. It made no difference to me, for I 
know something of cars. 

Scared the Women — Sale Lost 

**TPHE next car I wanted to buy was one of 

* equal, if not greater prestige. It was 
a slippery day. 'Can you take that hill/ I 
queried the salesman. 'It's a cinch for this 
car on high/ he said. I didn't care whether 
the car made it on high, or low. Not chang- 
ing his levers, the salesman started up. Half 
way up the car stopped and commenced to 
slide back. He tried it again on high, talking 
boastfully. This time the car slid back 15 
feet and my wife and her sister, who were 
with me, became frightened and had to get 
out. 

"I had not the least doubt but that the car 
could have done it. I knew its power. But 
scaring the women like that made me sore. 
I passed up that car, one of the highest priced 
in this country. 

No "FolloV-Up" Costs Order 

^THEN I called at the agency of the car 

* that has greater prestige and fame than 
any other high-priced car in America. The 
demonstration was beautiful. I was delighted. 
The salesman took me home. But he over- 
stepped the bounds of the car's prestige when 
he never paid any further attention to me. 
He never even 'phoned me or wrote to ask 
whether I was ready to buy. In advertising 
language, he didn't follow me up. Apparently 
when the demonstration was over he acted as 
if he was done with me. Maybe it was a slip- 
up of their system of handling sales. I don't 
know. To me that treatment is snobbish. I 
don't permit it in my business and the result 
was he lost an order. Perhaps he took too 
much for granted. It was very unbusiness- 
like. 

"Next I looked over a pretty famous car of 
about equal price. The service department was 
incomplete. There was lack of system. I 
somehow felt I could not be taken care of 
correctly. I asked several of my friends who 
owned this car. What they told me convinced 
me I was right. I could not get service there. 



That ended this car's chances. I had exper- 
ienced service laxity before. 

6 his Car Not Ta%en Seriously 
"But Got the Order 

«¥ NEGLECTED to state that in the mean- 
* time I had happened into the agency of a 
car that I considered inferior — outside drive 
and a lot of things that I didn't care partic- 
ularly about. I didn't take the car seriously. 
There were several things it didn't provide. 
I said I'd read their catalog when I left and 
that way the salesman secured my name. 
Well, sir, that man — a fine fellow — kept after 
me in a nice way for three weeks. It seemed 
that every three days I'd hear from him in 
some way. He never let the matter rest. He 
wasn't overbearing about it — handled it just 
as I would like my salesmen to handle their 
customers. His absolute sincerity — his bona 
fide knowledge that his car would make good 
for me — finally impelled me to believe that the 
best deal I could get was this car. He took 
my order with him one Saturday morning. 
For a car that I had scarcely given any con- 
sideration. 

"Just think what that means. When I first 
talked with this man he hadn't a chance in the 
world to sell me a car. But he did. It's a 
big lesson to a lot of business men — myself 
included." 

A Great Selling Moral 

THERE is a great business moral to draw 
from this sale. If persistency, unobtru- 
sive determination will win orders for a car 
that is not by any means strongly intrenched, 
what would it do for those famous cars that 
destroyed their chances of making this sale 
through absolutely disdaining certain com- 
mercial laws? 

Extreme care exerted by each salesman, a 
correct "follow-up" plan, a good-looking ser- 
vice department, seriousness and sincerity 
would have made it a different story. 

Just one glaring error and the sale was 
lost. 

Let's every one of us indelibly implant this 
story upon our memories and never lose a 
single sale by the mistakes those salesmen 
made. It would pay you and I and all of us 
to profit by this — beginning to-day. 



GOOD IDEA ! TIP THIS OFF TO 
LIVERY MEN IN YOUR CITY 

JT. WILSON, a livery owner of Fairfax, 
S. C, made $187.50 net in eighteen days 
• on a single New Self -Starting Hudson 
"33." 
Every livery owner in your city ought to 
know this fact. It opens up a new market 
for cars and will jump your sales. Show your 
livery men How they can do an equally profit- 
able business by putting the HUDSON into 
service. 
Show them the profit — they'll buy the cars! 
Mr. Wilson's investment was so profitable 
he immediately doubled his profit by buying 
another HUDSON from the Augusta Auto- 
mobile Sales Company, Augusta, Ga. 

The Advertising Department at the factory 
will gladly secure for you a fac-simile copy 
of Mr. Wilson's original letter, so you can go 
to your livery owners with the actual proof 
of the money he made out of the business 
move you urge upon them. 

Here is the letter from the Augusta Auto- 
mobile Company, the livest motor car dealers 
in Augusta: 

"In regard to cars Nos. 21117 and 1244S, 
we beg to advise that both of these cars were 
purchased by Mr. J. T. Wilson, of Fairfax, 
S. C. 

"Mr. Wilson at first purchased car No. 
21445 for use in his livery business and he 
found the investment was so profitable that 
he immediately purchased the second car. 
Mr. Wilson advised us recently that he 
cleared, above all expenses, depreciation, 
etc., $187.50 in eighteen days on one car 
alone. 

"We think it would be well for you to get 
in touch with Mr. Wilson and get a letter 
from him in regard to how the livery business 
Pays in using the Hudson." * 



HATS OFF TO THE ALBERTSON- 
BOYD COMPANY 

THE New Self-Starting Hudson "33" is 
on top in Kansas City. 
The Albertson-Boyd Company, Kan- 
sas City distributors for the HUDSON, drew 
first choice for space during the Kansas City 
Automobile Show, February 12 to 17, 1912. 

Both dealers' associations there have com- 
bined and only one show will be held this 
year— and the HUDSON is king ! 

Each year the HUDSON leaps in prestige 
and is outdistancing competition at a gratify- 
ing rate. The Albertson-Boyd exhibit at Kan- 
sas City is an appropriate echo of the New 
York automobile show, in which the HUD- 
SON had one of the most advantageous posi- 
tions at the show on the main aisle. 



Circular Letters in Retail Stores 



In an early number of the 
TRIANGLE we will furnish 
copy for a circular letter that 
will be suitable to send to all 
names of prospective buyers 
you have. 

CIRCULAR letters are quick, effective 
ways of reaching prospective buyers 
of automobiles. By their use the 
salesman's efficiency is increased ten- 
fold. When he, by the limit of time, can see 
but a few prospective buyers in a day, and by 
the use of the proper letter and at the cost of 
a two-cent postage stamp, can place his mes- 
sage in the hands of any man in the land, it 
is seen # how powerful and influential letters 
can be made in the sale of cars. 

Not many dealers know the far-reaching 
influence such letters have. They are apt to 
regard the effectiveness of circular letters in 
the same light with which they treat the cir- 
culars that come to their desk. 



That is not the way to look at this matter. 

The cost of sending a circular letter is so 
slight that out of two or three thousand let- 
ters one need sell only one automobile to 
make the plan more than profitable. 

Get All Your Name* Together 

r\EALERS should secure the name of 
**f every prospective automobile buyer in 
his territory. Many suggestions have been 
printed in the TRIANGLE, particularly those 
in the recent issues, for obtaining these 
names. 

If you are interested in the possibilities of 
a circularizing plan, or if you would like to 
install a mailing list that will be of con- 
stantly increasing value, please write the fac- 
tory your problems. 

Tell how many names you have and your 
plan of handling them and the factory will 
give you the benefit of the experience of all 
dealers along that line, so that you can get 
the most from them. If you would like new 
circular letters but want help in the way of 
preparation, please notify the Advertising 
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The Suspicious Buyer 



By H. J. ROBERTS 

Benn and Roberts, Pensacola, Florida 



THERE are several things which give rise 
to suspicion, in the mind of one who is 
contemplating the purchase of an auto- 
mobile, the chief among which are : 

The car may not perform as the dealer says 
it will; the mechanical construction may be 
inferior to that outlined by the dealer; the 
integrity of the dealer may not meet with his 
ideas. 

"Confidence is a plant of slow growth," and 
thereby hangs the difficulty in selling to the 
suspicious buyer. 

Even after having expressed a preference 
for the car you are endeavoring to sell him, 
he will bring you to the point of closing, many 
times, and as many times will slip back and 
ask for more time to consider. 

You have shown him the motor and have 
dilated on its simplicity of construction and 
its noiseless operation; you have outlined, in 
detail, the various improvements and the 
strong points from the hub of the front wheel 
to the quiet, rythmical pat-pat of the exhaust 
and from the practical application of large- 
sized tires on demountable rims to the beauty 
of outline of the body and the quality of mate- 
rial in the top. 

He expresses himself as satisfied that the 
car is all you represent it to be. 

Time for Hearing is Short 

THE time set for the next hearing of the 
case is short, perhaps only two or three 
days, but your prospect fails to keep his 
appointment, and you go to him to find that 
other dealers have seen him in the interim and 
have not only landed their cars but have of- 
fered suggestions which have almost undone 
the good work you thought you did. 

Then comes the task of nursing your patient 
back to consciousness which must be done very 
guardedly and great care must be taken lest 
you inadvertently make some otherwise insig- 
nificant remark which will confirm his sus- 
picion and send your good work glimmering. 

The suggestions offered by your competitor 
have given your prospect new "food for 
thought" and have tended to arouse his skep- 
ticism, and you find it necessary to rebuild 
his shattered confidence. 

Very cautiously you begin the process of 
finding out where the sticking point is and 
just as cautiously your suspicious buyer avoids 
throwing any light on the subject. 

Meet This Situation 

AVING done so several times, before, you 
again touch on the detailed items concern- 
ing your car, and the suspicious buyer drinks 
in everything you say and fully agrees with 
you, all the time giving you the impression 
that you are talking about his idea of what 
a car should be until you have talked your- 
self hoarse — then asks you to call again, to- 
morrow, or next week, or next month, and 
dismisses you. 

This process has been repeated so many 
times that you have about concluded that your 
prospect is another of the numerous people 
who never intended to buy a car in the first 
place and who only approached you on the 
subject for the purpose of making themselves 
appear opulent or to see how long a line it 
requires to string you. 

Finally you call on your prospect, back him 
into a corner and tell him that the time has 
come when he must either fish or cut bait — 
not in so many blunt words, necessarily, but 
in language equally significant — and generally 
after one or two expressions of distrust, 
which you painfully though pleasantly explain 
away, the deal is consummated. 

You have a check in your pocket, in part 
payment— never full payment — on the price 
of the car. You step into the street and the 
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air seems as refreshing as if you had worked 
all day in a glue factory. 

Petted Him Several Months 

/^\ NE prospect, in our experience, was par- 
^^ ticularly annoying, and would improve 
every opportunity to express his suspicion. 

We had petted him for several months and 
a number of times felt that we had him where 
we could close the deal; but he kept getting 
away and always manifested an inclination 
towards suspicion. 

At least he condescended to say that "to- 
morrow" he would be in a position to close 
the deal. 

We suggested that "tomorrow" might not 
come and that there was "no time like the 
present," but he stubbornly held to his de- 
cision. 

We had seen him so many times on "to- 



morrow" that we felt it was only a repeti- 
tion of the old stand off, and we were very 
much discouraged. 

But we called at the appointed time and the 
deal was closed — but not until after another 
expression of suspicion and after we had been 
made to faithfully promise that the HUDSON 
"33" would do so and so and would not do 
such and such. 

Difficult To Get His Confidence 

WTE HAVE suggested that it is diffcult to 
w instill confidence into a prospective buy- 
er in selling — for it requires time ; but the 
establishment of confidence is a valuable asset. 

And, after all, what a satisfaction it is to 
have finally landed a prospect who has re- 
garded you and your car with such a degree 
of suspicion, and what a happy culmination 
of a long-drawn-out battle! 

One suspicious buyer, however, is rather to 
be chosen than much of the class of men who 
play the waiting game hoping that they can 
starve you to accept a hundred or two less 
than list price; and you would like to read 
the views of someone, who has had a success- 
ful experience in handling this class. 



Famous Racing Driver Gives 

"Big Family" Some Good Ideas 
Y 



OU remember L. B. Lorimer, the fam- 
ous racing driver of a few years ago. 
It is some time since he has seized the 
main chance, for he is now the HUD- 
SON dealer at Providence, R. I. The excel- 
lent service he is giving owners is well known 
in his territory and he has conveyed some 
excellent rules that he follows, to C. E. 
Havens, service manager at the factory. The 
rules Mr. Lorimer follows are largely respon- 
sible for his success. 

Consequently they are given to all members 
of the "Big Family," that they may contribute 
to your success as well. Here are Mr. Lori- 
mer's suggestions to you: 

Washing; Snreeatlona. 

¥ F a new car is washed with clean cold water 
* and allowed to dry without rubbing with 
chamois, the cold water will assist in harden- 
ing the finish. If chamois is used at the first 



washing, the finish is very liable to be 
scratched. 

Lubrication Suggestion*. 

AFTER washing as above, go over it 
" thoroughly and make sure that every 
necessary part is properly provided with lubri- 
cant, so that you may be absolutely sure that 
it is properly taken care of before delivering 
to the owner. 

Teat. 
/^IVE the car a short run to make sure that 
^ everything is properly adjusted and again 
wash the car with nothing but cold water. 

Upon Delivery. 
LJAVE the owner drive car about 1,000 or 
1 * 1,500 miles and then return it and allow 
you to go over it thoroughly. The car is 
then limbered up sufficiently so that it can 
be properly tuned and any squeaks or rattles 
eliminated. 



Life-o 9 -Trade 9 s Knock 



Sold A Car Quick! 



WHEN you hear competition's anvil 
chorus, work your brain hard for 
the system that will make the 
knocks sell your cars. 

Tough job, you say. Not at all, if a man 
will think hard and fast when the occasion 
arises. 

For instance: 

A Minneapolis physician during the holi- 
days walked into the showroom of the 
Minneapolis-Hudson Sales Company, Minne- 
apolis, Minn. George B. Levy, "Cash" Levy, 
happened to be on the floor. The visitor met 
him with this: 

"Everywhere I've been to look at a car, 
they've told me that whatever else I do, not 
to come here and get a HUDSON. That 
struck me as strange that all your competi- 
tion should voice the same opinion. It 
aroused my curiosity and here I am." 

"Well, doctor," responded Mr. Levy, "if I 
were to have an operation performed and 
every other physician in Minneapolis told 
me that whatever else I did, not to have you 
perform it — it seems to me I'd think you 
ought to be a pretty good doctor and I'd pick 
you to perform it!" 



The doctor laughed. "That's right," he 
said. "You're all right, Levy. I guess you 
get my order." 

Mr. Levy talked 10 minutes with him and 
15 minutes from the time the physician walked 
into the store, he had left his deposit check 
and order. 

"I had to think hard and fast to find the 
sort of a reply that would get to him," re- 
marked Mr. Levy to Western District Sales 
Manager Richard Bacon, Jr., to whom you 
are indebted for this story. "But it paid 
big — it got the order in about 15 minutes." 



"THESE TRIANGLE IDEAS ARE 
ORDER-GETTERS" 

Coleman Cutchins of the sales department 
of the Alsop Motor Company, Richmond, Va., 
dealers for the HUDSON, finds that applica- 
tion of the selling ideas that bristle from 
every article of the Triangle makes these 
ideas order-getters. His letter: 

"In looking over the Hudson Triangle since its 
initial appearance I have come to the conclusion that 
this is an invaluable assistance to the salesmen of 
the big family, and many points are brought out in 
these issues, which if adhered to, are order getters." 
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Dealers Who Seized the 

ain Chance 



ONLY one man ever succeeded in put- 
ting over the American bicycle in the 
Old World — this, while the cycle rage 
was raging pretty strong. The genius 
who did it was an American salesman. 

The scheme he used was to hand his reg- 
ular solicitation of foreign dealers to an inter- 
preter, after he had put all the eloquence— 
and he had barrels of it — into the sales speech. 
Then the interpreter would go out and col- 
lect the merchants whom it was desirous to 
stock with this especial brand of bicycles, and 
while America's selling wizard was carefully 
exhibiting the fine points of the machine, the 
interpreter would recite the marvelous solici- 
tation. He would work in all kinds of excit- 
ing climaxes, oriental adjectives, flowers of 
speech and plain and fancy eloquence. Best 
line of stuff to be had. 

The Great Little Idea That Won 

BUT all the other American salesmen did 
the same thing in France, Germany, Spain. 
Sweden, Greece, Turkey, Russia, Japan and 
China — but they couldn't get away with it to 
any large extent. 

And here is where they fell flat and the 
hero of the story won out. It was a little 
idea of his own and it went over the platter. 

Now listen. When the interpreter laid aside 
his flower pots, geraniums and pansies and 
the like, friend Wizard, with one foot planted 
across his sample bicycle, recited in English 
with terrible emphasis the speech of Mark 
Antony. Thunderstorms, lightning and the 
fire flitted across his brow. What he said, 
while it had nothing to do with the salability 
of bicycles in foreign lands, sounded like 
mighty good stuff to the foreigners who 
couldn't understand a word. 

It gave confidence in any institution who 
would send a man out who could say such 
ponderous things. Then the wizard would 
take a couple of flings into Hamlet. Closing 
argument, you see. 

After which he would benevolently indicate 
to them on which side of the box office the 
line was to form, and he would close them up 
and get the names on the papers with the 
rapidity of a vaccination-certificate expert. 



NOTE TIIE RADIANCE. 

These things may or may not have hap- 
pened as described. Probably they did. May- 
be not. We don't know. But the incidents 
were similar to our depictions, likely. Un- 
derstand, this was fifteen years ago — in the 
woolly days when the bicycle fad was doing 
its worst. 

Smile — Eloquence— Happy Disposition 

LOOK at the face before you — the face of 
the man who was the only salesman to 
"put over" the American bicycle in foreign 
lands, all over the world. 

After looking into his face need we tell you 
that his eloquence, his remarkably happy dis- 
position, his golden smile — helped him to the 
pedestal that no one else seemed capable of 
achieving. 

Whether he tried to sell the same man 
twice, whether the interpreter happened to 



the glad hand 
awaits h i m. 
And every dealer, distributor and salesman is 
always welcome. The close interchange of 
ideas between dealers, salesmen, distributors 
and the factory is mutually beneficial. It pays 
a huge profit. Come to the factory as often 
as you can. There are good selling ideas here 
for you. 

ESSRS. THORNE and PETERSON, of 
the Range Motor Company, Iron River 



M 



and Escanaba, Mich., distributors for the 
Hudson, were welcomed visitors at the fac- 
tory. Their business is a well balanced one, 
for Mr. Thorne is personally in touch with 
the situation at Escanaba and surrounding ter- 
ritory, while Mr. Peterson knows the Iron 
River country in equal detail. They took 
luncheon in the factory dining-room and spent 
a profitable day inspecting the factory. 

CHARLES R. THOMAS, general manager 
of the Metropolitan Motor Car Company, 
Ltd., Hudson distributors at Vancouver, B. C, 
and Victoria, B. C, paid a visit to the factory 
and reported business great in his territory. 
He interestingly told how the American car 
has come into its own in British Columbia, 
simply because it made good. "The Hudson 
has made good in a tremendous way/' re- 
marked Mr. Thomas. "That is why we are 
selling so many. I know one American maker 
who can't sell a car there. The car fell down 
badly. The news quickly spread and business 
for them is dead there." Mr. Thomas was 
immensely pleased with the growth of the fac- 
tory. 

KM. ANDREWS, the hustling Hudson 
• dealer at Warren, Pa., visited the factory 
recently. Mr. Andrews brushed up on the 
selling points that the Hudson factory fur- 



translate Mark Antony, or whether the 
flowers withered — we don't know. 

Be that as it may, two years later found 
Mark Antony — or rather S. G. Chapman— 
in San Francisco. 

Later he sold cars for an automobile com- 
pany in San Francisco. He was sales man- 
ager. 

That gave him the idea that he would do 
well in business for himself. Three years 
ago he started with practically no business in 
sight. 

It is almost a year since he seized the main 
chance. 

He has sold the car at a mighty fast clip. 
He has made gay 'Frisco fall in love with 
the HUDSON. S. G. Chapman, with his 
smile and radiant disposition, has made hosts 
of friends in the coast metropolis. 

The voucher for his remarkable salesman- 
ship are orders. And believe us, Mark 
Antony's spirit is helping S. G. turn over 
the goods. 

His Scheme of Easiness Operations 

THREE years ago Mr. Chapman had but a 
* small place. To-day it is a large one. 
At the present time he is constructing a large 
service building three or four blocks away 
from his showrooms. It is 100 feet long by 
100 feet wide. 

The delivery of hjs new cars is to be 
handled direct from the back of his show- 
room and his selling and service ends are dis- 
tinctly separated. 

It is Mr. Chapman's idea that selling and 
service are two businesses. Neither should 
be mixed up nor confused with the other in 
order to secure maximum efficiency in both. 

Good idea. 

Mr. Chapman has merely unearthed a law 
of scientific management as applied to the 
automobile business. 

At the present time the HUDSON is one 
of the most popular cars in 'Frisco. 

And great numbers have been sold there- 
thanks to your Big Family relative. 

Your palm, S. G., no matter where you 
happen you've always come back with the 
order. 



nishes and went home prepared to do a heavy 
business commencing February 1st. Mr. An- 
drews has made a splendid Hudson record at 
Warren and his service department is deliver- 
ing the goods for owners there. 

MR. LUSTIG, salesman for the Vancouver 
*** Island Auto Company, Victoria, B. C, 
refreshed his knowledge of how the Hudson 
is built by a trip through the factory that will 
be profitable to him in selling cars in his home 
city. Mr. Lustig is certainly a Hudson enthu- 
siast and to that enthusiasm is due a large 
measure of his success as an order-getter. 

I D. TIMMONS, general manager of the 
Hawaiian Star Newspaper Association, 
Ltd., Honolulu, Hawaii, visited the factory 
during his trip across the American continent. 
Mr. Timmons presented a letter from the 
Associated Garage Company, Hudson dealers 
in Honolulu. He went through the entire 
plant and spent an enjoyable afternoon. 
"There are 857 automobiles to a white popu- 
lation of about 12,000 in Honolulu," said Mr. 
Timmons. The total population of the city 
is 60.000. Mr. Timmons talked interestingly 
of the big 24 to 48 page daily paper which his 
company issues. 
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Circular -Letter -Issue Next Week 

Don't Lose This Opportunity in Your Business 



WITH the next issue of the Triangle 
will be included a copy of a letter, 
the first in a series, to be sent weekly 
to all Triangle readers, which they can in 
turn reproduce on their letterheads and send 
to all persons in their territories whom they 
think might be interested in the New Self- 
Starting HUDSON "33." 

These letters express the essence of all the 
sales arguments that we have found to be 
effective in advancing HUDSON sales. 



You should send these letters promptly. 

Watch for them. 

The series will be continued for five or six 
weeks. 

If you have 500 names on your mailing list 
— the names of persons whom you think should 
be interested in the New Self-Starting HUD- 
SON "33," you could not make a better ex- 
penditure than $10 per week for postage, plus 
the cost of letterheads and envelopes and of 
printing and mailing, that will get your mes- 
sage each week to all these people. 



The Stubborn Buyer- 



By WILLIAM E. MOYER, 

President Moyer Automobile Co., Dos Moines, Iowa. 



I HAVE been asked several times to write 
articles bearing upon the selling of auto- 
mobiles and have been asked to furnish 
ideas which would tend to assist in bene- 
fiting the dealer as well as the consumer. I 
am giving you herewith a plan by which we 
handle what is termed the "stubborn buyer." 
In the days of our youth when our mothers 
wished to secure our services for running 
errands or doing small things under their 
supervision it was the policy for them to bait 
us to do a certain thing if it wasn't exactly 
to our liking, by offering as an inducement 
a cookie or a sugar plum and this would gen- 
erally bring about the desired result. That 
same policy still exists. 

Such Men Are Conservative 

MEN of the class of buyers of automobiles 
are conservative. 

The man who has accumulated enough 
money to purchase an automobile has had 
enough business experience to make him con- 
servative. We cannot really call the modern 
business man stubborn, the term stubborn can 
only be used and applied to people who have 
never had any business experience. 

He only asks to be shown and that has 
been my experience when a man enters my 
store to show him that we are there for his 
express benefit, not only to explain the merits 
of the car to him but to explain the manner 
in which he is taken care of after he pur- 
chases a car. 

Go into the small matters because it is 
necessary; to have them in course of construc- 
tion; if it wasn't we wouldn't have an auto- 
mobile. 



Show him whereby in the purchase of a 
HUDSON "33" he gets more actual value for 
his money than he would in the purchase of 
any other car. 

It isn't necessary to stretch this story out 
until the prospective buyer gets tired in listen- 
ing to a long line of gab but simply tell him 
facts, that are demonstrated every day in the 
HUDSON "33." 

Also do not forget to explain to him the 
care which the Hudson Motor Car Company 
has taken in the construction of the car which 
will give the buying public entire satisfaction. 



Also explain to him that after he has pur- 
chased a Hudson car that he is considered a 
part of the selling organization, a part of the 
Hudson family, that he is welcome at any 
time to enter the door of a Hudson Company ; 
that the latch key is always hanging out. 

Make him feel that he is acquainted and has 
become a life-long friend of anyone who has 
sold or is in any way connected with the 
Hudson organization. 

No Longer a Stubborn Buyer 

A FTER all of these small matters are gone 
" over you have no longer what you term a 
stubborn buyer. You have told him plain 
facts which the American public, barring 
none, deny. You have told him things that 
his friends who have driven Hudson cars have 
told him. You have drawn him into your 
fold and instead of using cookies and sugar 
plums you have used the truth which goes a 
great deal farther than the other way would 
with the conservative buyer. 

You have extracted every doubt from his 
mind by reasoning matters out and explaining 
to him cold facts. He is ready now to take 
you by the hand and thank you for what you 
have done. He may not purchase a Hudson 
car that day but he goes away from your 
store thinking that there is a man whom he 
can trust. 

He talks with his friends and his family 
and they advise him, and eventually he comes, 
back and joins the Big Hudson Family. 

There is a moral to this and it is that you 
can catch more flies with sugar than you can 
with vinegar. 



Where the "Big Family" Shakes Hands 



The reception room In the Administration building of the Hudson Motor Car Company has 
been counted one of the finest In any like Institution In America, This photograph shows a section 
of it. This reception room has a rack containing the newspapers from the great cities. Then over the 
large table In the center are spread aU the current magazines, automobile trade papers and national 
weeklies, including a file of the TRIANGLE. One-half of the room Is the model showroom where two 
HUDSON models are shown. 

The pleasant atmosphere, the tasty furnishings have been commented upon many times by 
visitors. And this Is as ft should be for It Is the common meeting place of the members of the 
"Big Family/' 
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Proved Business-Getting 
Ideas 



[4— Getting Telephone Prospects 



A HUDSON dealer has hit upon a 
mighty good plan that developed a 
large number of prospects for him 
and he sold many cars to people whose 
desire for an automobile he learned by this 
plan. 

He worked his idea on bad nights when 
folks stayed indoors. If it was raining or 
there was a snow storm, that was the ideal 
time to work the telephone plan. He was 
nervy — and had to be to successfully work 
the idea. 

The dealer would take a good street on 
which were located the homes of a high 
class of people, such as would be in the mar- 
ket for a car like his. He knew his town 
well— and knew just the streets to work. At 
about 7:30 in the evening he'd lay the tele- 
phone book on his desk, pick up the receiver 
and ask for a number. 

The Approach 

**^"^OOD evening," he would say pleasantly 
^^ when he got his party. "Is this Mr. 
Brown? This is Mr. Meigs, the automobile 
man. I thought I'd find you in, Mr. Jones, 
and I decided to call you up and inquire as 
to when you will be in the market for a car 
like the Hudson." (Here he would under 
no circumstances let the man break into the 
conversation. He wouldn't let him answer his 
query, for fear he might say "no" and that 
would end it). "Because you know the sim- 
plicity of the Hudson — it has approximately 
1,000 fewer parts than the average car and 
it is designed by Howard E. Coffin, the great- 
est automobile engineer in America. You 
know his reputation. Mr. Blank near you 
there owns a Hudson. Gets more satisfaction 
than he could from any car up to $2,500. 

"I'd like to take you out for a ride — or, 
better, you might drop in on me at the store 
some evening. In the meantime Til send you 
a better description of the car than I could 
give you over the telephone. Glad to have 
been able to catch you in Mr. Brown." 

That unique method of developing pros- 
pects got many people interested — many sales 
resulted. Few would cut him off bluntly, un- 
less they were exceptional grouches. 

When He Became A Prospect 

^JKTHEN a man showed the least interest— 
w when he said he had read something of 
the car and had seen the HUDSON on the 
streets — he became a prospect. His name 
went down for the catalog and the regular 
follow-up system. Then this dealer turned 
him over to a salesman and at regular periods 
he was solicited. 

Understand, a man must be the personifica- 
tion of courtesy in developing telephone-pros- 
pects. He must handle the interview subtly — 
carefully. But every salesman has the train- 
ing to put over this idea. Plan your conver- 
sation ahead of time — memorize it Don't 
talk fast. Close the interview the moment 
you've told a man you'll mail him a catalog — 
this will assure him reading the catalog, for 
that is the last thing he remembers of your 
conversation — hence you leave him awaiting 
its coming. 

Jot down a memo, in your note book to 
work the idea the first chance — the sales that 
come from it will surprise you. 



Valuable Protection in This 

Small Card— Read How It Works 



HERE is a system that is working splen- 
did results for the Gillis-Baird Motor 
Company, Rochester, N. Y., and Mr. 
Gillis has kindly passed the idea along for 
every dealer and distributor in the "Big 
Family." 

Note the front and back of the card re- 
produced herewith. It is self-explanatory. 

One of these cards must be signed by the 
purchaser of a car upon its delivery and after 



Data 

The Olllia-Baird Motor Car Co.. 
Roohester, N Y. 
Gentlenen:- 

I hereby acknowledge that I have 
rtotivtd satisfactory instruction as to the 
operation and care of Car 

Ho. and have received the book of 

instructions that applies to said oar 



Front of Card. 

he has received full instructions on the car's 
operation and care. The card is then filed 
away alphabetically, together with the infor- 
mation called for on the back of the card. 



THE BIG I DEA 

Ever Lose a Sale This Way? 

By C. C. WINNINGHAM, 

Advertising Manager. 



THIS analysis of how a sale was lost can 
be explained by a story of the man who 
was seeking a bride. 

He was very much impressed with the lady's 
appearance, her deportment and her attitude 
toward him and she was just as anxious to 
marry him as he was to have her. But he 
was a critical fellow, just about such a chap 
as is the average buyer of an automobile. 

I mean by that that he was suspicious all 
the time and looked for a reason why he 
should not marry the girl rather than for a 
reason why he should marry her. 

Ready to Propose 

THE girl was doing everything in her power 
to charm and win over her suitor and 
the man was just about ready to propose — in 
fact it was on the day that he had made up 
his mind to ask the girl to marry him. 

But just before he wanted to ask her to be 
his bride, her mother came into the room and 
said something that didn't please the girl. 

The girl showed her irritation by a dis- 
courteous reply to her mother and the man 
concluded that if she would talk that way to 
her mother, she very probably would talk that 
way to him. 

Now this is how it applies to an automobile. 
We all do everything very much alike, for the 
man who was scared out of his decision to 
ask the girl to marry him isn't so much differ- 
ent than the man about whom this story is 
told, who was buying an automobile. 

'Buyer Much Impressed 

¥ HEARD most of the solicitation. 
* It was evident that the buyer was very 
much impressed and had just about made up 
his mind to purchase a HUDSON. He had 
read all about the car. 

He had the utmost confidence in it because 
he had a friend who owned a HUDSON, but 
they had bought in another town. 



The object is to get the written acknowl- 
edgement — of each purchaser— to the fact that 
he has received full and satisfactory instruc- 
tions with reference. Thus the distributor 
and dealer is well protected — and this is a 
protection that is essential. 

The other side of the card is a valuable 



Name 




Address 




Make of Car 




Model 


Mo. 


Date Purchased 




Second-Hand 




Elsewhere f 





Back of Card. 

record that is essential to every dealer's and 
distributor's business. 

The card has proved so effective in the busi- 
ness of the Gillis-Baird Motor Car Company 
that Sales Manager E. C. Morse suggests that 
every distributor and dealer install the sys- 
tem. 



He didn't know much about this dealer. 

Though this HUDSON dealer is a fine 
salesman, his shop being attractive and he 
himself a hard worker, anxious to please and 
fully recognizing the advantages of present- 
ing that kind of service that guaranteed the 
perfect action of his cars. 

Salesmen in Authority 

O UT all men are not able to quickly teach 
" their salesmen their own point of view. 

This man did not at any rate and conse- 
quently this salesman lost this order upon this 
point 

Yet he had placed his salesman in a posi- 
tion of authority and to the man who didn't 
know who he was, indicated that he was in 
a position of authority that expressed the 
attitude of the Company. 

The prospective buyer, as I have said, was 
on the point of giving the order when an 
owner of a HUDSON car came up and inter- 
rupted the conversation. He wanted to know 
something about his car. 

It was a trifling matter. It had no import- 
ant bearing upon the subject but it was a 
question asked by a patron of the store— an 
owner of a HUDSON— and the salesman 
replied in such a discourteous manner that it 
made a deep impression upon the purchaser 
and of course the sale was lost. 

Thoughtlessness Cost the Order 

HTHIS is only another story that goes to 
* show that sales are lost because of 
thoughtlessness. 

We are on exhibition every minute of the 
day. Somebody is approving or criticising 
every movement we make — every word. We 
are depending upon those people for our 
bread and butter. We want to sell them our 
automobiles. 

They are going to decide upon our car or 
the car of some one else. They are influenced 
as much through their like or dislike of us, 
through their confidence or lack of con- 
fidence in us as they are by the car itself and 
it behooves every man to watch every action 
and to guard every tone so that he creates 
confidence. 

That is how merchants have built up their 
stores. It is upon that that all successes are 
founded. No one has ever succeeded who did 
not have in him the quality to win confidence. 
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THE HUDSON TRIANGLE 



A Clearing House of Order - 

Getting Ideas in Your 

Show Room 

SOME famous authority once said that the 
seat of all knowledge lies in a man's 
power to remember what he has learned. 
If you will reflect, you'll say it's true. 

There are many excellent selling ideas in 
each week's TRIANGLE. A live Western 
dealer realized the need for having these 
accumulated ideas at his finger tips and sug- 
gested the TRIANGLE file— a file in which 
each week's issue of the TRIANGLE could 
be placed for instant reference. 

So the factory went to work and created a 
handsome morocco-bound file. It is a loose- 



leaf file and each week a separate copy of the 
TRIANGLE, with holes already punched in 
the left hand margin, will be sent you for 
your file. 

Then each month an index, which is to be 
inserted also, will be mailed you from the 
factory. 

Thus you have a clearing-house of every 
idea developed in the entire Big HUDSON 
Family right in your own showroom! 

This handsome file is nine and one-half 
inches wide and twelve and one-half inches 
long. Beautifully engraved in gold letters is 
the distributor's or dealer's name— your name. 
In the cut accompanying is shown the file 
with the gold-lettered words "THE HUD- 
SON TRIANGLE." It makes a beautiful, 
handy reference book and is a mighty aid in 
selling. 

Actual cost of getting up each file is $2.25, 
which is the only cost to HUDSON distrib- 
utors and dealers, the remaining expense of 
clerical work, etc., being shouldered by the 
factory. While you have a moment to spare, 
order your file to-day — then you'll have every 
order-getting idea of the Big Family where 
you can lay your hands on it at a moment's 
notice — you have a wonderful selling text- 
book for your salesmen. 

One file for your show-room has already 
been finished. We are holding it for your 
order. Sending your order to-day brings it 
by return mail. Mail the coupon to-day. 



Hudaon 


MAIL THIS COUPON TODAY. 

Motor Car Co., 

Detroit Mich. 




Send 


me the morocco-bound HUDSON 


TRI- 


ANGLE 


file, with my name engraved in 


gold 


on the 


cover, the total cost being $2.25. 


This 


if to be charged to my account. 




Dealer's 


Name 




Address 











New Hudson Books Just Out; 

Your Copies Await Coupon 



TWO new HUDSON books and a strik- 
ing leaflet — for distribution among 
your live prospects — have just come 
from the presses. 
At the New York automobile show these 
books made such a strong impression upon 
prospective purchasers that it was decided to 
immediately have extra editions printed for 
use of HUDSON dealers and distributors. 

In national advertising circles HUDSON 
advertising literature is well-known for its 
great value in selling automobiles. Hence 
these new books and the leaflet will be valu- 
able to you in helping you sell cars. Taking 
advantage of them, of course* means your 
profit. 

A JVeW Distinctive Book 

" IJOW to Choose a Motor Car' is the title 
* * of a striking volume of 36 pages that 
gives the prospect a comprehensive knowledge 
of what to look for, if he wants the biggest 
value. The book is 
written by a man who 
has owned seven cars. 
It carries the reader 
through the exper- 
iences that he had 
— h i s mistakes — t h e 
valuable things he dis- 
covered — and how he yy 
came to pin his faith 
to Howard E. Coffin, 
a responsible designer 

—and how the HUD- ; 

SON pleased him. It - 

also tells the things to 

look for in the latest .] 

cars — it tells in bril- J 

liant fashion the re- 
markable points of the New Self-Starting 
HUDSON "33." It explains the self-starter- 
it shows the simplicity of the chassis— explains 
why a dust-proof car is essential — why the 
HUDSON possesses extraordinary quietness. 
It is printed in large easily-read type and is 
mighty inviting to the reader. 

It is an entirely new and unique booklet — 
no automobile book was ever so appropriate 
to the man choosing a car. Hence its pages 
will be eagerly read, carefully read, by every 
prospect. 

And because it is unique, new and distinc- 
tive it will sell your prospects! 

A Widely Advertised Boole 

'"THE Trend of Motor Car Design" is an 
* impressive book of 24 pages compris- 
ing some mighty interesting engineering facts, 



originally spoken by Howard E. Coffin before 
the British Society of Automobile Engineers, 
in London, shortly before the close of 1911. 

So simply and well does Mr. Coffin tell his 
story, so vividly does he picture the revolu- 
tion of transporta- 
tion means that a 
reader is carried clear 
through the book and 
gains a profound re- 
spect for knowledge 
of the man who built 
the New Self- Start- 
ing HUDSON "33/' 
The fact that Mr. 
Coffin was the guest 
of honor before the 
British society — h i s 
prominence in Amer- 
ican engineering cir- 
cles — the fact that his 
judgment is practic- 
ally infallible — a r e 
truths that the reader will deduce from the 
book. 

All business is done on confidence solely. 
This little volume builds up confidence in the 
man who built the car you sell. That will get 
business for you. It will help you sell cars. 

A FiVe-Minute Leaflet 

THE New Self -Star ting Hudson "33," 
1 is a crisp, brilliant leaflet that has your 

name printed on it. It tells a prospect to go 

to his friends who own cars and find out cer- 
tain things as to 

how their cars are 

running after the 

first few months. 

And the prospect is 

urged to let these 

things govern him 

in picking a car. It 

can be read in five 

minutes and is the 

correct thing to 

hand out to pros- 
pects visiting the 

showroom. It will 

also be very useful 

in mailing. You 

will receive your 

copies of this book 

with your name 

printed on them. There is no charge for this. 

Your copies of these books and leaflets 
await the coupon below. They are all ready 
for you. The quicker you get this advertising 
literature to work, the quicker the orders will 
begin to multiply. Mailing the coupon to- 
day assures you this material by return mail. 
Send it in right away. 



Mail the Coupon Below for Books and Leaflet Today 
COUPON ORDER BLANK 



Hudson Motor Car Company, 
Detroit, Mich. 

Send my allotment of the following books, 
books and leaflet desired. 



I have marked X in squares opposite 



n How to Choose a Motor Car. 

□ The Trend of Motor Car Design. 

D The New Self-Startin* Hndaon "33." 



Dealer's or Distributor's Name. 



Address. 
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Dealers Who Seized the 

ain Chance 



YEARS ago an advertising man — a soli- 
citor of business — might have been 
seen plodding inch by inch up the snow- 
buried street of a suburb outside a big 
eastern city. 

It was stiff going. The snow drifts were 
fearfully deep. 

The street was deserted, except for the 
snow-drifts and the seller of space. His train 
had been late — everything had gone wrong. 
The advertising man had a prospective pur- 
chaser of space. He had prepared drawings, 
had everything in readiness. When he had 
arrived in the town he almost decided to wait 
awhile at the hotel. 

Then he thought: "No, if I do this I may 
lose this business. I know no one else will 
think of getting to him in this blizzard. So 
I will. I know I'll catch him at home in this 
weather." That's grit. 

And grit got the business on that blizzardly 
day. The advertising solicitor sold his space, 
sold the drawings and on the way back the 
going seemed better. 

Now in the "Big Family" 

HTHAT was the man who Hearst designated 
* to start "MoToR," the automobile publica- 
tion. And Hearst is not known to have ever 
picked a loser. 

Since that day, some years ago, the paper 
has become a leader in the industry — it carries 
an overwhelming amount of advertising, the 
foundation for which was planted by a man to 
whom there was no barrier to the mighty goal 
of getting the order. 

Then he decided to get into the automobile 
business in earnest. 

He went to Chicago with $1,000, in real 
money, $1,000 in borrowed money and $1,000,- 
000 in grit. He sailed in. 

He secured the agency for a high-priced car 
and a good one. 

The trend of the times brought up the neces- 
sity of the medium-priced car and the man of 
grit seized the main chance. At first it was 
a side line with him, for he had established 
the high-priced car pretty well. 

Tail Wags the Dog 

LJE had had the HUD 
** agency but a few mc 
when he found that the tail 
wagging the dog — that the ¥. 
SON actually was the main cl 
— that the cars were sellin 
fast and so easily that hittini 
lines of least resistance, m; 
the most of an opportunity, n 
devoting his grit and ene 
solely to the HUDSON. 

And today, gentlemen oi 
"Big Family," we have wit 
one of the most prominent 
mobile men of the country ii 
personage of Louis Geyler, i 
dent of the Louis Geyler < 
pany, distributors for the F 
SON in Chicago and surroui 
territory. He is the man of 

And he is shooting acros: 
orders in unmistakable fash 
he is getting the business in 
cago and giving the HUD 
the splendid prestige that i1 
in Chicago now. 

He is Noah Webster's 
Definition 

LJ AD NOAH WEBSTER 
** concocted the defini- 
tion of the word Courtesy 



C«urte«j. 

yesterday he could not have more strikingly 
personified it than in Louis Geyler. 

Courtesy is his middle name. Courtesy is 
written all over his magnificent showroom. He 
has imbued it in his men. 

One of the rigid laws that is never violated 
at the Louis Geyler showroom in Michigan 
avenue, Chicago, is that no matter who walks 
in that door he must be greeted and treated 
like a man whose next act will be affixing his 
signature to a $1,600 check. 

If he happens to be a prospect from your 
town — and there are scores and scores of out- 
of-town prospects each season who visit the 
HUDSON showroom in Chicago — he is made 



a guest of the Louis Geyler Company, though 
it cannot profit that institution a penny. 

That is Courtesy. And it is mighty good 
business, Mr. Geyler finds. 

Mode Money for Another Dealer 

COR instance— a Nebraska HUDSON owner 
* visited Chicago. Mr. Geyler promptly 
made him a guest, extended every courtesy that 
he knew. There was nothing too difficult for 
him to do for the Nebraskan. 

Courtesy here looked unprofitable. It cost 
money. The Nebraskan was deeply thankful 
for Mr. Geyler's friendliness. 

This HUDSON owner, however, happened 
to meet at a Chicago hotel another Westerner, 
who had once considered the HUDSON, but 
could not be persuaded to buy from his local 
HUDSON dealer. 

Well, sir, the Nebraskan opened up on nim 
and before he finished he had all but crowned 
Mr. Geyler and the "Big Family." Then he 
steered the new-found prospect over Michigan 
avenue to the beautiful showroom. 

And the order came quick — the Nebraskan's 
splendid endorsement was the argument that 
closed the sale. And the Western dealer 
shared the profits. 

Courtesy paid. It always pays somewhere, 
somehow. 

H.e-Orders for Hudsons 

HTHE writer of this article made the rounds 
* of Chicago's Automobile Row during show 
week. 

The striking point of that visit was that he 
didn't see a single second-hand HUDSON 
listed for sale by another dealer. 
That tells a powerful business moral. 
It means that the remarkable Service Depart- 
ment of the Louis Geyler Company is making 
good. It means that such an institution is a 
huge business asset. Mr. Geyler's owners are 
not seeking other dealer's stores. He is mak- 
ing their business stick by giving them the 
biggest-value Service to be had. 

The writer's second-hand discovery in Chi- 
cago is one reason for the splendid prestige 
•—owners stick to the 
►me of the HUDSON- 
ne better to be had. Mr. 
isic Service principle is 
full stock of parts. It 
idles. 

re of J. L. McLaren 

L. McLAREN, a keen 
ss man, a thorough 
and a good manager, 
y become an official in 
jeyler Company. 
Ir. McLaren is deeply 
in the HUDSON and 
i of the main chance 
ttended by splendid re- 
e Chicago home of the 

Laren and Mr. Geyler 
have the glad hand out 
for you in Chicago, 
when you go there. 

And the "Big Fam- 
ily" extends its heart- 
iest congratulations to 
both parties to this 
business union. 

They are the "Big 
Family's" main 
chance and the "Big 
Family" is theirs. 
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Published weekly by the Hudson Motor Car Co., in the interests of Hudson Distributors, Dealers and Salesmen. 



First Circular Letter 

In This Number 



WITH this issue of the Triangle is included a copy of the first 
letter in a series of circular letters suggested for Hudson 
dealers in sending to their prospective buyers. 
This letter should be printed in imitation typewriter type and should 
be mailed to every name on your mailing list. Your mailing list should 
include the name of every prospective buyer in your territory. 
The letter does not apply to any one class of prospective buyers. 
It is a general letter and will interest every automobile buyer who will 
read it, in the superior advantages of the New Self-Starting Hudson "33." 
If you use this letter please let us know so that we can tell the effec- 
tiveness these letters are creating. 



Why Catalogs Should Not Be 
Out At The Store 



A CLEVER salesman always seeks an op- 
portunity to re-open his solicitation. 
If a man comes into your store and is 
interested in your car and there gets all 
the information there is about the car, he 
does not leave a very good opportunity for 
you to again approach him on the subject. 

The salesman should always have a new 
reason for seeking an interview with a pros- 
pective buyer. For that reason many clever 
automobile salesmen do not give catalogs and 
booklets to those who visit their stores while 
they are at the store. 

One man who is very successful has worked 
out this idea and it has been used so success- 
fully by others that it is given to readers of 
the TRIANGLE with the belief that they too 
may be able to apply it to equal advantage. 

Strategy in Getting Order 

WHEN a man comes to the store to see the 
New Self-Starting HUDSON "33" show 
him the car, say all that you usually say in 
your regular solicitation. Do all you can to 
get the order. Make it appear that you have 
left nothing unsaid. If you do not succeed in 
getting the order then give the prospect some 



simple literature, as, for instance, the folder 
that was published for distribution at the auto- 
mobile show. But give him nothing more 
than that. This leaves you an opportunity to 
again take up the subject. 

The next day you can write him that you 
thought perhaps he might be interested in 
what Mr. Coffin had said before the English 
Society of Automobile Engineers on the Trend 
of Automobile Design. For that reason you 
are sending him a copy of Mr. Coffin's address 
(the book, The Trend of Motor Car Design). 
If you have a thought to express you might 
write it on the cover page of the book or on 
the inside somewhere, signing your name, and 
thus connect your identity with the book and 
the car. 

Use Mr. Coffin's Address 

¥ F the prospective buyer has expressed special 
* interest in any detail of the car. you might 
underline the portion of Mr. Coffin's speech 
which treats of that detail as being of particu- 
lar interest to the prospective buyer. 

Three or four days following this, you 
should send the prospect the book, "How to 
Choose a Motor Car." This book thoroughly 



discusses the subject of motor cars and partic- 
ularly treats of the various details of the New 
Self-Starting HUDSON "33." Underline the 
important points that are covered in the book 
that you think your prospect might be inter- 
ested in and on page 34 (there is a blank space 
there) write a note in long-hand something 
like this: 

"I have sent you this book because 
I am sure you will find it interesting 
in that it emphasizes a point of view 
regarding the purchase of a motor 
car that you may not have considered. 
If you will read it carefully, I am 
quite sure you will be well repaid, no 
matter which car you Anally choose." 
(Indicate the date.) (Sign your name.) 

In this manner you have a much better 
way of following up your prospect than by 
loading him down with a lot of literature when 
he comes to the store. Imagine what is done 
with all this literature that is collected by the 
prospective motor car buyer. His pockets are 
full. He may intend to read all of the liter- 
ature but something else takes his time and 
the catalogs of so many different cars are col- 
lected at one time that there is a confusion 
that minimizes the effect of the claims. There- 
fore it is much better to give those who visit 
your store only one small piece of literature 
which can be read in a few minutes. 

This gives you an advantage that you do not 
otherwise obtain. It gives an opportunity for 
you to make a call upon the prospective buyer 
after he has received the two booklets if for 
no other purpose than to ascertain what im- 
pression the book has made upon him. This 
also makes it convenient to open the discus- 
sion regarding his purchase of the New Self- 
Starting HUDSON "33." 

We wish all HUDSON dealers who read 
this and who hold any view point on the sub- 
ject or who have had any experience along 
this line to write us. We would like to start 
a discussion to develop the best way to make 
sales. You can thus help us and all other 
members of the Big Family. 



ARE TRIANGLE IDEAS OF VALUE 
TO YOU, TOO? 

HERE is a letter from S. G. Chapman, 
HUDSON distributor for San Fran- 
cisco and vicinity. It is not printed 
because it is pleasing to the TRIANGLE, but 
because it furnishes the thought that what a 
man reads is helpful to him in exact propor- 
tion to his desire that it be helpful. 

It merely simmers down to grasping the 
opportunity when it presents itself. 

If TRIANGLE ideas are valuable to you, 

write the TRIANGLE to that effect. If they 

are not valuable to you, send your letter 

special delivery. We want to know it. 

Read Mr. Chapman's letter: 

"* * • I find the breezy TRIANGLE very 

interesting and have gathered some very 

helpful suggestions from it. I don't think of 

anything at this time that would make the 

TRIANGLE any more interesting or more 

helpful. I am convinced that its versatile 

I editor can be safely trusted to select from 

1 his various sources of information what is 

, most valuable to the 'Big Family.' I shall be 

pleased to send you from time to time any 

unusual items that in my judgment might be 

fittingly used In the TRIANGLE. — Yours very 

I truly, S. G. Chapman." 
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Ever Win An Order 
This Way? 




J. ROBINSON 
District Sales Manager 




I WAS an eye witness to a transaction at 
New Orleans that convinced me more 
than ever that being "on the job" is one 
of the greatest assets in "getting the or- 
der." 

I happened to be going over some business 
with "Pop" Johnson, our veteran New Or- 
leans dealer, when the thing came up. It was 
about seven o'clock in the evening on Satur- 
day. Saturday was the last day of the active 
work in the Louisiana State Democratic Pri- 
maries. In Louisiana to be the final choice 
of the Democrats means being elected. 

Naturally, it was a big night. In this coun- 
try the people certainly enthuse over an elec- 
tion and you can imagine things were doine:. 
Everyone in New Orleans was preparing to 
take in the parades and speeches. 

Man on the Job Quick 

ABOUT seven o'clock the telephone rang. 
We could not make out the name of the 
party talking, but learned that he was inter- 
ested in the HUDSON "33" and was at that 
time in the lobby of the Columbia Hotel and 
wanted to talk to a salesman. Our first 
thought was of course "joy rider." However, 
as the Crescent City Auto Co. never overlook 
an inquiry, regardless of its appearance, "Pop" 
got busy on the telephone, and in less than 
sixty seconds one of his salesmen was in the 
office. I was surprised. It was only natural 
to suppose that at such an hour on such a 
night the salesmen would all be out taking 
part in the merry making. Not so, said "Pop.*' 
We always have at least one man on the job, 
Sunday, holidays and all the time. 

"Pop" handed his salesman the slip of paper 
upon which he had written the address given 
and explained that he had been unable to get 
the name. 

His instructions were to hunt for a man at 
the Columbia Hotel interested in a HUDou. 
"33.'' "Alright, I'm off," said the salesman, 
and a minute later we saw the demonstrator 
going down the street. 

How the Order Was Won 

A T 8 :30 I returned to the salesroom to keep 
" an appointment with its proprietor and 
was introduced to a gentleman from up the 
state by the above mentioned salesman. W f ith 
the introduction went the explanation that 
Mr. So and So had just concluded to be the 
owner of a HUDSON "33" touring car and 
that he was about to catch his train for home. 
"You are not going to stay for the celebra- 
tion tonight?" I asked. "No," he replied, "I 
am going home to study this instruction book. 
My car 'is to be shipped Monday, and as this is 
the first I have owned and will be my only 
car for some years to come, I am going to be 
familiar with it on paper before I start to drive 
it." 

I asked him what had convinced him that 
the HUDSON "33" was the car he wanted. 

Here is his reply: 

"I came to New Orleans this morning ex- 
pecting to spend two or three days in select- 
ing a car. I am acquainted here and naturally 
asked some of my friends about the different 
cars selling at about the price I wanted to r>av 
The big boost the HUDSON "33" received 
from each and everyone of these people so 
thoroughly convinced me that it must be the 
leading car in its class and just the one I was 
looking for, that I decided not to cause my- 
self any further worry or waste of time, and. 
as you see, it did not take long to sell me and 
I am going back tonight." 

After he had gone I turned to "Pop," who 



When the Burden of the Business is Carried By One Man- 




This business is standing still. 

It Cannot Go Forward. This one man may be selling most of the cars — he may be doing all the 
detail work, having no time to devote to creative thinking. He is the sole pillar. Such a business can- 
not live healthily. He is not only carrying the burden of the business — without aid — but he is carry- 
ing the extra burden of the men who are loafing. 

NO ONE MAN IS BIO ENOUGH TO DO THIS. 

When this man's strepgth is sapped, as it will be quickly, the business structure will topple 
over. There Is a big moral In this picture of an unevenly balanced business. 

When Everyone Carries the Mutual Burden— 



This business is making swift progress. 
Each man carries one-fifth the load that the single man above carried. Each man has 
of work. Each man is making great strides— the whole business is going forward at the 
All because EVERYONE is carrying his share— one-fifth of the load. 



his share 
pace. 



had come in during the course of the conver- 
sation. His face was as placid as the Sphinx. 
Did you know your call on the telephone 
resulted in a sale?" I asked. 



Yes, I heard the gentleman say so," he re- 
plied. "It is just one more result of always 
being on the job." /^* 

1 a s r t5fbi*M-jOCK 
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When is YOUR "Hudson Day"? 



CJ. CLAUDOX. the energetic business- 
winning HUDSON dealer at Fairbury, 
• 111., a town with a population of 4,000, 
shattered his sales record Jan. 19 and named 
the occasion "Hudson Day." 

He sold two foredoor touring cars that day, 
setting a new HUDSON selling record for 
himself. 

That suggested the idea that every HUD- 
SOX dealer and distributor have a "Hudson 
Day" each month — and see to it that the sales 
break the record for any single day during 
any previous month. Mr. Claudon's record is 
made the more remarkable by the fact that 
his set the new record just a week previous to 
the opening of the Chicago automobile show. 

February "Hudson Dap" 

¥ ET'S all have a ''Hudson Day" during 
*~* February — a day on which you break your 
previous sales record for any one day. One 
"Hudson Day" that is recalled to the writer 



when the Hudson Sales Company, Los An- 
geles, on Friday, October 13 — ordinarily sup- 
posed to be an unlucky day — broke its daily 
sales record with eight orders. You probably 
have a "Hudson Day" every month. Most of 
the "Big Family" do. 

Here is C. J. Claudon's letter : 

"Jan. 19 was surely "Hudson Day" 
in this vicinity, as with a tempera- 
ture of 5 below zero and the roads 
impassible for an auto, I sold 2 Hud- 
son foredoor touring cars as per 
orders enclosed. I consider this a 
Hudson achievement on account of 
the fact of selling: them lust before 
the opening of the big; Chicagro show 
the next week. Coffin's masterpiece 
is certainly selling: on its merits at 
present on account of the 100 </c effic- 
iency given by Hudson cars in this 
vicinity. — C. J. Claudon." 

Write the TRIANGLE about your ''Hud- 
son Day" for January. If you've already had 
a February "Hudson Day" tell about that, too. 
Do this today. 



WIN PRIZES FOR SALES 

AT NEW YORK AUTO SHOW 



A J. ROBINSON, of the New York of- 

jfcA fice of The A. Elliott Ranney Com- 

• pany, won the first prize offered by 

General Manager Samuel S. Toback for the 

greatest number of sales made during the 

show. 

F. \V. Coppinger, of the Newark office of 
The A. Elliott Ranney Company, and Ralph 
Rice, of the New York office, were tied for 
second honors, the aggregate of the second 
and third prizes being divided equally among 
them. 

The prizes were awarded following the 
close of the automobile show at Madison 



Square Gardens, New York, the occasion being 
a dinner at Hotel Martinique. A toast was 
offered the officers and members of The A. 
Elliott Ranney Company and a unanimous 
vote of thanks was extended to the Ranney 
Company and the Hudson Motor Car Com- 
pany in appreciation of the kindness and many 
courtesies shown the men during the show. 

Sales records were broken during the New 
York show, according to New York newspa- 
pers, and the awarding of the prizes was a 
fitting climax. 

The prize idea during the show spurred the 
men on to stronger efforts and the closing of 



many sales was echoed in the final results. 
One of the present-day owners of the Hudson 
who purchased a roadster at the show was 
Mrs. Frank J. Gould, the New York society 
leader, who will drive her own Hudson. 

A Roy Camp, sales manager of The A. El- 
liott Ranney Company, speaking of the prize 
idea, says: "I believe that the offering of 
these prizes was not necessary to obtain good 
results from our men at the show. But the 
fact that such an offer was on was the cause 
of increased enthusiasm." 



MORE PRESSURE FOR YOUR SALES 
TALK TO LIVERY OWNERS 

A SHORT time ago the Triangle had 
a story of how a South Carolina liv- 
ery owner made a barrel of money 
with a Hudson. Dealers, distributors 
and salesmen were urged to get after the 
livery men in their territorities and show 
them the letter and urge that they make 
similar profits. 

Which many are doing to-day. Here's an- 
other valuable letter received by the Twin 
City Auto Company, Lewiston, Idaho, from 
L. C. Grinolds, proprietor of the Kendrick 
Livery Company, Kendrick, Idaho. Mr. Grin- 
olds reviews his experience with the HUD- 
SON for your livery prospects in this letter: 

"With reference to the Hudson automobile pur- 
chased from you, for our livery business, will say 
that we consider it our most valuable asset. 

"During the six months that we have run the car 
the operating expense we incurred was very small 
considering the roads in our section which is very 
rough and hilly. Our total receipts for the time 
operated was $1,345.50 and we have made a number 
of trips which we could not have made with our 
teams. 

"Our total expense for repairs was $9.80; gaso- 
line, $75.60; transmission grease, $10.50; lubricating 
oil, $18.70, so you can see that this has left us a very 
good profit for the amount of the investment, and 
another good feature is that we will be at no expense 
during our dull season like we are with our horses. 

"In conclusion will say that we can highly recom- 
mend the use of the automobile in the Livery Busi- 
ness and that we appreciate the way you have taken 
care of us since buying." 



Hudson Exhibit at the Chicago Show 

3 
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Big FamilyEnthusiasm Marks 



o Breakfast 



Over Three Score Dealers, Dint rlbn torn and Factory Men Attended the Hudson Breakfast in the Chicago Athletic Association Baa- 
auet Hall Dnrlna the Chicago Automobile Show. Many Members of the Big Family Remarked That It Was the Most Gingery Automobile 
gathering They Had Ever Attended. It showed the Spirit of the Big Organisation That Sells Hudson Cars. 

Lack of Space Prevents Giving All the Addresses. Excerpts From a Few Are Printed In this Issue of the TRIANGLE. In the Future 
others Will Be Reproduced. ^^^^^_ 



FOUR VITAL BUSINESS STEPS 

Exwpt from the Address of 

B. C. MOR8K 

Geaeral Sales Manager || H d*on Motor Car Coatpaay. 

YOU all know I am interested directly in selling, 
and in that end I have studied the prob- 
lem of selling not only as it applies to auto- 
mobiles but as it applies to anything. 

What I want to get is a solution. In building up 

a great institution it is very necessary to get 

right down to bed rock. We have got to dig 

first, and next get right down to fundamentals. 

It seems to me there are 

four things that make for 

_ positive success. 

^_^MJMSw It can be worked out 

_■ ^f ' scientifically. Tou can 

^H ^R succeed just as surely 

■ ■ selling under a proper 

Hfc'fK' campaign as an expert 

^H aam^r Doctor can succeed in 

Wfl H_ 99% of his cases In opera - 

^H Hf tlons for appendicitis. It 

■V H*%|. is knowing how that 

^M ^P*# counts. 

fl IkT The first step, gentle- 

_^H |PW^ men, is to select an article 

^^M Mr! M^^Mm must be article 

■ Msmh ■ right in quality, in design 

*^| If must be an 

^H ^K article for which there Is 

T^H IT a demand. Our policy is 

sH H* to °uild cars for which 

rSHH ^F~ there is a demand, not any 

^^^■f car we want to build. 

^^p Second, is sales organiza- 

^ tion. It must be properly 

w organised. In the selling 

end of the business every- 
body must put their shoul- 
ders to the wheel in ex- 
actly the same way. 

Third, is service — the 
test of an organization having anything to sell Is 
the service a customer gets out of it. The best 
service can be guaranteed by a competent staff of 
mechanics, and an adequate supply of proper parts 
and prompt assistance. We are planning to have 
distributing depots throughout the United States. 

The fourth factor that makes for success is con- 
stant persistence. Remember lhat nothing stands 
still. The world revolves once every twenty-four- 
hours. Tou are one day older today than yester- 
day, l^ou are one day nearer the end of your busi- 
ness career than yesterday. Now is your oppor- 
tunity. . 

In the Hudson Motor Car Co. our opportunity 
is now. We want tjo grasp that opportunity now. 
We want to allof us make money out of this busi- 
ness. As we have said before, unless our interests 
are mutual, and unless you succeed, we cannot suc- 
ceed. We want to get together. 

What I have said here in reference to selling, I 
have said before, and I could talk on it for three 
hours. It is the ABC of business sense, and that is 
all. . 

We have long felt the need for closer and per- 
sonal acquaintance, and in that end I hope the sales 
organization will be able to hold district meetings 
in the large cities where we can call in our dis- 
tributors, salesmen, and others, and get together 
every sixty or ninety days so there will be a posi- 
tive acquaintance anion* all the units of the or- 
ganization. Of course being associated with the 
selling end of the business, I think that is the 
most important. 



HUDSON GROWTH 

Erctrpt from the Address of 
W. J. McANEENY, 
' Factory Maaager, II ad ton Motor Car Com pa i 



lay. 



THE problems which look difficult are only 
difficult with one who does not happen to 
be familiar with that particular kind. We 
all have problems in our departments, but after 
you get clo£e to them, they are not so difficult 
as they seem at first. It is difficult to make a 
sale, but after you have made it. it was not so 
difficult after all. Tasks given me in the factory 
fortunately for me are easy 
— easy because I have a 
group of men around me 
who can advise me on most 
anything. I am a cog in a 
very harmonious and suc- 
cessful organization, and I 
am proud to be with it. 
The reason it is harmonious 
is the same reason given 
in that old song — The Man 
Behind the Baton is the 
Man Behind the Tune. We 
are led in the proper direc-. 
tion. 

I see I am down to talk 
about the growth of the 
factory. Most of you pres- 
ent, at least all of those I 
recognize here I have seen 
at the factory, and I 
recognize most of you, so 
you have seen it. It can be 
summed up, however, in 
one paragraph. 

Three years ago we had 
a two-story building, cover- 
ing 48,000 square feet of 
floor space. We now are 
operating in a modern fac- 
tory equipped with every advantage to the work- 
men that could be thought of. And we have 172,000 
square feet of floor space. We are putting on an 
addition that will add 60,000 square fee£ mere floor 
space. We have planned for growth— we can put 
two more stories on top of every building, and an- 
ticipating that, the steam pipes are nOw*in. 
" It is up to you to put the additions on the 
■plant. We have made" our investment, and would 
like to see the steam running through to the four 
stories. 

There is just one point before I close — I want 
you all to understand that while we make records; 
and do the best we can, we are not miracle 
workers. We can not deliver dealers all the cars 
they want in April, May and June because they 
Usually want a million In those months. We prob- 
ably c-an deliver you more cars than you want in 
January, February and March. If you fay the 
word now, we wil! get them for you in, May, but 
you must say the word now. 

You can not come along in May or June. 
We are never going to hurry .so to get cars to 
you that they will not be right. 

We inspect every car — we pay a little more for 
the inspection of them than any other operation in 
the factory. We employ the best men we can find 
to head our inspection department. I think we 
have the best inspection syttpm in this country, 
if you have any suKKestiont. send them along. 



THE GREAT CENTRAL IDEA 

Excerpt from the Addresv of 

C. C. WIKXIXttllAM, 

Advertising Manager Had«oa Motor Car Coaiaaaj 

1 think you will find our exhibit this year a more 
thoroughly standardized selling plan that you will 
find at any other exhibit at the Show. 

That Is the outcome of much thought and much 
consideration, and a recognition that there is some 
common point of appeal for everything that is to 
be sold. We all are likely to contrast our indi- 
vidual associations and conditions with those else- 
where, and so our ideas 
are different. 

We are very likely to 
say that in this city we 
have to sell cars under en- 
tirely different conditions, 
and if that were true, then 
national advertising, such 
as we follow, would not be 
valuable. 

Until doctors learned to 
recognize that symptoms 
which indicated small pox 
and consumption were 
similar so they could 
recognize them, medicine 
was not a science. I do 
not believe that advertis- 
ing has reached a point 
where it can be called a 
science, but we have been 
able to tabulate and clas- 
sify conditions which en- 
able us to determine what 
certain things will do 
under certain conditions if 
followed out along the 
same line. 

So these Detroit meet- 
ings are carried on to 
arrive at the thing which will satisfy or answer 
the most people, and will handle each condition 
that comes up. As an example that people are 
not so different, if you travel East and West. 
North and South throughout this land, you will 
find that people are governed by about the same 
cmoti6n8 and same ambitions. 

An advertisement that appears, for instance, in 
The Saturday Evening- Post, which is circulated 
over cross -roads and city, and all that, has the 
same appeal in one locality as it does in another, 
providing, of course, people in those sections 
syre buying -a product we have to sell. 

So thfft proves if *p get the right selling argu- 
ment, you cam use that argument to advantage. 
I am to talk, to you about uniformity, and I 
think that is exemplified pretty well by the plays 
that you see on Broadway. They are staged 
precisely the same way when they get to Okla- 
homa City. 

The actors do not change their lines, the scenes 
are the same. The actor's steps have been meas- 
ured by some one, his gestures are the same. 

He gets the same applause at the same places. 
There are plays on the . boards today that are 
successful that some of you saw five or six years 
ago. .ind you get from those plays the same 
laughs, and the same thrills. 

So long as we And a selling argument that con- 
vinces people to the point that they pay over 
money for our cars, then that Is the selling argu- 
ment to market. 



AMONG THOSE WHO ATTENDED THE BREAKFAST WERE : 

A. H. llartman and W. J. Maurer, Freeport, 111.; H. A. Gabel, Belvidere, 111.; Geo. S. Danaher, Memphis, Tenn.; F. 8. Albert son, Kansas City, Mo.; W. K. 
Patterson. Portsmouth, Ohio; J. W. Morris. Pontiac, III.; J. £. Ferguson, Dwlght, III.; Fred D. Bethard, Richmond, Ind.; C. J. Claudon, Falrbury, 111.; G. W. 
Darling, Marshalltown, Iowa; Fred P. Neumelster, Kockford, III.; George G. Foster and Samuel N. Foster, Wllmette, III.; A. L. Maxwell, Lawrencevtlle, 111.; 
C. L. Kirk and E. A. K. Lloyd, Mason City, Iowa; R. G. Wheat on, Wheaton, 111.; Chas. Noel. Goshen, Ind.; Arthur R. Crary, Boone, Iowa; Chas. J. Moody, Elgin, 
III.; Roy D. Chapin, President; Howard E. Coffin, Vice-President; E. H. Broad well, Vice-President; Wm. J. McAneeny, Factory Manager; E. C. Morse, General 
Sales Manager: C. C. Wlnningham, Advertising Manager; John A. Olt, 8. P. Jackson, W. W. Garrison, Richard Bacon, Jr., Walter J. Bemb, J. N\ Hill, J. 3. 
Draper, L. J. Robinson, E. O. Patterson, Hudson Motor Car Co.; Louis Geyler, F. M. Btishby, J. L. McLaren, Thos. G. Orme, Edw. E. Gaston, Roy Iverson, 
Norman Smith, J. T. Binkley, Louis Geyler Company, Chicago; E. E. Mensch, Sterling, 111.; C. L'rwlck, Louisville, Ky. : E. J. DeVille, Dayton, O. ; R. W. Ickes, 
Minneapolis, Minn.; J. J. Walton, Warren. III.; A. L. McCormlck, Louisville, Ky.; Harry L. Archey, Indianapolis, Ind.; Frank L. Moore, Indianapolis, Ind.; 
"" " " """ " " "'" - -- — - - ,i.. James S. F rarer, Nashville, Tenn.; Guy L. Smith,' Omaha, Neb.; H. H. Dillon, 



Frank Lamkln, Hudson Motor Car Company, Milton G. Smith, South Bend, Ind.; _ ______ 

Lincoln, Neb.; G. E. Farrand, Barry, 111.; J. Stewart Allen, Springfield, 111.; M. D. Stocking, Llndemvood, 111; M. R. Rothenberger, Frankfort, Ind.; W. Hlfln- 

>otham, Centervllle, S. D.; Howard L. Kneeland, Battle Creek, Mich.; J. E. " * " ' "" - — - • - -• __—.__-- — . ^ 

'!., and Wellington B. Huffaker, Jacksonsonville, III. 



Hand, Freeport, III.; C. F. Jamison, La Fayette, Ind.; \V. A. Latham, Kankakee, 



Published weekly by the Hudson Motor Car Co., in the interest* of Hudson Distributors, Dealers and Salesmen. 




HUDSON MOTOR CAR COMPANY 



DETROIT, MICH- U.S. A. 



ac.cemN,«M*M 

C.N.SRO*0«CLL,W«««*m 

* .O.M2HCH. tMTMwy. 

• a .iacoson. »»m tc« np. 



Detroit. lUoh. t Peb.14, 1912. 

To the "Big Hudson Family"; 

This ntmber of the TRIAHOLE is the greatest and best 
«e hare ever issued.. 

I hare Just finished reading the advance proofs. This 
issue is the most concrete, the meatiest, the most helpful of any 
publication of its kind I hare ever seen. 

The vital truths, the brilliant ideas, the workable sell- 
ing plans in this number will aid you and all of us— win makg.monei 
for every member of the Big Hudson Family- , if carefully read and 
heeded, I know you will recognise their value and use them. 

Tours t 
HUDSOH MOTOR CAR COMPACT 



REC-B 
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'Winter Automobile Exhibit" is Strategic Plan 
That Paid Profit— Life-o'-Trade Asleep 



(Here is an idea conceived by J. H. Phillips of the Phillips Automobile Company, St. Louis, 
Distributors for the Hudson. The Triangle waited a month to find out whether it paid a profit 
during the fierce wintry days. It did pay a handsome profit. So it is here offered for the considera- 
tion of all HUDSON distributors and dealers. Mr. Phillips' regular salesroom and garage is in the 
West End of St. Louis. He gets the Spring and Summer business there. He felt some Winter busi- 
ness might be getting by him. So he conceived the idea of a down-town showroom in the heart of 
St. Louis. If Mr. Phillips idea appeals to you, if it fits your case, use it. For he here lays the whole 
plan open for HUDSON distributors and dealers to make the same relative profit from it that his 
organization has. Please read Mr. Phillips' article with care.) 

By J. H. PHILLIPS, 
Phillips Automobile Company, St. Louis, Mo. 



I HAD thought of a downtown winter au- 
tomobile exhibit of this kind for the past 
two years, feeling that a convenient down- 
town location would induce a great many 
persons that intended purchasing cars in the 



spring to come in and look the HUDSON 
over who would not go to our West End 
salesroom during the winter. 

I felt that lots of persons that really intend 
to purchase a HUDSON would get sidetracked 



during the winter, and buy something else, 
without our ever seeing them. 

We have just finished our fourth week of 
this exhibit. 

We have secured the names of about two 
hundred people that expect to buy automo- 
biles within the next six months; we have sold 
eight cars, four of which are to people we had 
never heard of until they came into our 
winter exhibit, and we have probably twenty- 
five or thirty persons that want demonstra- 
tions as soon as the weather will permit. 

This has all been during the severest weather 
that St. Louis has seen in a generation. 

There has not been over half a dozen days 
that you could ride anyone at all, and not a 
day with the snow all gone. 

Besides this our competitors are tearing 
their hair, if the reports we get are any cri- 
terion. We have stirred up the biggest kind 
of a noise at a time when everything was dead 
and quiet. 

Paid a Handsome Profit 

AJ[Y opinion is that it was a great scheme, 
*** and the results we have had so far di- 
rectly, would more than pay for all the ex- 
pense, if we closed up tomorrow. 

The location we have is in the very heart of 
the office building and financial district, but 
away from the retail shopping district, as I 
figure that we do not want the street crowd, 
but the people that we can pull in by our ad- 
vertising. 

There have been several concerns that have 
at various times had extreme downtown loca- 
tions, and I have noticed that where they were 
located in the retail district, they had a large 
number of people that would not, and could 
not buy an automobile, that took up a great 
deal of time. 

In fitting up our store I have made it as 
bright and attractive as possible, papering the 
room in light yellow r , and painting all the 
woodwork white, and the floor a dark tan. 
This color combination makes a good back- 
ground for all of the various colors of the 
machines. 

HoW Salesroom Is Jir ranged 

/^\UR room is 25 x 140, and we have on dis- 
^^ play torpedoes in red and green, touring 
cars in blue and maroon, and roadsters in red 
and green. 

On each side of each car I have small Crex 
rugs with a green border, and about the cen- 
ter of the room on one side I have arranged 
the office, renting NEW light oak office furni- 
ture of the Sanitary Style. 

We have a bankers' style low roll-top desk, 
a flat-top desk and a typewriter desk, with 
office chairs to match, and three extra chairs 
and a settee, all of the same pattern. 

The desks are placed on a Crex rug 9x15 
feet, to match the little rugs, and the whole is 
very effective. 

The room is lighted by five four-light chan- 
deliers containing 60 watt Tungsten lamps, and 
the window is brilliantly lighted with a com- 
plete row, top and two sides, of 25 watt 
Tungsten lamps. 

We had to do all of the fitting up, but the 
result is well worth the effort and expense. 

(See next issue for photo of front of Winter Exhibit.) 

VjOOQIC 
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TEACH NEW BUYERS 
WELL; AVOID SNAGS 
BRED OF IGNORANCE 
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By E. V. RIPPINGILLE 
Chief Inspector, Hudson Motor Car Co. 

OF ALL the distributors and dealers I 
have visited I can always see the neces- 
ity of their having a first-class techni- 
cal man on hand to deal with erratic 
customers. 

A case was put up to me last week which 
I think serves to illustrate this necessity very 
well. Mr. J. E. Smith owns a Hudson "33" 
gentleman's roadster which his wife drives 
most all the time. Mr. and Mrs. Smith have 
been big kickers, especially the former, who 
is a hot tempered man and a very poor driver. 

Mrs. Smith, while a fairly good driver, had 
not received any great amount of instruction 
on the operation of a car, and, consequently, 
was really justified in making the kicks which 
she did. 

The main complaint was, in her estimation, 
the failure of the car to pick up after the 
manner she expected with a 33 H. P. motor. 
The dealer arranged for me to meet Mrs. 
Smith and take a ride with her, which I did. 

The first thing I noticed was that the car 
had exceptionally good pick up for a 3^-1 
gear roadster, but that it was her custom in- 
variably to start off from a speed of about 
five or six miles an hour on high gear and 
expect the car to jump away. 

Same applied to her method of approaching 
hills. She would go at them slowly and then 
expect the car to pick up on them. After leav- 
ing her to drive in this manner for a while, 
I explained to her the use of the transmission 
and allowed her to demonstrate to herself the 
benefit of having an intermediate gear. 

When we returned from the trip, which 
took up about one and one-half hours and in- 
cluded some of the worst hills around the 
town, the writer had demonstrated to her that 
a car could be handled much easier and a very 
quick get-away obtained by dropping to inter- 
mediate gear when picking up, especially at 
the bottom of a hill. 

She was entirely satisfied. 

A salesman for the dealer went down town 
with Mrs. Smith to interview her husband, 
and he evidently came through the ordeal with 
flying colors, since he told the writer that 
Mr. Smith had been transformed from a 
knocker into a booster of Hudson cars and 
said all that he ever needed was a little more 
attention and somebody who could show his 
wife how to operate the car satisfactorily. 



FLOOD OF ORDERS 

SHATTERS FACTORY'S 
FEBRUARY RECORD 

AS AN index to the wonderful reception 
the great American motoring public is 
giving the New Self-Starting HUDSON 
"33" is the volume of orders that piled up in 
the sales department the first three days of 
February. 

Distributors and dealers of the "Big Fam- 
ily" placed orders for 316 cars during the first 
three days of this month, that being the larg- 
est volume of February orders for a like 
period during the history of the "Big Fam- 
ily." 

It merely goes to show the appreciation of 
the car — by the members of the "Big Family" 
itself as well as by His Majesty, the American 
citizen, who is the man who decides the fate 
of any product. 
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quiet running car, but I find 
that my new 1912 car is just 
as quiet. I drove the 1911 
car 4,900 miles without a puncture or blow-out on the 
road and the tires look good for 5,000 miles more. 
The generous over-size tires which you furnish on 
the Hudson cars I consider a very important feature. 
On my new 1912 car I am very favorably impressed 
with the quality and style of the equipment used. By 
actual comparison I find the lamps, magneto, wind- 
shield and top to be the same or equal in every way 
to those used on several cars selling for $2,750.00 and 
more. 

In short, if I had not been entirely satisfied with 
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Denver. When we arrived home after going about 
two thousand miles the motor still had the sweet 
running hum that it did when we left. We had 
several nitches in our gun, one of sticking a big B — 
three times in the sand and a forty K — once. We 
had two punctures on the entire trip and was always 
waiting for the other parties at every stop. 

I might add that the trip sold for the Hudson peo- 

Cle three cars, two- of which are going to bring theirs 
ome from the Omaha show. I am in no way inter- 
ested in the Hudson car outside of the service that 
I have received from their cars, and as I have spent 
a good deal of time and money with other cars I feel 
really under obligations to them. 



MINNEAPOLIS "HUDSON DAY," JAN. 30th, 

WAS COLDEST DAY OF THE YEAR, TOO. 

est day of the year in Minneapolis — with three 
sales for immediate delivery. 

"It's my 'Hudson Day* for January/' he 
wired. 

From which you can gather that coldest 
days can no more make the Minneapolis sales 
barometer falter than can the "coldest day of 
the year'* balk the self-starter. 

The entire "Big Family" extends its con- 
gratulations to "Cash" and is waiting for more 
"Hudson Days" from others of its members. 

Chalk up a strike apiece for C. J. Claudon 
and 'Cash" Levy. Bring on more "Hudson 
Davs !" 

Who's next? 



YOU remember that live member of the 
"Big Family" who is eating up competi- 
tion in and around Minneapolis — "Cash" 
Levy. 

In a recent number of the TRIANGLE was 
told how C. J. Claudon, Fairbury, 111., inau- 
gurated a "Hudson Day," one day each month 
on which the daily retail sales record was to 
be broken by Hudson dealers and distributors. 

Well, almost with the receipt of Mr. Cauld- 
on's communication, came a telegram to the 
factory members of the "Big Family" who 
were at the Chicago automobile show. It told 
how George B. Levy, slang for "Cash" Levy, 
had just wound up a day's business — the cold- 

Business Character 

The Key to Orders 

By W. W. CATLIN 

Salesman for the Metropolitan Motor Car Company, Ltd. 
Vancouver and Victoria, B. C. 

IN READING a late number of the TRI- 
ANGLE regarding the securing of cus- 
tomers, it occurred to me that in former 
days when a man contemplated the purchase 
of a motor car he reasoned thus: 

"If I could only succeed in selecting the 
best.'' But while the buyer is today just as 
anxious to get the best car possible there is 
still another consideration. 

When a business man decides to put his 
money into an automobile, not only does he 
look around for the best that he can get for 
that money, but he looks up the character of 
the dealer before buying, as undoubtedly he 
isn't considering any after expense. 



The one great success in selling automobiles 
is the foundation you have built under your- 
self as regards the "after handling" of your 
customer. Some dealers try to get all the 
money they can possibly squeeze from the 
customer on repair work, etc. There lies the 
great mistake. 

All owners expect and want to pay just 
labor charges, but do not care to pay exor- 
bitant charges. If the dealer tells a customer: 
"There's only a charge for labor," the cus- 
tomer will go away feeling good and in most 
cases can say: "That fellow is O. K.," and 
he will come back and buy accessories and 
oil, which make up all deficiencies ten-fold, 
and if the dealer hasn't given him good treat- 
ment he will possibly say some pretty mean 
things. 

One small act of courtesy may mean a 
dozen sales where one of greediness might 
put one on the rocks. 

Secure the good will of the public and busi- 
ness will trend your way. 



The Most Important Thing: Get The Order ! 
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Ever Lose a Sale This Way? 



By C. C. WINNINGHAM, 

AdT«rttsinff Manager. 




HAVE you ever considered the influence 
of the tone of voice or the expression 
on one's face as it affects the sale of 
a car? 

Maybe you have not thought of that, but 
here is a story of how a man lost a sale. It 
is not about the Hudson but I will venture it 
has happened hundreds of times with the Hud- 
son as well as with other cars. 

I am telling it here because it is a matter of 
such common fault that we are all likely to 
get into it. 

It is another one of those costly mistakes 
due to thoughtlessness. 

The owner of a certain highly regarded car 
"wanted a new automobile. He had talked 
with the salesman of a well-known competi- 
tive car, but did not give him the order. He 
went over to the distributor of the car that he 
owned and asked them what proposition they 
would make him for his old car toward the 
purchase of a new one. They didn't want to 
give him what he thought he ought to have 
so he went back to the first salesman — to the 
man who had made him a proposition fully 
acceptable in the event that he did not get as 
large an allowance for his old car toward a 
new one of that make. 

What Cost the Sale 

¥ T was what the salesman for the com- 
* petitive car said to the customer that lost 
him the sale. 

The salesman probably never knew why he 
didn't make the sale, but the purchaser of the 
car knew because he told me. 

Before I tell you what it is, just rehearse in 
your mind situations similar to this in which 
you have been put, and recall whether you 
have ever lost a sale when you had gotten the 
order up to the same point that this was so far 
as it is related. If you had done that then 
maybe this explanation will show you why 
you have lost some sales. 

A Remark. Cost the Order 

AT ANY rate, it ought to be a lesson not 
ever to use it because if one man has lost 
a sale amounting to $4,000 as a result of just 
such a foolish break, isn't it possible for 
hundreds of other men to make the same mis- 
take. 

You don't need any further explanation than 
this. It tells why the order was lost. This is 
what the salesman said to him: "Well, I am 
glad you finally decided to buy a real auto- 
mobile." 

When the purchaser heard that, he lost all 
confidence in the salesman, because that sales- 
man was attacking a car that he knew to be a 
good automobile. It was a subtle knock and 
he wasn't willing to stand for it. So he went 
back to the distributor for the car that he 
owned and accepted their proposition. 
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"NOT A PENNY FOR REPAIRS** 

By C. ML Babbitt 

KmmUn IMntrlct Sales Manager, 

1I««mb Motor Car Coapanj 

JUST met J. W. Elyellen, of Rydal, a suburb of 
Philadelphia, who received his 33 Hudson on De- 
cember 31, 1910. 

This car has been driven 1,205 miles, and one of 
the original Fisk Tires is still on the car and in good 
condition. This car was driven every day but five 
during 1911 without a single penny being spent for 
repairs. Mr. Elwellen tells me that he has never 
adjusted carburetor and has not even taken up brake 
rods- . . . 

The owner is an expert machinist, and is a very 
critical expert mechanic. 



HOW ONE FAMOUS SALE SOLD ANOTHER HUDSON 

Frank J. Gould, the New York capitalist of world- 
wide fame, bought Mrs. Gould a New Self-Starting 
HUDSON "33" at the New York Automobile show. 
A salesman's courtesy sold the car. Mr. Gould bought 
two other makes of cars for Mrs. Gould at the show. 
Note the newspaper clipping to the right. 

In the meantime the usual letter to new owners went 
to Mr. Gould from the factory. It just happened that 
a big power company headed by him needed a car. 
Because the "Big Family" was on the job, he recom- 
mended a HUDSON — not either of other two cars he 
bought. Note his letter below. 

The Alsop Motor Company, Richmond, Va., was also 
strictly on the job. They got the order. Note the 
night telegram below. That is the graphic story of 
how far-reaching was ten minutes of courtesy from a 
salesman. 



MRS. GOULD SETS PACE 
BY O filVING O WN AUTO 

NEW TORX. Jaa. 14.— If other mem- 
ber, of New York's ~*»" follow tbo 
UtMt uunpl* of stronoo u oBOos ■■ ex- 
emplified by Mrs. Freak J Ooald «rtv« 



Mr*. OouM wo* oao of tbo first vial, 
tors at the Now Tork aatpmoblle oho* 
at Maolooa.8o.Mro Oardea. WUhla as 
hour aho bad iBveSUarated aeveral of 
tho Icadla* ears at too obow ana boforo 
oho depart** registered bor .boom for 
a demoastmtloa of tbo bow self-start- 
In* Hudson "M" 

Anticipation of tbo Joys of pssbtnar 
down tbo accelerator and Mel no* the 



forward, 
••powered 

toatrel. ma 



during- tbo domoaatratloa of tbo ei 
sbe woo Impressed with the utter hi 
pllclty of tbo ear. is which asproj 
mately lot* parts bare been ellmlai 
ad and with tbo fact that tho me 
preoooro of a battoa started the enerU 
tbU belac Is sharp oftatraat to tbo a 
method of craafclnc tbo motor. 

Boforo tbo Now^Tork automobile sb« 
had come to a close Mrs, Ooiald b 
become owner of tbo ear Tbo last di 
of tbo obow delivery of tbo ear w 
made to Mrs. OevJd sad aa salekly 
Wintry blasts give way. the first mei 
ber of Mew Tork's smart set to dri 
her own oar will be souls* a aotaa 
example to bor slater s 

TSe Tetosrem te*»» %C ea the otaw 



VIRGINIA RAILWAY AND POWER CO 

16* BROADWAY. N.Y. 



FRANK JAY COULD. 



January 3l»t, 1912. 
Hudson Motor Car Company. 
Detroit, Michigan. 
Dear Sirs: — 

This Company has been authorised toy its Ex- 
ecutive Committee, to purchase a gasoline or electric ve- 
hicle to toe used toy its officers, in reaohing quickly 
the outlying parts of its lines in the City of Richmond, 
Va. 

Upon receipt of your letter of the 19th, instant, 
in regard to the car I purchased, I forwarded the letter 
to our President, Mr. to. Northrop, with the suggestion 
that he consider the purchase of a Hudson for the pur- 
poses mentioned, and would suggest if the matter is of 
interest to you that you communicate with him. 

Sing 

FJG/AK 




Digitized by 



Google 



Dealers Who Seized the 

ain Chance 



THIS is the story of a "live wire" — a high- 
voltage-Hoosier-live-wire and just about 
the livest kind of a live wire that 
there is. 

The first time the writer ever heard about 
him was in Chicago. A Hoosier who was rep- 
resented in the directories of a number of big 
Indiana companies was telling at the Illinois 
Athletic Club, Chicago, the terrible blow a 
salesman he had hired, dealt him when said 
salesman actually had the nerve to ask $75 
a week. 

The punch that really floored the Hoosier 
moneyed man — who was in the automobile 
business — was the fact that the salesman got 
the job at his own figure. 

"How?" the Hoosier was asked. 

"Well, I had never paid a salesman that 
figure before. But this man told a story that 
won the $75 a week and later an increase in 
salary over that," replied the Indiana man. 

IS he St org That Broke a Salary Record 

TWO Hebrew gentlemen who owned a busi- 
ness were getting few orders. They had 
half a dozen $15 a week salesmen, who couldn't 
seem to land the business. 

"Fire them," advised a friend, "and put on 
a $5,000 a year man." 

Skeptically the two owners of the business 
did it. 

One morning they found the $5,000 prize 
chatting with a man in his office. "Lord, Ike, 
'ust look at dot. Vun hundert dollars a week 
und he loafs on us. You fire dot guy today," 
ordered the partner. 

The conversation took place near the desk 
of the bookkeeper, who intervened. "Look 
at that bunch of orders, gentlemen. That 
whole bunch came in this morning, more than 
enough to keep the factory running a month. 
You better not fire that man. He's put your 
business in solid," commented the bookkeeper. 

The partner who had spoken was carefully 
wrapped up in watching the salesman "loaf." 
"Your bet ve fire dot loaf aire guy, huh, Ikey?" 

"Fire dot guy?" echoed the other partner 
who had been thumbing the orders. "You go 
to . I'm going over und kiss him." 

And He Cot The Job 

AND that story brought the desired salary. 
Right at that point Harry L. Archey, — for 
it was none other than he who was the sales- 
man in the case, I discovered recently — pro- 
ceeded to earn the salary that shattered a 
record. Here's the way he did it: 

He sold 46 Packards that year. In a single 
week he sold eight of them. On one notable 
day, he got up early in the morning, sold a 
car before noon in a town near Indianapolis. 
That evening he closed another in still another 
town and by midnight that night he had 
smashed his own record for a day by selling 
the third car. 

Well may you imagine that Harry stepped 
some. But he is no genius. He is game, 
however, to work to the limit of his capacity 
every minute of the day. There is no such 
thing as working hours with this king of live 
wires. The time for getting orders, whether 
it's 3 a. m. or 1 p. x., are his "working hours." 

When Harry Archey and his smile dawned 
over Indianapolis' horizon from the direction 
of Cincinnati, he was dragging a selling record 
worth while. 

It is now only three years since he came 
from Cincinnati. He made the record of 46 
cars in a year, though he had not known a 
single person in the Hoosier capital. But he 
became acquainted quick. 



How He Came to Seize The 
Main Chance 

YOU can't hold that sort of a live wire 
down. It was only natural then that hav- 
ing acquired the Indianapolis agencies for the 
Pierce Arrow and Detroit Electric that he 
should be added to the "Big Family." 

There were two cars either of which he 
would take on, he had reasoned to himself 
when coming to Detroit. One was the HUD- 
SON, but he visited the competitor first. There 
he saw cars everywhere — some being ready for 
storage, some standing around in the yards. 
There were too many cars, he figured. Why 
weren't they being shipped? he wondered. 

Then he visited the HUDSON plant. All 
the cars that could be shown him there, were 
in the reception room. The rest were being 
assembled and shipped as a result of actual 
orders from buyers. There was no storing of 
cars, none standing around the yards. 

That impressed Harry Archey and with per- 
fect business judgment he then and there 
seized the main chance. 

It is needless to point out to you that the 
New Self-Starting HUDSON "33" has cap- 
tured Indianapolis, — that Capital City Hoosiers 
can't get enough HUDSONS. 

Is The Father of Auto Show 

"f IVE WIRE" Archey at this point in our 

*^ story was vice-president of the Indian- 
apolis Trade Association. The president went 
to another city and it became President Archey. 

He had an idea up his sleeve. Indianapolis 
had never had an automobile show. 

Instantly upon stepping into the office he 
proposed the first automobile show the city 
had ever held. And he put the idea over, 
which is the acid test of the man. 

The newspapers used the lead columns on 
their first pages to tell about it. They used 
their front-page cartoon space to eulogize the 
idea. And in March Indianapolis is to have 
its first show. At President Archey's behest 
city officials agreed to close up two streets for 
two blocks for the sake of President Archey's 
show. 

Believe us, this man is a live wire. 

Li\e a Public Character 

PRESIDENT ARCHEY was at the Chicago 
* automobile show. You couldn't pick up an 
Indianapolis paper that didn't have a column 
somewhere which started something like this : 
(Special Dispatch from a Staff Correspondent) 

Chicago, 111., Jan. 00. — President Harry L. 
Archey of the Indianapolis • • • 

Then, close by, you were pretty sure to find 
a layout of prominent automobile men and 
among the photographs you usually found 
Archey. He doesn't go after publicity. It 
chases madly after him. Such is the nature of 



fame. You either fight for fame, or fame 
fights to get you. 

Fame has got to Archey. 

How LWe Wires Affect Life-o'-Trade 

IN three years Archey has come from an ex- 
* cellent, though obscure salesman of auto- 
mobiles, to be the greatest automobile dealer 
in Indianapolis. That is the standing of the 
Archey-Atkins Company today. 

It has a wholesale department, for the com- 
pany is a HUDSON distributor, and as fine a 
sales general as is to be found in this country 
is in charge. He is Frank L. Moore, Mr. 
Archey's right-hand man. He is a man of 
hunches that produce pay dirt, for he has a 
100 per cent knowledge of human nature and 
he gets the orders. 

Having Mr. Moore in charge of the whole- 
sale department is good judgment upon which 
congratulations are to be extended to the occu- 
pant of the Indianapolis' main chance. 

Competition picked up a live wire when it 
tried to down Archey, and the life-o'-trade is 
trying to let go, but the current is turned on. 

Consider the competitive situation: There 
are 80 manufacturers of automobiles in Indi- 
ana. Yet the biggest selling institution of 
the capital city has the agency for the HUD- 
SON, an outside car. 

Then consider that there is a certain $3,000 
car, made somewhere near Indianapolis which 
cheerfully sells for $1,950 in Archey's terri- 
tory. Some competition, you surmise. Yet 
the Hoosiers buy HUDSONS instead, just the 
same. From which you gather that being the 
King of Indianapolis live wires consists of 
considerable performance. 

In Conclusion Let Us Sap — 

MOW then, picking up the various threads of 
*^ this story — as they say in very literary 
circles — this man Archey is still Indiana's best 
booster. Yet there is philosophy in his attitude 
toward the HUDSON, an outside car, for was 
it Edgar Allen Poe or Oliver Wendell Holmes 
or just T. R. who said : "A prophet hath little 
honor in his own country," or something from 
which you would get the same meaning as 
from the words above. So it must be with 
Indiana cars, which may be good cars just the 
same. 

Mr. Archey and his men are TRIANGLE 
devotees, too, which shows that your ideas and 
ours are valuable to him. He believes in the 
principle of an interchange of ideas — for it is 
the man who grasps the ideas that others 
radiate who rams out this world's home runs. 

Harry L. Archey — or rather President 
Archey — (business of grasping the handle of 
the live wire, this act always taking place 
within parentheses) you've put it over on them 
all. "The Big Family" is proud that its In- 
dianapolis relative is the biggest dealer there 
— and the livest. 



WHERE ARE MY PROFITS GONE ? 



A DEALER made the statement: "I have 
not been making the money I should have 
but do not know how to find out where 
the trouble is." 

O rival dealer remarked : "I put an account- 
ant in my place for several weeks every year 
and I know exactly how much each department 
costs me. I know if my repair department is 
operating at a gain or loss, and if so, how 
much; and also what are the reasons that 
bring such conditions about." 

These comparative statements give a glance 
at the necessity for New Year's resolutions 
and also what can be accomplished by follow- 
ing good ones. There are many dealers hard 



up today simply because they have not the 
proper systems operating in their salesrooms 
or repair departments or garage departments. 

So few dealers think to charge each depart- 
ment up with its share of overhead charges. 
They deceive themselves. 

Any department can be made a success if the 
overhead and a score of other legitimate 
charges are not counted in its expenses. The 
dealer or manager of any other business who 
does not look into the details as he should 
sooner or later will find himself up against an 
unknown factor in his business; namely, that 
of ignorance regarding the real condition that 
exists in each and all of his many departments. 
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Thursday, the Extra Day. 

Is To Be Your "Hudson Day." 

THURSDAY, February 29th! This week! 
An extra day has been given you this year, for it is leap year 

and instead of February having 28 days, it has 29. 

What are you going to do with the extra day — with Thursday 
This Week? 

Of course you can make it equivalent to any other day this year. 
It may yield you more profit, or less profit. Just as you say. It's up 
to you entirely as to whether it's worth while having an Extra day. 
It's entirely up to you whether you want to grasp any opportunity. 

But you only get this extra day Once in Four Years. It is 
an opportunity. 

Why not sell more HUDSONS on Thursday — the extra day — 
than you have sold on any other day during February? Why not 
break your February record? 

Make it your February "Hudson Day." Make it worth while. 
Make this extra day pay a heavier profit than any other day in Feb- 
ruary has paid you. 

If you knew your life was to be prolonged an EXTRA day you'd 
make that day worth while. That is exactly what Thursday is — an 
extra day in your business life. 

Hence let Thursday be Your "Hudson Day." 

And this is not Bunk. For if this article in the TRIANGLE 
spurs you on to break your February sales record, You will be that 
much richer. You will have made a better profit than if this article 
had not appeared. And if you make several hundred dollars more 
Thursday than for any other single day You will be glad you took 
advantage of the Extra day. 

You Can break your February record if you Will. 

It may mean Closing some sales Thursday. But you can do it 
if you Decide to break the record. It is a Mental process with 
you, that's all. 

We want to print the fact in the TRIANGLE that You smashed 
Your record,— that You used Your extra day at a profit— that You 
had a "Hudson Day." 

Send your record glimmering Thursday. DO IT! 



The Buyer Who's A Judge Of Human Nature 



By W. A. FOSDICK 

Hudson Sal.. Company, Dallas, T.xa. 



MY CUSTOMER was a grocer. 
On Monday I heard that he was 
talking of buying a car. 
That noon on the way home I 

dropped in and said, "Howdy, Mr. , I 

am Mr. W. A. Fosdick, of Hudson Motor Car 
Sales Company. 



"We handle Hudson cars and maybe some 
day you might be in the market for a car, so 
I want you to know me, know us, and most of 
all know our car/' 

He said he was glad to meet me, that he 

wanted a car but guessed it was a long way 

I off before he could get enough money to- 



gether to buy an automobile. 

After saying I was glad to know him but 
did not want to bother him, I left him and 
didn't return for a few days. 

The next time I called in at the same time 
of day just to say "Howdy" and, by the way, 
to leave a catalog which I happened to have 
in my pocket. 

On my third visit he became pleasant and 
talkative and discussed things he found in the 
catalog that he liked and disliked. 

{Continued on Pa** 2) 



FRANK LAMKIN, NEW MEM- 
BER OF EXPORT DE- 
PARTMENT 

FRANK LAMKIN, a veteran in motor- 
ing ranks and formerly advertising 
manager for the Interstate Automobile 
Company, has become a member of the 
export department at the factory. 

Mr. Lamkin is a former newspaper man, 



FRANK LAMKIN 

has personally sold goods in the Latin-Amer- 
ican countries and speaks Spanish and Portu- 
guese fluently. He is well known as a writer 
upon export topics and is an authority on that 
subject. He is eminently fitted to capablv 
transact the affairs of the Hudson car in 
Latin-American countries, for he has the 
viewpoint of the Latin- American automobile 
dealer and distributor, which is a valuable 
asset. 

He is a skilled mechanic, and is well versed 
in the features of the Hudson as well as con- 
temporary cars, which makes his counsel 
especially valuable to Latin-American auto- 
mobile men. 
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How You Can Multiply Profits From 
A Successful Selling Idea 

By S. D. BOLTON 
Secretary and Manager, Bolton Auto Company, Saginaw, Mick. 

(Sid Bolton, Secy, and Mngr. of the Bolton Auto Co.. tried the Idea of having a Hat of owners .In his 
store, so that prospective buyers could see who owned the New Self-Starting HUDSON "33" and 
investigate the car's service to them. The idea paid. Read how the profit from it was multiplied.) 



HERE is a little advertising idea that can 
be incorporated in HUDSON dealer's 
store arrangement and their follow-up 
systems, which we have found very effective. 
" We have on the wall of our showroom a 
large case filled with 
the names and ad- 
dresses of all HUD- 
SON owners in our 
territory with a 
large sign at the top 
— OUR SATIS- 
FIED HUDSON 
OWNERS. 

We found this at- 
tracted so much at- 
tention that we had 
it photographed and 
placed on postal 
cards like the en- 
closed sample which 
we mailed out to all 
possible prospects 
for HUDSON cars. 
We have found that 
it created a great 
deal of enthusiasm 
and commendation 
among automobile 
buyers. 

While many peo 
pie come into our 



A real picture tells a true story. So we sent 
them actual photographs on which the names 
of owners were plainly , distinguishable. It 
gripped the attention of prospects, brought 
forth responses from them and was profitable. 



Photograph of 



store and are impressed with the openness 
with which we are willing to refer them to 
HUDSON owners as to whether the car is 
making good, we felt that the profit that the 
idea yielded could be multiplied — enlarged. 

There are large numbers of possible pur- 
chasers of automobiles who probably don't get 
to the store often. It was they we wanted to 
show this case filled with the names of owners. 



the Case as Shown on Back of Postcard. 

That is why it is offered HUDSON dealers 
in all sections of the United States. If you 
have such a list of owners, get up a case lifce 
the one shown in the photo. Arrange the 
names with the address of the owner be- 
neath them. Then have a photograph taken 
and have the photographer print the photo on 
a number of photo-post-cards. Then mail 
them out. And watch the results. 



THE BUYER WHO'S A JUDGE OF HUMAN NATURE 

{Continued From Page i) 



I only stayed a few minutes and left before 
I tired him or interfered with his work. 

Asks for Mr. FosdiciCs Vietos 

I KEPT up the visits for three or four more 
times until we got to know each other 
pretty well. 

He showed he was a good judge of human 
nature when he said, "Now, Mr. Fosdick. tell 
me, not from a salesman's view, but from 
your personal idea, what you think about your 

car in comparison with that car Mr. 

sells near you?" 

So I asked him to come out in my car some 
afternoon if for no other reason than a little 
pleasure as I knew he would tike the car 
enough afterwards to tell others so, which 
would of course help me more than the ad- 
vertising we did in the Sunday papers. 

Delay Almost Costs Sale 

HE PROMISED, but circumstances caused 
us to delay that ride. 

The following Monday morning I happened 
in again and was stunned to find out my com- 
petition the C agent, had my customer 

and his wife out Sunday afternoon. They 
liked his car alright and my competitor was 
making them an offer that they were bound 
to consider, even though a little sooner than 
they anticipated even figuring on a purchase. 

I saw the iron was hot and maybe would 
burn me. To be fair with me I asked him 
to just let me at least ride him out in my 
car and if nothing else at least show him that 
wc had a dandy car that he would be bound 
to speak well of even if he purchased the 
other man's car. 



Accept His Invitation 

THEY finally, at my suggestion, accepted 
my invitation to stop at the salesroom and 
look over a pretty new car just arrived the 
day before. 

After a half hour's stay in the salesroom 
they decided our car had everything in it they 
could ask for. 

And finally I had told them all the good 
features about the car and why it was the 
best for them to buy my car. 

Then I asked them what objection they had 
except paying for it and they agreed none. I 
asked if they'd take it and they said yes. 

So I wrote out the order and got the signa- 
ture and then stated that it was customary to 
have a check of suitable size to accompany 
the order. I got the check and the sale was 
closed. 

What the Sale Taught 

I took the pointers from this sale and 
always remembered them. 

First — Meet him and become a pleasant 
acquaintance to that stranger before you rush 
the business on him. 

Second — Be persistent but always polite and 
willing to step aside when business calls your 
prospect's attention. 

Third — Don't strike on a cold iron, but 
don't wait a minute to strike the same iron 
when hot. 

This sale was laid to his being a judge of 
human nature in two ways : 

First — My customer judged me before he 
placed his confidence in me. 

Second — I judged that personality with him 
would make the sale more than other selling 
points with this customer. 



The Type of Service 
That Gels the Orders 

HAPPENING into the repair shop of 
Louis Geyler, the. HUDSON distributor 
in Chicago, a few days ago, the writer 
discovered one of the principal secrets of this 
dealer's great success in selling. 

One of his owners had the night before had 
an argument with a street car, and the lamps 
being damaged, front axle bent, radiator leak- 
ing and both side members of the frame 
twisted around almost at right angles. 

The car was towed to the shop and repairs 
started the first thing the next morning. 

At first sight the job looked like a new 
frame, ten days to two weeks' delay and cor- 
responding bill for frame and the large amount 
of labor necessary to install. 

A little job like this, however, apparently- 
had no terrors for the manager of this up-to- 
date Service Department. 

He had the radiator, lamps and front axle 
removed and sent them to various parts of the 
shop for repairs, then turning a large blow 
torch of his own design on the frame mem- 
bers, he soon had them heated and straight- 
ened. After straightening, he lined them up 
perfectly with straight edge, and took out the 
slight bends with a blacksmith's hammer and 
sledge used as an anvil. 

Job Done in Evenings 

W7HEN the writer arrived on the scene 
™ about eleven o'clock, the work had reached 
this stage and the car was apparently as good 
as new. That evening the owner drove the 
car home in as good condition as before the 
accident, after handing the dealer a check for 
$16.00 instead of the $150.00 he had expected 
to pay. To say he was pleased is putting it 
too mildly, and no doubt, he is still telling his 
friends about the service he received at the 
hands of this dealer. 

Yet, the dealer actually made a profit on the 
job, simply because his shop was properly- 
equipped with the necessary tools to do the 
work and a competent man who was in charge. 
The Louis Geyler Company has a large book- 
let filled with letters from the best-known and 
most influential owners in Chicago, and about 
all that is necessary to clinch a sale is to allow 
the prospect to read a few of these letters. 
This is only one of many similar cases handled 
by the organization and is without doubt 
largely responsible for his success as a sales- 
man. "Satisfied owners are always the best 
salesmen." 

Reckless Waste of Cash 

LJ ERE'S another interesting story that hap- 
* * pened to a competing dealer in a large 
western city. 

This dealer had not been urged by his fac- 
tory to install a complete stock of parts for 
the cars that he had out. So he had no com- 
plete stock. 

An owner needed a certain part. There was 
only one in stock. When that was found, it 
wasn't right. Had there been a correct pro- 
portion of the number of these parts to the 
number of cars out, there would have been no 
difficulty. It would simply have been a matter 
of selecting a part that was right and sending 
the wrong part back to the factory for re- 
placement. 

As it was, however, it was necessary to put 
five hours' labor in fixing the lone part. Five 
hours needless labor ! 

A dead loss of $3.75! 

Suppose a hundred similar incidents oc- 
curred each month — think of the vast amount 
of profit that would be wasted. That incident 
teaches a lesson in scientific management— how 
money is saved by foresight. 

No such loss of cash can happen to any 
HUDSON dealer or distributor. It is given 
here merely as a reminder. 
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Ff HE BIG IDEA! 

f Ever Lose a Sale This Way? f 

By C. C. WINNINGHAM, 

A d jsr tbi ng Msjiagw. 





SIX of the most successful automobile 
dealers in the United States were talking 
during the New York show about why 
orders were lost. Each had his own 
opinion. Finally one man said : "I'll make 
a wager that if you will go with me into any 
salesroom in New York City or in any auto- 
mobile store throughout the country, you will 
tind the one big reason why so many sales are 
lost. 

This was a startling statement. Being a 
successful dealer and a recognized organizer, 
his words created the impression that you 
would imagine such a statement would make. 

They pressed him for an explanation and 
he said: "No. I am going to offer you a 
better way. If I would tell you what I think 
is the big reason why sales are lost, you 
wouldn't recognize the seriousness of the mat- 
ter as much as you would if you made a per- 
sonal investigation." 

I was fortunately a member of the party, so 
when the others had left I pressed this man 
for an explanation. He didn't want to tell. 
I ventured as many explanations as I could. 

An Investigating Committee 

WT HAT he had said about a committee call- 
^ ing at the various stores to find out why 
so few sales were made reminded me of what 
one of the most successful hardware sales- 
men in the United States recently said. 

He, too, talked of committees in making in- 
vestigations, and I gathered that perhaps this 
successful automobile dealer had heard the 
same story. So when I told him what the 
hardware man had said, he admitted that was 
a fact. 

It seems from this that that condition in the 
automobile trade is not exceptional. Accord- 
ing to this hardware man, it prevails in all 
lines of merchandise. I am telling it to you 
here because you can recognize it. I am not 
going to say that any automobile dealer has 
similar conditions in his store. I am just go- 
ing to ask him to go out to some other store 
in some other line and observe the things 
that he sees there. 

Rotten Apples in Our barrel 

THEN if he will sit down and think it over 
good and hard, he will conclude that be- 
ing an ordinary mortal and the people in his 
store being average people and he being an 
average man, he is a good deal like the other 
fellow. If he thinks hard enough and if he is 
fair to himself, I believe he will conclude that 
maybe there are some similar apples in his 
own barrel. 

It is necessary in these stories to make the 
conditions sufficiently impressive to have those 
who hold a sincere regard for improving their 
own affairs take them home to themselves. 
That is why in articles of this kind I have put 
the analysis first and the explanation last. It 
is a good deal easier to understand an effect 
if you know the cause. Not everyone can 
understand the cause by seeing the effect. 

So back to the hardware man story and let 
it apply to any other line of merchandise than 
your own. 

No Satisfactory Replies 

CUPPOSE you pick out the clothier in your 
^ town or a book store or a furniture dealer, 
and go in and ask a certain question. Nine 
chances to one you don't get a satisfactory re- 
ply. Ninety-nine chances to one hundred the 
clerk or whoever waits on you seems to be 
more interested in something else than in the 



St. Louis "Winter Automobile Exhibit" of Hudsons 



This is the photograph of the "Winter Automobile Exhibit" conceived by J. H. Phillips, Phillips 
Automobile Company, St. Louis distributors for the HUDSON. The Exhibit and its success was 
described in last week's TRIANGLE. Refer to your TRIANGLE file for the story. 



thing about which you are asking. 

If you want a special book, for instance, 
and it happens to be one that the dealer does 
not have in stock, he very likely will say, "No, 
we haven't got it." 

Then you will have to ask him, "Well, can 
you get it for me?" and his reply probably will 
be, "We might." Then you say, "How long 
will it take?" and the clerk will say, "Oh, I 
don't know." "Well, could you get it here 
in a week?" you ask. "We will try," he will 
usually reply. 

The Cause of the Trouble 

yyO enthusiasm. No desire to please. You 

force all the talk and yet in that case, if 

you sincerely desire to buy, a sale is involved. 

Now, let us take this home to your own 
shop. 

A stranger wants to know if you can furnish 
a Hudson with a seven-passenger body — or 
will you give him 36-inch wheels — or can he 
have a special color or any one of the other 
hundred and one questions that come up from 
time to time. 

Mr. Average Salesman says, "No, I think 
not." Then it is up to the buyer to ask an- 
other question. 

The salesman doesn't say "No" and then 
explain. He usually appears bored if he is 
spoken to. Often he stays in the back of the 
store while the prospective buyer wanders 
around the front end of the store for several 
minutes, and then perhaps when the conversa- 
tion docs begin to show a little life, the tele- 
phone bell rings or somebody wants some- 
thing that the dealer thinks he ought to attend 
to. The prospective buyer is left to his own 
devices. 

Interferes With Sales 

THIS is the explanation of the situation that 
the successful automobile dealer said was 
interfering with sales. Lack of interest is the 
cause. When dealers and salesmen get a due 
impression as to the importance of every pros- 
pective automobile buyer that they see — not 

3 



that he is to be followed up tomorrow or next 
week when you can get to him, but that now 
when he is in your store you are going to 
make the best of the opportunity — I say, when 
you get it clear that the average prospective 
buyer is spending $1,150, then you will realize 
the importance of treating him in your store 
as though he were the only individual in the 
world. 

There is nothing so important around an in- 
stitution as getting the order. 

Shun Discourteous Attitude 

T^HERE is nothing that you dislike so much 
* when you go into a store to purchase any- 
thing as inattention. It is akin to discourtesy. 
You get hot not only at the store and the 
proprietor but the product he sells, and in a 
huff you either buy the thing that you go into 
the store to get and have a displeased feeling 
toward the proprietor or the salesman, or you 
walk out and go elsewhere. 

John W r anamaker was the first in this coun- 
try to train his salespeople to be something 
more than mere parrots. Whenever a man 
failed to sell a customer in those old days of 
early merchandising in the old Pennsylvania 
Station in Philadelphia, the clerk had to ex- 
plain why he didn't make the sale. 

No Excuses Went 

AND John Wanamaker didn't stand for ex- 
cuses. He wanted the reason. They had to 
tell him personally in those days why the cus- 
tomer did not buy the article that she was ex- 
amining. 

The result was that all the salespeople be- 
came something more than mere clerks. They 
became the department managers, the superin- 
tendents and the heads of other institutions. 

He trained in those people the habit of ex- 
plaining to themselves why each sale was lost 
and thus they analyzed the reasons for or 
against their success. 

Start the habit in yourself and you are bound 
to be a better salesman-^. 
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IDEAS! 



Plans That Actually Cot the 
Business. 



| V— Suggesting Ways to Talcs Cars 
St Motorists' Troublss. 



HERE is an idea, that while it did not 
originate in the "Big Family," came 
from a live western dealer, who is 
willing that it appear in the TRI- 
ANGLE. 

The dealer one day was walking down one 
of the boulevards of his city and he saw a 
motorist . in trouble. The man was having 
some difficulty with his engine and apparently 
was unable to locate the cause. 

The motorist's car happened to be a direct 
competitor of the one the dealer was selling. 
He had walked past the car, but his curiosity 
aroused, he returned. 

"I'm in the automobile business," he told 
the motorist. "Possibly I could help you. I 
am usually able to locate troubles pretty well." 

"Thank you. You'll do me a big favor if 
you can locate this trouble," the owner of the 
car returned. 

The dealer set to work and within five min- 
utes had discovered the difficulty, remedied 
it and the car was on its way, the motorist 
thanking him profusely for his kindness. 

Noted Number of Car 
T^HE automobile man happened to note the 
* number of the car and it stuck in his mind. 
The next day it occurred to him that this en- 
gine was liable to go wrong at most any time 
with just the same trouble, if not permanently 
fixed. 

So he looked up the owner's name, guided 
by his license number, and dictated a letter to 
him, stating that the thought had struck him 
that the car was liable to have trouble at most 
any time from the difficulty. He said he was 
giving him this information so that he might 
not be caught miles from a garage and per- 
haps unable to remedy it. He further told the 
owner of the car that it would be best if he 
took it to the dealer who had sold the car and 
had a repair made that would end the dif- 
ficulty for good. 

He had no thought of ever profiting by this 
courtesy. 

Bade Comes the Owner 
I T was surprising to him when the owner 
* drove up to his salesroom the next day 



Don't 
Lose 
Valuable 
Ideas 



The Secret of Selling 
Success Is Preserv- 
ing: Every Selling 
Idea Yon Learn— 
Read How Yon Can 
Do This — 

There are scores upon 
scores of selling plans 
and ideas developed in 
the "Big Family" of Hud- 
son dealers, distributors 
and factory men. The 
clearing house for ideas 
that won orders is THE HUDSON TRIANGLE. But 
these ideas are absolutely valueless unless you pre- 
serve them — save them. They can do you no good 
if you lose them. To allow you to preserve them we 
have originated the 

TRIANGLE PILE 

It is a handsome, loose-leaf morocco-bound book. 
See cut. Size is 12 ! ^ inches by 9*4 inches. Your 
name is engraved beautifully in gold on the cover 
beneath the gold-engraved words, The Hudson Tri- 
angle." It makes a beautiful handy reference book 
and gives you a clearing house 
of ideas right in yuitr show 
room! 

Actual cost to the Hudson 
Motor Car Co. of getting up 
each file in large quantities is 
$2.25 a file. That is merely 
charged to your account. One 
file for your showroom is fin- 
ished. Order it to-dav. Address 
the 

HUDSON MOTOR CAR CO. 



and appeared very appreciative of the dealer's 
kindness. He asked the automobile man if it 
was possible for one of his men to make the 
repair, inasmuch as the suggestion of the rem- 
edy had been made by him. 

The dealer cheerfully acceded to the re- 
quest and that evening the owner had his car 
in shipshape. A charge was made for the labor 
and the dealer looked upon that as the end of 
the incident. 

Imagine the amazement of this dealer a few 
months later when he walked into his show- 
room one afternoon and found the man he 
had befriended wrapped up in conversation 
with one of the salesmen. Three days later 
the man called again, this time to leave his 
deposit check for the car this dealer was 
selling. 

When the motorist called for his car, the 
dealer asked him how he happened to pur- 
chase this particular car. 

Why He Bought This Car 

** Wf ELL, I had a chance to sell the one 
w you saw me in trouble with," replied 
the new owner. "And I did. I needed a new 
car, of course, and your courtesy in showing 
me a remedy for the trouble I was having 
taught me a good lesson on service. It made 
me determine that whatever car I bought it 
would be backed by the right kind of service 
— your service I was most familiar with, 
chiefly through our impromptu meeting, and I 
naturally came to your store. The salesman 
proved you had the right car. He impressed 
me with the service you give. That governed 
my purchase of this car." 

That conversation set the dealer thinking 
hard. "If such a plan will work with one 
owner, it ought to work with the majority, 
he reasoned. It was not long before he is- 
sued an order to his salesmen. 

He told them that they must watch the cars 
on the streets. They must note what diffi- 
culties these cars had, if any. He instructed 
them on the various troubles to watch for. 
Then the salesman must note the license num- 
ber of the car. 

Ideas Grow From Incident 

YJfiTHEN he returned to the store the sales- 
** man was to make a memorandum of what 
he had noted and turn it over to the pro- 
prietor. 

Then, when the plan was put into effect, 
the dealer himself dictated a letter to the 
motorist saying that Mr. Smith — or whatever 
the salesman's name was — had noted that per- 
haps this or that could be remedied and that 
the salesman had made this suggestion for 
permanently fixing it. And he gave the sug- 
gestions. 

"If we can be of any assistance to you, 
it would give us deep pleasure/' the letter 
wound up. "And, if you desire, possibly Mr. 
Jones, the head of our service department, 
could tend to the matter personally." 

It was just a courteous little note from one 
man interested in automobiles to another. Yet 
it was so effective that a large percentage of 
the motorists who received it actually came 
to the dealer's to have the trouble remedied. 

How It Paid Out 

THAT struck up an acquaintance between 
* the dealer's store and these motorists, 
who were pleased by the attention paid them. 
When other repairs were needed they re- 
turned. 

Pretty soon a sale was made to one of these 
motorists. Then another and another and an- 
other, and it became one of the notable 
sources of salable prospects for this dealer. 
He continued the plan. He is still using it 
today and lie is known in his city as one of 
the most prosperous automobile dealers in his 
territory. 

You can make this idea equally productive 
of sales in your city. Why not issue the order 
today— and plan a careful, courteous letter to 
bring them back to the store. It will sell 
HUDSONS for you. That's why it's printed 
here. Start it now. 



Several large editions of the post-card fol- 
der entitled "Examine Our Rivals' Car, Too" 
have been exhausted by Hudson distribu- 
tors and dealers in successfully following up 
prospects. 

But there are a few thousand left. 

You can use these post-cards. Each dis- 
tributor's and dealer's allotment must be lim- 
ited because of the few that are left. 

This folder is fastened together with a clip. 
The front page is a post-card upon which 
the address of the prospect is written. The 
last page, which the prospect tears off and 
returns to you, is a return post card. It is 
known that these post-card folders are good 
advertising — order-getters. 

The dealer's or distributor's name — your 
name — is printed on the return post-card. 
Charge for that work and the post-card fol- 
ders is $5 for each one thousand lot — that 
amount is merely charged to your account 
Write to-day, stating how many post-card 
folders you desire — gauge the number of 

Prospects you have. Please allow us to hear 
rom you by return mail, so your letter will 
not find the few thousands exhausted. 

HUDSON MOTOR CAR COMPANY 
Detroit, Mich. 



Work Your Prospects 
New Hudson Books Just Out 

"How to Choose a Motor Car" 
"The Trend of Motor Car Design." 

By Howard E. Coffin. 

" The New Self-Starting Hudson 'jj' " 

Above are three masterful pieces of selling 
literature. They are the answer to why a 
man should buy the car you sell. Complete 
detailed description of these books was given 
on page 3 of the TRIANGLE of Feb. 3. 
The books have known selling value. They 
were used at the New York automobile show 
— and produced. For that reason extra edit- 
ions were run off for all Hudson dealers 
and distributors. Your name appears on the 
leaflet "The New Self-Starting Hudson "33." 
Writing to-day for these books assures your 
getting them before the extra edition is com- 
pletely exhausted. Write to-day to the 

HUDSON MOTOR CAR COMPANY 
Detroit, Mich. 



A Postal Card Brings You Crys- 
tallized Information That Cost 
Years of Hard Experience to Get 

"How to Conduct an Automobile Ex- 
hibit" gives you the show ideas of offi- 
cers of the Hudson Motor Car Com- 
pany. They gleaned them through a 
decade of experience and have set them 
down in a nutshell for your profit at 
your automobile show. 

They will help you make your 
show productive of actual profit, if 
carefully followed. This article some 
months ago appeared in the TRI- 
ANGLE. Extra copies were printed for 
your special use. They are awaiting 
word from you — there is no charge. A 
postal card brings your copies by return 
mail. Order today. Address 
HUDSON MOTOR CAR COMPANY 
Detroit, Mich. 
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Thousands of Service "Short Cuts" 

For Use of Your Service Department 



PAUL HINCKLEY, who supervises the 
service department of the Hudson Sales 
Company, Los Angeles, Cal., uses this 
idea: 

When a car is run in and shows symptoms 
of ignition trouble Mr. Hinckley gets out four 
spark-plug gaps, consisting of a piece of fibre 
an inch long and two pieces of brass with 
points. One end is fastened to the spark plug 
and the other end to the wire. The points 
face each other and are adjusted according to 
the regulation spark gap. 

This simply brings a spark on the outside 
of the engine, where an observer can easily 
note whether there is any missing or differ- 
ence in the spark when the motor is running. 
It gives a quick diagnosis. 

This saves Mr. Hinckley from fifteen to 
thirty minutes which he might spend uselessly 
taking out the plugs. 

To make one of these "gaps" is a simple 
job. A set can be made in an hour and you 
need never again lose a half hour taking out 
plugs to diagnose what purports to be ignition 
trouble. Saving that time means saving that 
much cash. 

To start the ball rolling Mr. Hinckley con- 



| tributes his idea to the "Big Family V service 
I short-cuts. There are thousands of such 
ideas in Hudson service departments all over 
I the country. 

Multiply Each Idea by Hundreds 

OUT each short-cut is doing duty for only 
" one member of the "Big Family." Why 
not multiply the usefulness of each idea by 
500 or 1,000? Why not multiply the short- 
cuts in use in your service department by 500 
or 1,000? 

You have discovered a number of "short- 
cuts" like that of Mr. Hinckley's. Perhaps 
you also discovered the idea he uses. But you 
have other "short-cuts,** too. 

Now then, if you will make the Tri- 
angle your clearing-house of "short-cuts," 
if you will give all of us the benefit of your 
ideas, then there are thousands of "short- 
cuts" at your disposal. 

Write the Triangle today the "short- 
cuts" you've discovered — the other members 
of the "Big Family" will contribute theirs to 
you. They will be printed in the Triangle. 



BIG BUSINESS DUE FOR MR. 
JONES, TOLEDO, IOWA 

MR. JONES, of Toledo, Iowa— shake ! 
The Jones Brothers, Hudson dealers 
at Toledo, Iowa, are herewith extended 
the congratulations of the "Big Family" be- 
cause they are the livest dealers in their sec- 
tion. 

Read the advertisement herewith reproduced 
and you will see the splendid selling idea that 
the Jones Brothers sprang on Toledo, Iowa, 
when they allowed a New Self-Starting HUD- 
SON "33" to stand outside for several hours 



strongly on their idea in selling talks, then we 
are disappointed. But we know they have. 

A big sign across the front of the store: 
"32 Degrees Below Zero and This Self-Starter 

% Victory to the New Self Starting Hudson * 

» * 
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Upon • wagrr, Uu Friday fnort»|. we decided to last owl 
darting Hudaoa car. W* placed the ear out in ihe wnlher wkUe tha ther- 
mometer hovered near 32 degree* below sere. After letting it rem 
for man* henra wc ttarted, by mi* of aelf ttarter, lime after tune, 
failing. There mrely can be no qoeetiea. The Hwdton u 
Let us book your order now for one of tbeee wonderful new Hodion Can. 

Jones Bros. Auto Company 
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while the thermometer was doing 32 degrees 
below zero and then pressed the starter button 
on the dash and started the motor. It was 
done on a wager. 

And then they spread the news. They ran 
three-column advertisements in Toledo papers, 
and, from information from that territory, the 
idea is selling cars for them. People are con- 
vinced by the practical demonstration that the 
Jones Brothers gave them. 

Such ideas sell cars — and any business in- 
stitution which shows that sort of energy is 
entitled to success. If the Jones Brothers 
haven't put across several orders by playing 



Worked!" is an idea suggested by one man in 
the advertising department for properly bring- 
ing this to people's attention in Toledo and 
the Jones Brothers have probably already con- 
ceived this idea. The whole idea ought to put 
Toledo, Iowa, territory at the head of the list 
of sales for sections having populations of 
3,000 to 5,000, which is about that of the Jones 
Brothers' community. 

A FUNNY TEUTON SALES ARGU- 
MENT THAT PRODUCED 

A GERMAN salesman who sometime ago 
sold HUDSON S in a certain Western 
city found his chief competition in an- 
other car selling between $1,000 and $1,600. 

"How do you meet that competition in your 
selling talk?" a sales-manager for a large 
company once asked him. 

"Veil, like dis: Veil, de beeples vot 
make dat odder car are responsible peebles, 
dey know how much dey pay for materials 
vot go in id. Dey know vot it cost dem to 
put de materials togedder. Der nod in piz- 
ness for der helt, und I tink dot if id cost 
dem $1,600 to make dot car, dey vould ask 
$1,600 for der car, too." 



Maxwell Outsells Himself — Endurance Run Aids 



IT was divulged at the Chicago Automobile Show 
that A. L. Maxwell, the Lawrenceville, 111., HUD- 
SON dealer, outsold himself before Feb. 1. 

Mr. Maxwell at that time had taken his entire 
allotment of 25 cars for the 1911-1912 selling season 
and wanted to make provision for more New Self- 
Starting HUDSON "33's." 

Understand Lawrenceville is a town of 4,000 souls. 

Mr. Maxwell's territory comprises the section sur- 
rounding Lawrenceville also, but his record is re- 
markable and it looks as if he would outsell himself 
100% — 25 or more cars more than his original allot- 
ment called for — before spring is over. 

Which is some pace, believe us — but he'll do it 
because he's made up his mind. 

Now then, one of the factors in this selling feat 
was a 2,000 mile endurance run which Mr. Maxwell 
pulled off. He took a demonstrator, and ran it 100 
miles a day for 20 days. The mayor of Lawrenceville 
started the run. Each day the City Clerk took 
away the speedometer and kept it under lock and key. 
It was a great run — successful in making sales. 

Its success is echoed in A. L. Maxwell outselling 
himself before the year was half over. • 



Digitized by 



Google 



THE HUDSON TRIANGLE 



Tom Botterill's Scientifically Planned Store 



THIS is the new Denver home of the HUDSON. The saleroom for new cars and the offices are on 
* the ground floor. The Used car salesroom, second floor. Inspection and emergency shop, first floor. 
Overhauling shop, second floor — elevator 4 tons capacity. There are numbered lockers for clean stor- 
age of personal effects taken from owners cars, a private balcony and women's room, toilet conven- 
iences, desks, stationery and telephone for patrons use in addition to other Innovations. 



(The big idea"! 
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Ever Lose a Sale This Way? 



By C. C. WINNINGHAM, 

Advertising Manager. 



YOU probably never lost a sale this way, 
but did you ever gain a sale this way? 
Most of these stories have been 
analyses of how people failed to get 
the order. This is a little better, because it 
tells how a salesman did get, not only one, 
but many orders. It emphasizes again the 
value of thoughtfulness, of courtesy, of look- 
ing for business. 

It tells about a New York experience, but 
don't assume from that that it isn't just as 
possible in Titusville. It has nothing to do 
with the story of a Hudson, but it does have 
to do with human nature, and that's the big- 
gest part of your business. The goods com- 
prises only half the art of business, the other 
half is the handling of the people. Either 
half in itself must fail. 

It was a Sunday morning on Broadway, a 
bright spring day. All the automobile stores 
were closed. The young man about whom 
this story is told was a demonstrator who 
had the confidence of his employer to the ex- 
tent that he had a key to the front door. He 
was bright and a thinker. The car that was 
being sold retailed at $4,000. 

Man and Wife Admire Car 

LOOKING in the window on this Sunday 
morning, shortly after the church hours, 
were a man and his wife. They were admir- 
ing the car and this young man, whom we 
will call Smith, noticed their attention. 

He introduced himself and asked them to 
come into the store to see the car to better 
advantage. They accepted the invitation. He 
explained all the details. They were much 
pleased. He arranged for a demonstration 
for them that afternoon and they bought the 
car that day. 

The man who bought that car was one of 
the head officials of the Standard Oil Com- 
pany. He admired the interest of the sales- 
man so much that he introduced him to other 
members of that company and on that slight 
introduction made by chance, through the 
natural desire to please and by courtesy, the 
demonstrator for that firm became its chief 
salesman, for he sold so many cars as the 
result of that one sale on account of the 
interest the man who bought the first car had 
in Smith. 

Lost Opportunities Every Day 

OPPORTUNITIES like this are lost every 
clay. If you could increase the number of 



sales you make even a trifle it means a dif- 
ference between loss and profit. 

A hotel, we will say, requires fifty guests 
to meet its expenses. Any number of guests 
under fifty means a loss. Any over fifty 
means a profit. 

If you have one hundred prospects in a 
year — yet the number may be more or less — 
let us say five per cent of that number, you 
have added to your sales twenty per cent if 
you can sell six out of one hundred and to 
your profits a larger percentage. 

Fifteen years ago appendicitis was con- 
sidered fatal seven times out of ten. Today 
the ratio is more like nine cures to one fatal- 
ity. Skill brought that about. Men had to 
think. They had to analyze. They learned 
from previous failures. 

Commercial reports show that only four 
businesses out of one hundred are successful. 
Ninety-six businesses out of one hundred do 
no more than make a bare living for the 
proprietor. 

Lac% of Skill Responsible 

AM OST of the failures are due to the lack 
*"* of skill and management. Lack of capi- 
tal, of course, accounts for some but the big 
fault is poor management. Men do not learn. 
They do not observe. Greater knowledge 
of business management and greater skill 
changes your percentages of from four suc- 
cesses to the hundred to five successes to the 
hundred and the net increase of success is 
twenty-five per cent. Apply that to your own 
prospects. Every time you sell an automobile 
it means a profit. That is the distinct reason 



why you are in business. You don't get so 

many prospects in a year that they can be 

treated lightly or slightingly. Think of why 

the last man didn't give you the order and the 

man before that and don't try to excuse your 

| failure to yourself though that is a natural 

I inclination. It doesn't pay to deceive your- 

| self. 

| Analyze the Reasons 

, CO IF you neglected the man, was there 
KJ anything about the shop that didn't get his 
confidence? Were you disinterested while the 
j solicitation was being made? Was there any- 
thing about your personal appearance that he 
didn't like? 
I Perhaps he objected to smoking and maybe 
I you appeared with either a cigar or a cigar- 
I ette in your hand. People are finicky, we will 
say. They are particular. But since it is 
their money that they are spending, if we are 
successful salesmen we must put ourselves in 
, a position to harmonize with their thought 
and their attitude even though we don't agree 
, with these things ordinarily. 
I Go over the sales you have lost and en- 
: deavor to locate the reason for having lost 
I that sale and then the next time be sure that 
| you don't lose a sale for the same reason. 
That is the way to increase the percentage, 
I that's the way to make the percentage of suc- 
| cesses greater and reduce the proportion of 
failures. 

May ffot Find Reason 

VOL' may not always be able to know why 
i * you didn't make the sale. When you 
don't buy you don't often tell the man who is 
trying to make the sale, no matter whether it 
is a collar or a pair of shoes, your true reason 
for not purchasing. You give him an expla- 
nation but you don't give him the real expla- 
nation. You may tell him that the shoes are 
too tight when the real reason is that you 
didn't want to pay the price asked for those 
shoes. The clerk made a mistake if he ex- 
plained to his employer and to himself that 
you didn't buy the shoes because he didn't 
have your size. Of course, he wouldn't have 
bought the shoes if they pinched his feet. 

Probably Had Size In Stock 

THE chances are that the clerk had the size 
* in stock. Maybe he said so. But you 
didn't offer any further explanation and con- 
sequently he couldn't talk to you, unless he 
were a good guesser. upon the advantages of 
your paying the price for those shoes that 
you had asked. 

_ You are a clever salesman only in propor- 
tion to your ability to find out why you didn't 
get the order. If you can do this and be true 
to yourself you won't have much difficulty in 
changing your own solicitation to meet the 
conditions. 



Sold Most Cars at New York Show 



RALPH F. RICK. A. J. ROBINSON. J. W. COPPINGER. 

A. J. Robinson won the first prize offered by Mr.Toback. General Manager. The A. Elliott Ranney Co. 



Messrs. Coppinger and Rice tied for second prize. 



Digitized by 



Google 



THE HUDSON TRIANGLE 



Over 200 Orders 
Gives Los Angeles 
A "Hudson Yeer" 

LOOKING the matter over, up one side 
and down the other, the Triangle 
finds that Manager Arnold and Sales- 
manager F. W. Leslie have sold Los 
Angles the New Self-Starting HUDSON 

"33-" 

In fact, the HUDSON, with its selling for- 
tunes generaled by these men, has captured 
the California city. There is no car in a 
class anywhere near the HUDSON which is 
selling anywhere near the number of cars that 
the Hudson Sales Company is. 

The Hudson Sales Company will go con- 
siderably over the 200 mark this year, for the 
Los Angeles institution is close to that figure 
now. 

"Why," you ask. "are these men so extra- 
ordinarily successful ?" 

A Little Story Tells It 

HERE'S a little story from the daily life of 
this dynamic organization : 

Vice-President E. H. Broadwell of the "Big 
Family" visited Los Angles. He had an early 
appointment with Mr. Leslie at which time 
certain matters were to be talked over. Late 
the night previous Mr. Leslie found he might 
be able to close a deal the next morning in a 
city nearby. It was a several hours' trip. 

The man in the nearby city wanted to see 
Mr. Leslie the first thing in the morning. It 
looked as if it was impossible to keep both 
appointments that day. 

Some might have said: "Well, I'll let the 
deal go over until tomorrow" 

Not Leslie. He got up at three o'clock in 
the morning, drove sixty miles or so to where 
he hoped to close the deal and got there at 
breakfast time. 

In an hour or so he'd closed his deal. 

Then a few hours later — as quick as he 
could get to Los Angeles — he kept the ap- 
pointment with Mr. Broadwell. That sort of 
spirit, that energy, is what will be responsible 
for more than two hundred HUDSON sales 
in a city like Los Angeles in a year. 

Here is a letter that will be of interest: 

"The writer has made many attempts to 
pen you a few lines, but as the sale of our 
cars continues so consistently, there seems to 
be no time left for anything but accepting 
checks. 

•\Ve are sure we will go considerably be- 
yond the 200 mark, as the ball is started roll- 
ing and THEY CANNOT STOP US. 

"You will recall how pleased the writer was 
last year in being part of the Hudson force 
and this pleasure is still experienced but to a 
tar greater degree, and especially so, since he 
has had the pleasure of meeting the large- 
hearted beaming-countenanced Vice-President, 
Mr. Broadwell, — also that bunch of congenial- 
ity (although a little less in size) but still 
with' great and likeable qualities, Jean Bemb. 
— F. \V r . Leslie." 



SENDING FOLLOW-UP LETTERS 
SPECIAL DELIVERY A SUCCESS 

BY FRED A. ORDWAY 

Manchester Auto Garage. Manchester, N. H. 

HERE is a follow-up idea that we have 
found successful with circular letters : 
We think it advisable to mail circular 
letters early Saturday morning addressed to 
the prospect's residence. Thus the prospect 
will have the letter to read Sunday when he is 
at leisure, with no business worries surround- 
ing him. 

If prospects live too far away for Saturday 
delivery, P ut on a special delivery stamp so 
that he will receive it Sunday. 

He will then sit down and consume the con- 
tents for want of something to do. 

We have found this method has been very 
satisfactory. 



California Engineers Buy 

Hudson From S. C. Chapman 



HERE is a good letter to show prospec- 
tive purchasers of the New Self-Start- 
ing HUDSON "33." It takes from 
your prospect's shoulders the task of 
determining in his own mind whether the car 
is mechanically correct in design. 

Show this letter, from S. G. Chapman, Hud- 
son distributor at San Francisco, to the next 
prospective purchaser: 

"It may be of interest to you to 
know that I have sold a New Self- 
Starting Hudson "33" to the Cali- 
fornia Highway Commission for the 
use of the Engineering Depart- 
ment. Their engineers investigated 
the merits of a number of cars and 
finally decided upon a Hudson be- 
cause of its clean design. This car 
was sold at full price, no discounts 
being allowed or commissions paid 
to anyone. 

"The engineer, or technical man, 
is always quick to appreciate the 
advantages of the Hudson and is the 
easiest man to sell for this reason. — 
S. G. Chapman." 
That letter should be mightily important to 
every distributor, dealer and salesman in the 
"Big Family," for the reason that it confirms 
what every man believes : that Howard E. Cof- 
fin has given his latest car the greatest con- 
struction features that have ever been placed 
in an American automobile under $2,500 to 
$3,000. 

These California engineers, you may be sure, 
investigated each car thoroughly, and their 
decision in favor of the Hudson is one that 



will imbue confidence in the minds of your 
prospects, if you use this bit of selling infor- 
mation. Show them Mr. Chapman's letter. 
Try this today — then keep on using it. 

Across the Continent 

BY J. A. HILLEY 

AFTER a trip clear across the continent 
from Brooklyn, N. Y., we arrived here 
in Los Angeles a week ago and had a 
fine trip without a mishap to the car until 150 
miles of here on the desert we came to a very 
bad hill. The HUDSON made the hill but the 
E — that we met on the road was unable. 

When I got up the hill I told Mr. Potter, the 
Brooklyn manufacturer who owns the car, to 
stay with our car while I was trying to get the 
other car up for about 45 minutes. 

I came back and found Mr. Rotter had fallen 
over a bluff and dropped fifteen feet and broke 
an ankle and leg. 

We were forty-five miles from town. I 
finally had to tow the other car up the hill and 
when we got to the next town brought Mr. 
Potter in on the train and I went back and 
brought the HUDSON the rest of the way. 

Never had a plug out and it is more quiet 
than when I started. HUDSON people here 
are demonstrating with it now. 

Am sending you a picture of the car. They 
had our car running against some other new 
1912 makes but they have to hand it to us. 



Service Department Corner- 




THERE is so much difference of opinion 
existing throughout the country regard- 
the question of "Service," and it is such 
an important subject that a little time 
spent in analyzing it ought to be helpful to 
all of us. 

In the first place, what is Service? 
Service, as we see it, may be defined briefly 
as "Seeing that the owner gets full value out 
of his investment." Of course, every indiv- 
ual owner has a different idea of what that 
full value consists of. and therein lies the 
hardest problem that a Service Manager has 
to face. 

He must refrain from saddling the Sales 
Department with disgruntled owners and at 
the same time he must not be so generous 
that his Department shows a chronic loss. 

And Thie Is Not Serine* 

THERE are some dealers who seem to be- 
lieve that service consists in giving the 
owner everything for which he asks and in 
not rendering a bill for anything. 

We suppose that it is unnecessary to point 
out the errors in that viewpoint. 

In the first place, there are very few men 
so unfair that they object to paying a reason- 
able charge for service received; and in the 
second place, many owners object to receiving 
free service, feeling that it places them under 
an obligation to the dealer, a condition that 
they do not care to have exist. 

There is no reason why the owner of an 
automobile should not pay a fair price for the 
labor which is done upon his car; further, 
there is no reason why every dealer should 
not make a point for collecting for such labor. 

If with the mistaken idea that Service con- 
sists of free labor he refrains from present- 
ing a bill, he is establishing a precedent 
which will become a greater and greater 
drain from season to season. 

He is just as much a cutter of prices as the 
dealer who offers a discount of ten per cent, 
and the result in each case is identical and 
need not be enlarged upon. 

3 



Replacements — How Governed 

I N practically every instance where defective 
* material occurs the factory makes a gratis 
replacement. 

In almost every case the owner has had 
some use out of that part. It may have been 
only a few days, or it may have been several 
months. 

If the defect was manifest immediately 
after delivery, the dealer co-operates with 
the factory in seeing that the owner is not put 
to any expense in the matter for labor of 
installing the part; but if the car has seen 
some service, the average owner will be will- 
ing to stand a part, if not all, of the labor 
charges in connection with the replacement. 

An excessive amount of generosity is really 
a display of excessive weakness. 

Every man has an inherent sense of fair- 
ness somewhere in his composition. It is 
hard to find in some cases, but it exists, and 
it is up to the dealer to find it. 

Success in Cash Plan 

T^HERE is as least one representative who 
* does all his business on a strictly cash 
basis and he has had extraordinary success 
through running his business in this way, but 
it is a method that requires expert handling 
and is one we hesitate to recommend indis- 
criminately. 

We do believe, however, that it is very poor 
policy to allow any account to stand open 
for more than thirty days without an explana- 
tion, particularly if the account covers labor 
charges. If you allow the owner's account for 
labor to run oyer three or four months, it 
becomes increasingly hard to collect and also 
increasingly hard to explain if he should dis- 
pute it, as he most probably will. 

In a few words, "Service" does not neces- 
sarily mean gratis labor, and if "Service" from 
a dealer's standpoint does mean gratis labor, 
then that is an entirely wrong conception. 

We shall have more to say on this question 
in an early issuey^ 
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THIS being Mardi Gras time in New 
Orleans — or rather Mardi Gras time for 
a lot of the rest of the country that is 
game for the $8 a day rooms there dur- 
ing the annual reunion of glees in New Orleans 
— it is apropriate that the spotlight be turned 
upon the big man of New Orleans. 

For with the population of the Mardi Gras 
city considerably inflated there is need for a 
spotlight. 

Not that the Triangle would give issuance 
to anything that might be construed as a cir- 
culation boast, it behooves us to, upon this 
occasion, direct attention to the big man of the 
city where the Mardi Grasing is going on. 

This man has a wonderful acquaintance. 
He probably knows more people — more motor- 
ists — than the mayor himself. You cannot 
walk down an average New Orleans street 
with him without noticing that every other 
man nods in his direction and caps the nod 
with "Howdy, Pop." 

And when it comes to the productivity of 
that acquaintanceship, you can get the best 
answer by figuring up the number of HUD- 
SONS that are running on New Orleans 
streets, the car that is sold by the Crescent 
Auto Company of which "Pop" is the presi- 
dent. 

His Fame Won The Main Chance 

¥ ONG before General Sales Manager E. C. 
*^ Morse joined the "Big Family" he knew 
of "Pop" Johnston— or to be exact, W. P. 
Johnston — for "Pop" was famous by reason of 
his acquaintanceship and because of the repu- 
tation he had for taking care of owners of cars 
he sold. 

Consequently when the "Big Family" came 
into existence it was an open and shut cinch 
that the Main Chance and "Pop" would be 
united. 

Which took place as scheduled. 

For, be it known, "Pop" is a deep- dyed 
HUDSON enthusiast. He is an enthusiast, 
not alone on the car, but he believes in the 
"Big Family" interchange of ideas. He be- 
lieves in "Big Family" policies and adheres to 
them, which adhesion is a profit-maker. 

That is what he is in business for. 

"Pop" Johnston is a great believer in that 
fact that giving the owner the highest type of 
service, and in the fact that it gives the dealer 
a business solidity that can be achieved in no 
other way. 

The Crescent City Auto Company's Service 
department has not a superior in New Orleans, 
and while that is a mighty broad statement, for 
some very high priced cars are sold there, the 
service department will make good on that 
basis. 

Sales Can't Get Vast Him 

IT was during the Democratic primaries there 
that the fact that the sales force of "Pop" 
Johnston's institution is the livest sort of a 
business-getting organization, came out. 

A man had phoned from a New Orleans hotel 
that he was interested in the HUDSON. 
Somehow someone foozled on the man's name 
and the salesman who hopped into a car a 
moment later had no further information than 
the name of the hotel and the fact that it 
housed a man interested in the HUDSON. 

With that for the nucleus upon which to 
build, the salesman started out. Later L. J. 



Robinson, Southern District Sales Manager, 
happened into the Crescent salesroom and hap- 
pened to get into conversation with the man 
the salesman went after. 

"I've just bought a HUDSON," the pur- 
chaser remarked. "And I'm taking the train 
home tonight. I am the man who phoned 
from the hotel." 

It demonstrated conclusively the manner 
with which sales are corraled in the Southern 
city. They rarely escape. 

For the organization is on the job constantly. 
And that is Pop's" idea of being in business. 



A Big Prosperous Organization 

THE New Orleans home of the HUDSON 
* is a big prosperous organization — in ser- 
vice as well as sales. 

There are no loopholes — the institution is 
making money— and the HUDSON is the most 
popular car of its class among New Orleans 
folks — among "Pop's" friends. 

Contagious Enthusiasm 

ILLUSTRATING that "Pop's" New Self- 
1 Starting HUDSON "33" enthusiasm is 
mighty contagious is Southern District Sales 
Manager Robinson's commentary upon New 
Orleans big man. 

"Top' is the daddy of them all in New 
Orleans," says Robinson. "He is 100% right, 
always — getting the business is the most 
natural thing in the world for him. He never 
has heart-flutters when he gets the order or 
when he asks the man for it, for he considers 
it the natural thing for the prospect to do— to 
own a HUDSON. 

" Top' knows he is selling a huge value for 
the money and he governs his selling conduct 
by that fact. The result is he is making money 
and always will make it." 

Which philosophically reminds us of the 
fact that business success depends solely upon 
the man, after all. It is largely a matter of 
mental decision whether we make good. 

For if we determine to win, and stick to that 
determination, we won't fail. 

Summing Up His Assets 

"Pop" Johnston has three huge assets. 

A remarkable acquaintanceship. 

Knows how to take care of owners. 

Is on the job every minute. 

With those three things as its foundation a 
splendid business has been built 

"Pop," the "Big Family" extends its felicita- 
tions, realizing that you have the proper caper 
in selling cars. 



The Decorated Hudson of the Gomery-Schwartz 

Company, Philadelphia, in Recont Parade 
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— Facts That Sold Me a Hudson — 

Written by Owners off the New Self-Starting Hudson "33." 

^ Iff HAT selling points are responsible for the sales of the Hudson to youf" was asked 
V* of Hudson owners. 

A letter was sent to them so the TRIANGLE could present you with the selling 
arguments that are landing the orders — the points that clinch the sales. 

In these letters owners sum up their reasons for buying. 

The reasons that sold these owners a car will sell the car to others— to your present 
prospects. Knowing WHY people buy the Hudson gives you talking points that cannot 
fail on those who are still prospects; if you use the same strength of presentation. 

Use the talking points— proved order-getters— given by actual buyers. 



BY GEORGE H. ROBERTSON. 

Famous Race Driver — Winner of 1908 Vanderbllt 

Cnp Race and Other Honors. 

YOU ASK my reasons for purchasing a Hudson 
••33." I'll tell you. 
I bought a Hudson because of the following 
conditions: 
FIRST. I knew it to be an exceptional machine. 
SECOND. Anything that Howard E. Coffin and 
E. H. Broadwell were connected with, I'd pin my 
faith to. 

THIRD. I knew that the treatment I would 
receive after I bought the car would be the best 
possible to receive. (I have since found this to 
be more than true.) 

Can you tell me what other reason a sane per- 
son could demand T 



BY C. L. MCHLEMAN, M. D., Parkersbnrg, W. Va. 

WHY I chose the Hudson "33": 
FIRST. Because the Hudson car has 
"made good" in this hilly country of ours. 
There are probably more Hudson cars in this com- 
munity than there are cars of any other one make. 

SECOND. Because it is a good medium weight 
car. My last car was a very heavy runabout and 
the tire expenses were enormous. 

THIRD. Because of its simplicity. It is a car 
of comparatively few parts. 

FOURTH. Because of its excellent. quiet, 
powerful motor. 

I am perfectly satisfied with my choice and the 
more I drive my car the more enthusiastic I be- 
come over my Hudson "33." 



say 



BY C. A. MORRELL, Xyack, N. Y. 

AS TO why I chose the Hudson "33." will 
I did so for the following reasons: 

FIRST. Howard E. Coffin was the designer. 
SECOND. On account of its simplicity. 
THIRD. On account of its appearance. 
FOURTH. From the fact of its being well 
spoken of by Hudson owners. 

FIFTH. From my own personal knowledge of 
cars and machinery on which I had several years 
of experience in my earlier choice. 



BY H. J. RAY, Grenada, Miss. 

THE following are reasons I bought a Hudson 
1912 Model. 

FIRST. I had my mind made up for two 
years back to buy a car and had been carefully 
investigating them all, and found that practically 
all of the users of 1911 Hudson cars were more 
than pleased and everyone had a good word for it. 

8ECOND. I had a responsible friend to inquire 
of the high price makers of cars their choice for 
a medium price car, and they all chose the Hud- 
son, since they did not make a car of this price. 

THIRD. I had automobile agents and salesmen 
who did not sell the Hudson car advise me to buy 
the Hudson "33." _ 

FOURTH. I felt that Howard E. Coffin could 
not turn out a car that was not up-to-date in 
every respect, as his reputation is at stake. 

FIFTH. The Hudson car had every improve- 
ment known to automobiles that was practicable 

SIXTH. The Hudson car was recommended to 
ma for its few pans and simplicity. 

LAST. I have thoroughly tested the car, and 
a~ entirely satisfied with it in every respect, and 
if I «-ver buy another it will be a Hudson "33." 



BY A. N. COLLINS, 31. D., Detroit, Mich. 

the question, "-Why 1 chose 



IN REPLY to 
Hudson '33' 



beg to say: 
FIRST. Living in Detroit, having had ex- 
perience in wearing out two machines, made in 
other cities, my decision to get a Detroit made 
machine was without a waver. 

SECOND. The simplicity, and to my cultured 
mechanical mind, promise of durability and free- 
dom from vexatious thousand and one parts, esti- 
mated in Mr. Coffin's latest design, appeared to me 
as the last thing in auto design. 

THIRD. The multiple disc clutch and absence 
of a rattling fan mechanism was a deciding fea- 
ture between it and another excellent Detroit made 
machine. 

FOURTH. Absolute confidence in the perman- 
ency and absolutely fair treatment of the Hudson 
Company was probably the largest factor deciding 
the matter. 

Permit me to add that, personally. I like to 
deal with your genial Mr. Brady, whom I have 
found very satisfactory to do business with. 



BY CH AS. R. FOITZ, Westminster, Md. 

I HAVE owned four . one . and one 
. The Hudson car I purchased about 

three and a half months ago. There are a 
number of reasons why I purchased a Hudson. ? 

FIRST. She has fewer parts. 

SECOND. She runs smoother than other cars.' 

THIRD. She operates easier than many other 
cars that I have driven. 

FOURTH. The fact that she was designed by 
Howard E. Coffin gave me confidence that she is 
an all around first-claes automobile. The fact that 
I have had some experience with automobiles gives 
me better judgment in selecting a car. I feel sure 
that I did not make a mistake when I selected 
the Hudson. Having fewer parts, the Hudson Is 
easier taken care of and less liable to wear, and 
necessity of replacing parts, thus making it a very 
economical car. I would not exchange my Hudson 
for any 32,000 or 33,000 car on the market. 

BY W. L. YOUNG, Council Grove, Kans. 

IT AFFORDS me the greatest of pleasure to say 
why I purchased a Hudson "33." After care- 
fully looking over all different makes of auto- 
mobiles and taking everything into consideration 
my selection was a Hudson "33." And a few of 
many reasons as follows: 

Account of its powerfulness, dust-proof valves, 
demountable rims, with large tires, visible oiling 
system, "uietness and smooth running, its wonder- 
ful durability, appearance and every part in gen- 
eral so nicely situated and convenient, and I might 
add account Mr. Coffin's past remarkable reputa- 
tion as a world's leader in this direction. 



FROM GEORGE £ BERRY, Boston, Mass. 

I WAS told by a friend the engine that Mr. 
Howard E. Coffin designed was second to none 
for durability and simplicity having, in my 
mind, the best magneto in the market; the chassis 
built strong as possible for its weight. I looked 
over the automobiles in Boston for some time, 
but could not find a body so well built and with 
fine lines, the upholstering very good, the wind- 
shield the best I have seen, with long braces to 
hold same. In fact I liked the car so well, that 
I got a friend of mine so interested he also bought 
one. I am glad to own a Hudson. 



Remarkable Feat by the Sturdy "33." 



■y A. J. WILLS 
NhSsob Dealer at Lawreaoe, Mass. 
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ERE is a photograph taken of a Hud- 
son car towing a one-ton truck and a 

large car. Also six men in the 

Hudson car to hold it down on the ground, 
so that we could get a traction. 

The car which you see in the rear of this 
picture ran into a stone wall about five miles 
away, breaking both forward wheels and the 
forward axle. 

We took this small truck over, and loaded 
the front end of the car in the rear of the 
truck, and started to pull it in with the 
truck. 

The snow was so deep and so bad that we 
stripped the gears in the differential, conse- 
quently disabling the truck. 



As I was over with my Hudson demon- 
strator, superintending the job, I did not 
know anything else to do but to hook th£ 
Hudson on the front of the truck and see 
if I could tow the entire load home. 

We were very much surprised when wt 
found that the little Hudson could tow both 
the truck and the car, and I towed them 
both for a distance of three miles through 
the snow, just as you see it here. 

We thought that it was a good stunt, and 
that we would have a photograph taken, 
showing the load as we pulled it in. It 
certainly demonstrated that the transmis- 
sion, clutch and differential of a Hudson car 
are there to stay. 

Digitized by 



Google 



THE HUDSON TRIANGLE 



A Striking Illustration of How Factory 

Extension, Finished, Facilitates Production. 



ThiB photograph, showing the Interior of the secmd floor of the newly-built wing of the Hudson fac- 
tor;', aptly tells the use to which the extra 63.600 squire feet of floor space is put. This is the room where 
Hudson chassis are given their several coats of paint. The first floor Is the rough test department. 



11,000 Mile Car 

Is Demonstrator; 

Idea Nails Sales 

By R. B. BLAIR 
Manager Gala City Motor Co., Winona, Minn. 

IT will interest you to know the method 
we use in making sales at this time of 
the year in our section. Of course the 
past season we had enough Hudsons 
here to establish a reputation on them, but 
it is a surprising fact that we come in con- 
tact with people every day who are just 
getting the automobile fever and don't 
even know that there is a Hudson in town. 
This seems very unreasonable, and in our 
city you cannot walk down a street without 
at least passing three or four of them. 

Of course you understand that a disin- 
terested person probably would never notice 
them, but at the same time the lines of the 
Hudson would attract your attention. 

We cannot appreciate the fact that they 
do not notice them. We also find that this 
class of people put the statement up to you 
that any new car always runs well, and 
in one sense of the word this statement is 
correct. 

Bought an Old Car 

WE therefore got busy and bought out- 
right from one of our customers a 1911 
torpedo that has been run about 11,000 miles. 

Now, when we get one of that class of 
people in our showroom we show him the 
1912 models and explain to him the improve- 
ments and conveniences, and when it comes 
to demonstrating we take him out in the 
1911 car and are very careful that they 
notice the mileage on the speedometer. 

We show them the quietness of the motor 
and the freedom of rattles, squeaks, etc. 
Nine cases out of ten when you come back 
they are ready to sign the contract. 

It simply proves to them that the car 
does not change from long hard service. 

This scheme worked out very good, but 
we are going to improve upon it in this 
way: In this particular section the many 
sales are made in February and March, and 
very few people in our locality seem to 
care about ordering earlier. 

One realizes in this section the hard win- 
ters we have and the icy and rough roads 
that exist throughout the winter. 



Few things are Impracticable in 
themselves; and it is fer want of 
applicatien, rather than ef means, 
that men tail ef success. 

— Rochefoucauld. 



HoW Scheme is Improved 

/^vUR intention is to run a 1912 car and 
^ accumulate as much mileage as possi- 
ble, and at the time when the people start 
buying we have this particular car on our 
show floor along with the new cars, and 
expect to demonstrate to them that the hard 
service has very little effect upon the quiet- 
ness of the motor, and that it naturally im- 
proves the flexibility and riding qualities of 
the car. This sort of a scheme may work 
in every section, and it surely is working 
here. 

Idea Costs Very Little v 

T*HE biggest drawing card has been our 
* inspection system, which has met with 
the highest recommendation from every 
Hudson owner. As soon as a car is sold 
it is listed in this system and the owner 
is instructed to bring his car in once a 
month, and we will examine the entire car 
gratis. 

At this time we usually take up the valves 
a little and adjust the carburetor providing 
it is necessary, thoroughly clean out the 
radiator, clutch, and examine the transmis- 
sion and differential, tighten up the spring 
bolts, repack the knuckles on the steering 
gear, and examine the tires, and advise him 
if necessary any little repairs that should 
be done. 

At this time we take the speedometer 
reading so that we are in a position to 
keep track of the tires, and be able to 
state to the tire manufacturer the exact 
mileage, especially when adjustment is nec- 
essary. 

We have people in Winona running Hud- 
sons that know nothing about their car ex- 
cept to stop and start it, and if it were not 
for this system that they would be exceed- 
ingly handicapped and we would be hurting 
ourselves by having a few cars out of order 
every now and then. 



Inspection Spstem 8/jr Card 

THIS takes a little money but as you get 
* the full price for your car you can easily 
afford to do it. It is only a matter of time 
before all of our owners advertise this sys- 
tem by mentioning it often times in an off- 
handed way. 

We have discovered that service is the 
rare keynote to automobile success. 

To demonstrate this fact, up to this year 
there has probably been twice as many cars 
purchased in Minneapolis and Chicago as 
those purchased from Winona dealers, this 
years, and outside purchases were reduced 
50 per cent, and we personally believe that 
within another season the outside purchases 
will be very limited. 



Why Sales Agents 

Need the Hudson 

THIS article opens up a new avenue of 
* sales for many of us. 

There are a number of sales agents in 
your territory who need cars, but do not 
yet own them. It is said that the average 
sales agents can triple the number of calls 
in a day, if he owns a car that is simple, 
hence needs little attention, and which is 
free from trouble. 

That means the sales agent can triple his 
sales with a HUDSON— triple his earning 
power, his income. Knowing that fact will 
sell him. 

The writer understands that the National 
Cash Register Company, the Burroughs 
Adding Machine Company and the Aetna 
Insurance Company advocates the owner- 
ship of automobiles by their sales agents. 

Agents for each of those companies al- 
ready own HUDSONS. 

The factory has letters from an agent in 
each of those big institutions who use HUD- 
SONS in their business. Advertising Man- 
ager L. E. Olwell, of the National Cash Reg- 
ister Company, and other N. C. R. officials, 
own HUDSON cars. 

The factory will be pleased to furnish you 
with letters from agents of the three insti- 
tutions mentioned. Chief Engineer J. G. 
Vincent, of the Hudson Motor Car Company, 
Howard E. Coffin's right-hand man, was once 
Superintendent of Inventions at the Bur- 
roughs Adding Machine Company. That's 
another point where there's a Burroughs 
agent. 

Just the other day Paul E. Rudd, special 
agent for the Aetna Insurance Company at 
Toledo, O., visited Detroit and incidentally 
placed his order for a New Self-Starting 
HUDSON "33". He had also owned a 1911 
HUDSON, which he had driven 6,000 miles 
and which cost but $2 for upkeep for that 
distance. He travels over Indiana, Ohio and 
Michigan in a HUDSON. 

Write for the testimonial letters today if 
you care to take advantage of a chance to 
make a sale or two. 



L. M. Wright, Rome, Qa., 

Foils the Weather Man 

By L. J. ROBINSON 
Southern District Sales Manager 

LM. WRIGHT, the Hudson dealer at 
Rome, Georgia, dominates the weather 
e situation regardless of the brand that 
is dispensed in his territory surrounding 
Rome. 

Between the New Year and the middle of 
February Mr. Wright sold six Hudsons in 
a territory of small population, Rome hav- 
ing 15,000 — and the weather has been fierce. 
He is going to sell 10 more this spring. 
There is no question about it in his mind, 
and I know he will, for his January-Feb- 
ruary record vouches for that 

He has some interesting stories to tell 
about the Hudson and its performances in 
his territory. He has a Hudson which has 
been run 32,500 miles. He says the spark 
plugs have never been taken out until it was 
overhauled at the end of this mileage. 
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Prospects Want Demonstrations 

When Tiffany Suggests Ice Ride 

By CHARLES H. C. TIFFANY 
Proprietor the Tiffany Diamond Garage, Poughkcepsie, N. Y. 



ONE of the severest winters we have 
ever had in this vicinity has been 
this winter. We are sincere believ- 
ers, however, in the fact that cars should 
sell in winter and summer, as well. 

The proposition we have been up against 
is to induce prospects to brave zero weather 
and get out in a New Self-Starting Hudson 
"33". We had used heaters, robes and other 
things to no avail. 

But the idea of a ride on the frozen 
Hudson river in a Hudson was irresistable. 



It was new and it did the trick. The dem- 
onstrations were usually short and sweet. 

The idea of getting this picture occurred 
to me after being on the ice several times 
with prospects. 

Then we had some postal cards printed 
and inscribed "The New Hudson on the Old 
Hudson, Both Unequaled." These we sent 
out, and they have done some good, too. 
In the picture you have the Poughkeepsie 
bridge as a background, the second largest 
cantilever bridge in the world. 



Don't Speak to a Salesman Who 

Is Working on a Prospect 



By J. A. DRAPER, District Sales Manager 



IN CLEVELAND this week I walked into 
the salesroom of the competitor of Mr. 
Frank Phillips, the Hudson dealer. I 
thought I'd look around, and see what 
they were doing. 

I walked over to the side of the salesroom 
and began looking at one of the cars. 

Within six feet of me stood a prospect, 
his wife and a salesman. The salesman 
seemed to be on the job and he was just 
closing the sale — had the man pretty nearly 
across the line. In fact, he was holding an 
order book in his hand. 

The man's wife raised a slight objection 
as to the color of the car. She had prob- 
ably painted a mental picture of herself in 
a car of another color. But her objection 
didn't seem to bother the husband much. 
He went right on gathering in all the sales- 
man was telling and I said to myself: "That's 
a sure sale." 

Listening with interest to the sales argu- 
ment, I presently heard the telephone oper- 
ator yell out: 

"Telephone, Mr. Smith." 

He Was On the Dotted Line 

CMITH was evidently the salesman, for he 
^ said "all right" over his shoulder, but 
refused to stop the conversation with the 
prospect, who was now right up and stand- 
ing on the dotted line. The salesman had 
passed the prospect, the order book, pre- 
paratory to signing the order. But Smith 
hadn't answered the 'phone. 

Again the telephone operator bawled out: 
"Telephone, Mr. Smith!" This time the 



anger in her voice prompted Smith to say 
"excuse me," and he hurried away to answer 
the call. 

The customer was holding the order, un- 
signed. The salesman leaving gave Mrs. 
Prospect a chance to talk a minute, and she 
lit into the color of that car with both 
feet and squeezed a lot of language into 
about a minute. I saw the prospect shake 
his head up and down as if agreeing with 
her. 

The salesman returned. 

"Just step this way," the salesman said to 
the prospect, "and we can draw up the 
order." 

Fire Anyone Who But* In 

"Well, I tell you," the prospect returned. 
"I guess I won't get a car just now — at least 
not until I look around a little more. Much 
obliged for your attention." 

And Mr. and Mrs. Prospect walked out 
the door — the sale was lost. 

A telephone call was more important than 
the sale's cash profit! 

That isn't a correct commercial equation. 
There is a certain well-conducted salesroom 
in Chicago where the penalty for interrupt- 
ing a salesman talking to a prospect costs 
the interrupter his job. 

If you don't want to lose sales in just that 
way — and you'll have similar cases often — 
make it an absolute rule now that no one 
speak or go near a salesman with a prospect, 
without being called. 

Let's quit losing sales through idiotic 
blunders like this. 



JIMMY MENHALL GIVES BELOIT "HUDSON YEAR" 



I T is a "Hudson Year" in Beloit, too. 

The Menhall Garage, of which J. W. 
Menhall is the proprietor, is busily engaged 
in turning over the cars as fast as they're 
shipped. Central District Sales Manager 
Walter J. Bemb happened in on Beloit just 
the other day and was amazed at the rap- 
idity with which things are moving there. 



"Jimmy Menhall is a live wire, for no 
grass is growing under his feet, and he 
doesn't leave a stone unturned to connect 
with a prospective order," writes Mr. Bemb. 
"When it is necessary for him to be out of 
town, things are well taken care of by Mrs. 
Menhall. While he was away recently Mrs. 
Menhall sold three cars and Beloit is going 
to see a big 'Hudson Year.' " 



Caution You Must Give 

The New Hudson Owner 

BY A SERVICE EXPERT 

ONE of the hardest problems the dealer 
has to contend with today is getting 
a novice driver to appreciate in the 
proper sense just what a wonderful piece of 
machinery the automobile that is being 
turned into his hands really is — and to 
make him treat it as such. 

All of you have no doubt had instances 
brought to your notice where a new owner 
drove in, having driven the car for about 
two weeks, and complained bitterly on the 
action of his car — and on going into the 
matter with him, have found that somehow 
or other he had utterly forgotten to oil 
some vital part or in some manner disre- 
garded all directions. 

The fault in cases of this kind lies in -the 
fact that the teacher has taken too much 
for granted as to the knowledge his pupil 
had about a motor car, and consequently 
did not give him enough attention, or he 
was overtaught. The latter is more often 
the case. 

The purchase of his first automobile is a 
very big event to the buyer, and naturally 
he is in a more or less excited state of mind 
from the time he places his order until the 
newness of the thing wears off. 

First Impressions Lasting 

piRST impressions of a beginner are us- 
1 ually very lasting, whether good or bad. 
Conditions that may appear in a minor light 
in the mind of an automobile mechanic, 
create in the mind of that new owner an 
entirely different impression, and it usually 
requires but a very little mishap to create 
that bad one. You can avoid this by really 
taking a few hours' time and making the 
proper effort in the teaching of the new 
owner in the right way. It will save you 
many explanations and dollars later on. 

It, therefore, becomes quite a problem to 
the dealer to successfully make the new 
owner retain In his mind those few instruc- 
tions which will successfully carry him 
through the first few weeks. The plan then 
is to first size up the new owner and then 
portion out to him the right amount of in- 
struction, just as a doctor would treat a 
patient. Don't take it for granted that he 
knows anything about the places to lubri- 
cate. He doesn't. Show him, try and im- 
press upon him that the plate on the dash 
regarding lubrication is there for a purpose 
and means exactly what it says. Caution 
him against driving the car at an excessive 
speed until the speedometer shows at least 
a reading of about 400 miles, and above all, 
keep your instructions simple. 



May the Centerville 

Hudsons Never Lose 

By WALTER J. BEMB 
Central District Sale* Manager 

WHILE I was in Indianapolis on my 
last trip, I met our dealer from 
Centerville, Indiana, Mr. Albright, 
and here is an idea he is pulling off in his 
little town in the way of an unique adver- 
tising stunt. 

As a side issue to his business he is 
managing a basketball team, which he has 
named the HUDSON Team. He has had the 
boys fitted out with a uniform, the sweaters 
of which have a large Triangle with the 
name HUDSON across the center of it. 

At the present time they are playing 
games all over the territory, and when out 
of the city he takes them to the various 
towns in a HUDSON car. In addition to 
this, he has a small card made in the shape 
of a Triangle, and one of these is handed to 
everyone attending the games. He tells me 
that sometimes they are worn for days after- 
wards, and that you may see them hanging on 
the lapels of the people's coats. 
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First "Extra Day" Reports 

Show Scores off Hudsons Sold 



EARLY REPORT OF EXTRA-DAY 

SALES ON THURSDAY 

FEBRUARY 29 

New York : . . . . 5 

Atlanta, Ga 4 

Philadelphia, Pa. 4 

Detroit, Mich 4 

Dallas, Tex. 4 

Kankakee, 111 3 

Utica, N. Y 3 

Jacksonville, 111 2 

Manchester, N. H 2 

Bridgeton, N. J 2 

Duluth, Minn 2 

San Antonio, Tex 2 

Los Angeles, Cal 1 

Kansas City, Mo 1 

Buffalo, N. Y 1 

Marietta, 1 

Washington, D. C 1 



THE whole country had a "Hudson 
Day," Feb. 29, the extra day of 1912. 
From New York to California mem- 
bers of the "Big Family" put forth 
extraordinary efforts to close sales — to 
make the extra day worth while in profits. 

So far only the early reports were received. 

Some warm selling battles were waged 
to make it a Hudson day, too. And there 
were a lot of orders closed which would 
undoubtedly have escaped had there been 
no incentive to nail the sale that day and 
make the profit sure. 

In New York, for instance, the writer 
happened to 'be in the office of General 
Manager Samuel S. Toback of The A. El- 
liott Ranney Company when the sales re- 
ports came in. The report showed ten new 
prospects "had come into the store that day, 
sandwiched in between ten old prospects. 

Out of the total of twenty prospects, Gen- 
eral Manager Toback's men closed five 
orders. 

In Kansas City a unique selling incident 
transpired. The Saturday evening previous 
a prospect had deposited a check on a car 
with the Albertson-Boyd Company. It was 
the fourth sale that week. But on Monday 
Mr. Boyd found the prospect had stopped 
payment on the check. 

Mr. Boyd's Wort. Closed Him 
OERE is Mr. Boyd's version: 

1 "Upon calling up the purchaser we 
found that Sunday some of our 'worthy 
competitors' had knocked the car so stren- 
uously, saying the particular car he had 
decided upon — the one we had at the auto- 
mobile show — was the poorest HUDSON 
we had ever received, etc., etc., that he got 
'cold feet' and stopped payment on his 
check. 

"We were to deliver it to him about 
March 15th, and, of course, asked him to 



come down and see the car, as this (the 
competitor's statement) was not the case, 
and we could prove it to him very easily; 
further, if he was not entirely satisfied with 
the car he had chosen, we would be glad to 
substitute any other which he would choose 
in its place, knowing that all HUDSON 
cars are practically the same, and assuring 
him that in case any car he should take 
was not entirely satisfactory, we were more 
than anxious to make it so, and the Hudson 
Motor Car Company would stand back of 
us to the limit in order to help us do so. 

"We tried for three days to get the party 
to come down and look the car over, but 
he made one excuse after another until we 
finally got him in our sales rooms Thurs- 
day, 'the extra day/ 

"Needless to say, it took us a very few 
minutes to prove to him that the car he had 
chosen was as good as any HUDSON car 
and a little better than any other car which 
he could choose. He gave us a new check 
which we deposited and which went 
through O. K. 

"We will deliver the car to the party 
about the 10th or the 15th of this month, 
and we feel sure that eventually he will be 
one of our strongest boosters, owing to the 
fact that competitors tried to persuade him 
he was choosing the wrong car, and we 
know that after he has driven the HUD- 
SON for a short time he will realize what 
a mistake he would have made to have 
chosen anything else." 



No Interference from Weather 

PECULIARLY in Kansas City there was 
^ nine inches of snow on the ground. At 
Chicago and other points the weather man 
was especially vicious, yet in many cases 
that did not interfere with closing an order 
or two, according to the first reports-which 
the mail has brought in up to the'tinie of 
writing this article. 

In Boston, for instance, the cold kept 
people, indoors, but Thursday's activity 
came to a head in Friday's orders, for the 
Henley-Kimball Company sold four HUD- 
SON'S on the day following the extra day. 
The next day the Boston show began and 
13 sales were made at the show the next 
week. 

Reports from about 25 per cent of the 
HUDSON distributors and dealers had 
been received when this article was writ- 
ten, consequently the figures given above 
are not complete as yet. A number of de- 
liveries were made throughout the country to 
new buyers, though in some cases the dealers 
reporting deliveries did not happen to close 
sales on that day. 

Another Extra»Dap Incident 

JR. ELWELL, the Bridgeton, N. J., Hudson 
• dealer, tells an interesting story of the sale 
he made as follows: 

"The funny part of the day's business was 
that I sold a car to a man whose friend wanted 
him to buy the same make of car as his, which 
is in the fifteen hundred class. 

"The friend said, 'if you buy a Hudson 
when I meet you on the road I will beat the 
legs off of you.' So it happened Thursday that 
we met this friend of his while I was demon- 
# (Continued on First Column, Page 2) 



This Photograph of the Hudson Demonstrator of Tom Botteril, Denver, is worth showing 
your Prospective Owners- It shows the condition the Car must meet. 
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Father off First Indianapolis 
Automobile Show 



President Harry L. Archey, of the Indianapolis 
Automobile Trade Association, is the father of the 
first automobile show Indianapolis has ever had. It 
is to be held the latter part of this month. President 
Archey's other distinction is that he is a member of 
the "Big Family," being the Hudson distributor at 
Indianapolis. He is the first automobile dealer in the 
country to run a double-page picture of a car in a 
newspaper. The car was a New Self-Starting Hudson 
"33.' The idea brought several traceable orders. 



FIRST "EXTRA DAY" REPORTS 

(Continued from Page /) 

strating the car on the country road, when this 
friend came up from behind at a 2-minute clip 
and called at the top of his voice to come on. 

"I said to the man, 'let me have the wheel 
and we will show him a trick.' 

"We exchanged seats. I had five grown peo- 
ple in the Hudson "33" Torpedo. We hit it 
up and caught the friend inside of a quarter of 
a mile and we both were going a 45 clip when 
I blew for him to move over. When we passed 
my man was extremely pleased that he had 
passed his friend and I will say that he is the 
happiest man in our town tonight." 

After a Good Hard Fight 

THE Fulton Auto Supply Company. Atlanta, 
Ga., dealers reports that it sold four cars — 
one coupe, two torpedoes and one touring car — 
besides assigning a five-car agency tentatively 
on Thursday, Feb. 29. 

"Allow us to advise," writes the Fulton Auto 
Supply Company, "that these cars were all 
sold in close competition and after a good hard 
fight which has been on since the automobile 
show here." Which shows that good hard 
righting is profitable. 

Bridgeport, Conn., came within an ace of 
buying a car on the 29th from The Erwin M. 
Jennings Company, but it came a day too early. 
Mr. Jennings sold a car on the 23rd also. 

Fred P. Warren, San Antonio, Texas, dealer, 
closed two deals on the extra day. One sale 
was interesting because of the fact that Mr. 
Warren did not know the man was contem- 
plating the purchase of a new car and several 
times when Mr. Warren had talked with him 
he had expressed no desire to change from his 
Hudson tourincr car which he had owned for 
over a year and which had given him perfect 
service. "The Hudson disease seemed to have 
attacked him during the day," writes Mr. War- 
ren, "and he came in and drove out a new 
four-passenger car, showing that once a Hud- 
son owner, always one." 



Jack Urady Refused to Watt 

THE J. H. Brady Auto Company, Detroit, of 
which Jack Brady is the moving spirit, sold 
four cars for the extra day. One was a coupe, 
the others touring cars. He got the orders by 
subtly refusing to let the prospects put the mat- 
ter off. "We insisted on a few of our pros- 
pects giving us their orders on this particular 
day instead of holding off until some future 
time, in order to make as good a showing as 
possible under severe weather conditions," is 
the way Mr. Brady sums it up. 

Walter Wood, Marietta. O., sold a New 
Self-Starting Hudson "33" to an owner of a 
1911 car. At Portland, Me., it was the birth- 
day of President A. F. Harmon, of the Har- 
mon Automobile Company. 

The Crim-Bronner Auto Company. Utica. 
N. Y., completely crimped the life-o'-trade 
with pulling across three orders on the extra 
day. J. F. Brockaway, George Hovey and 
A. M. Northrup being the "proud owners of 
these cars," as Mr. H. D. Crim puts it. 

Spear Makes Record Day 

TWO sales in New Hampshire of a single 
line of automobiles on one day are ex- 
ceptionally good and that was the record set 
by the Manchester Auto Garage, of which 
William C. Spear is proprietor. There was 
eight inches of snow on the ground and dem- 
onstrations were made against odds, but they 
got the orders just the same. 

In Buffalo the sale of a torpedo was closed 
by the Barrett Motor Car Company. Dr. C. 
W. Moore and Louis Ramstead bought Hud- 
sons of the Mutual Auto Company, Duluth, 
Minn., Thursday, the extra day. 

W\ Arthur Latham, the Hudson dealer at 
Kankakee. 111., closed three orders on the 
29th, putting forth strenuous efforts to make 
it a banner day. Writing of the feat the next 
day he expressed optimism on the year's busi- 
ness. 

Julius I. Peyser was the Washington man 
who purchased a Hudson of the Storm Motor 
Car Company, Washington, D. C, on the 
extra day. 

Rowe & Huffaker saw the productivity of 
their vigorous circular letter campaign in 
landing two orders on the 29th. It was their 
record day for February. Mrs. Anna Arm- 
strong bought a Hudson torpedo model, of 
the Hudson Sales Company. Los Angeles, 
on the extra day, but the sales that day were 
nowhere near in proportion to the record of 
over 300 cars with which Manager H. L. Ar- 
nold and his men will wind up the selling sea- 
son. 

And thus the sales piled up throughout the 
"Big Family." Apparently the extra day was 
well used, but up to the present writing totals 
for the day were nowhere near possible. 

The fact that the decision to get the orders 
usually gets them is shown by those totals 
that have come in. 



The Spirit That Wins 
And That Which Fails 

A certain Hoosier was fond of telling of 
a thoroughbred horse he said he 
owned. He would tell of wonderful 
rides on the animal and would dis- 
course upon the intelligence of the horse. He 
told its fine points, its lack of blemishes and 
its plain and fancy gaits. 

As a matter of fact he never owned a piece 
of horseflesh in his life, but he never ceased 
to bring up his imaginary thoroughbred 
when there was an opportunity. 

He told the story so often that it seemed 

that he was beginning to believe it himself 

to the extent that one spring morning, the 

story runs, a friend found him in an Indian- 

2 



apolis harness store buying a saddle and bridle 
for the horse that didn't exist. 

Philosophy in the Story 

HP HERE'S some business philosophy in that 
story. For too many heads of businesses 
pessimistically persuade themselves that busi- 
ness is poor, when in actuality it's good. The 
constant lack of confidence in the condition 
of business reflects itself back on their own 
business in the shape of zeros on the sales 
sheet. 

It all simmers down to lack of enthusiasm. 
Some may say that enthusiasm is a pretty hard 
thing to generate at such times. 

But it must be remembered that a man has 
got to be a good actor to succeed in personal 
salesmanship in this day and age. He has 
got to act prosperity and enthusiasm, for half 
of success is looking it. 

F. R. Kennedy, proprietor of the Royal 
Automobile Company, Hudson distributors at 
Chattanooga, Tenn., in a letter he wrote the 
factory recently said: 

"The prospects are coming in fast every 
day and I am going to land some of them 
within the next five days, and a large number 
of them." 

It is that spirit which wins in spite of any 
odds you can put up against it. It is the 
plain old-fashioned brand of determination 
backed up by plenty of optimism and enthus- 
iasm. Mr. Kennedy will pull down the orders 
because he has determined to. 

The Opposite Situation 

HP HE branch manager of a western whole- 
* sale house last fall told a friend of the 
writer's that business was slack. He believed 
it was slack and he consequently let up some- 
what in his fight for the orders and it was 
slack. 

It was scarcely a fortnight before his office 
was filled by a man overflowing with enthus- ', 
iasm. The old manager was removed. Within 
a month the new man's optimism, with his 
constant inference that business was good, be- 
gan to shoot the sales barometer up. He be- 
lieved it himself and he worked hard to get 
the bulk of the business for that reason. The 
result of his hard work was an abundance of 
orders. That eastern branch office is pros- 
perous today. 

The wholesale house has put the old branch 
manager down as a "pessimist who couldn't 
get the business." Which was a correct anal- 
ysis of the man. 

Vet a man of no greater business-getting 
power had outstripped his record simply be- 
cause of a different mental attitude. 

Set Yourself a Task 

THE Henley-Kimball Company, Boston 
distributors, works on a task basis, and 
is one of the most successful retail automo- 
bile concerns in the United States. 

Four men of the organization do the selling. 
The first of each month they decide on a task 
for each for that month. For March, as an 
instance, they have determined to sell 9 cars 
each — a total of 36 cars at retail. 

March 1, they sold 4 cars; March 2 to 9, 
during the Boston Automobile Show, they 
sold 13 cars on the task basis. With almost 
3 weeks of March left they had sold over 
half the cars their month's task called for. 
In February each had 5 cars to sell, but the 
first days of February saw few sales. They 
knew they had to work hard to succeed in the 
task. By the end of February they had sold 
a total of 23 cars. The task basis pays. 

The "task" is merely giving tangible form to 
the spirit of determination. You have stand- 
ardized determination when you set yourself a 
task. 

And that's the spirit that wins. 
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Two Great Selling Points to Present to Physicians 



A DOCTOR saved a life the other day 
because he had bought a New Self- 
Starting Hudson "33" five hours before. 
Dr. C. C. Goddard, Leavenworth, 
Kansas, received a call from the home of a 
patient a long distance away. The patient was 



Madison, Wis., that Dr. F. T. Bowman, one of 
the physicians to whom the Hudson dealers 
sold a roadster, had run his machine all winter 
in connection with his practice. The picture 
presented shows the physician's car making 
regular calls through the heavy, deep snow. 
Another of the photographs sent the factory 



back yard and we told you about it, the information 
would be worth nothing if you didn't use it — get the 
point? INFORMATION IS VALUABLE ONLY AS 
YOU MAKE INTELLIGENT USE OF IT. NOW 
LISTEN TO THIS! The longest step ever taken 
toward AUTOMOBILE PERFECTION was taken 
when Howard E. Coffin built the Hudson "33," with 
1000 less parts on it and then put on a Self-Starter 
and tires that can be changed in a minute. Think of 
it! 

We could tell you the reasons why, but our repre- 
sentative will call on you in a day or two, and having 
made to you a statement which, if not proven, would 
ruin our reputation as honest dealers and representa- 
tives of hone9t Manufacturers we know where we 
stand and can prove up every word and statement we 
make. 

Our representative is thoroughly familiar with prac- 
tically all designs and constructions of automobiles 
and is paid to tell you what he knows — though the 
information costs you nothing, you will find them 
''Dollars and Sense." facts and a valuable asset to 
you in your selection of your Automobile. 

Tie up your dog — and let our Mr. come 

in and talk to you. 

Very truly yours. 

ROWE & HUFFAKER. 

XOTE. — This letter is to be sent a day or two be- 
fore Salesman calls and should help break the ice. 
Last sentence should be changed to suit individual, 
to whom letter is addressed. This can be used as a 
personal letter from Salesman before he calls. Get 
their confidence — then sell. 



A Graphic Picture— Story of the Usefulness of the Hudson to Dr. Bowman, Madison, Wis. 



almost at Death's door. He was dismayed when 
he learned that there was no train for 14 
hours to the town which was south of Emporia, 
Kansas. 

But five hours previous to the call he had 
purchased a New Self- Starting Hudson "33." 
He decided to make the race with Death in 
his new car. He jumped into his car, set a 
good pace over the Kansas roads and reached 
the bedside of the patient in the nick of time 
and managed to pull the sick person through. 

Coincident with this occurrance came the in- 
telligence from the Ritter Auto. Company, 



by the Ritter Auto. Company is not clear 
enough to bear reproduction on paper, but it 
is the most striking of the photos received. 
It shows Dr. Bowman's car plowing through 
the snow at a rapid clip. 

Both these incidents are valuable to you, if 
you have any physicians on your prospect list, 
and no doubt you have. For these two in- 
stances not only prove the value of a physi- 
cian's owning an automobile, but they demon- 
strate the reliability of the Hudson. Use these 
points on your physician-prospects. Unused 
they won't do you any good. 



Do You Read Motor Papers ? 



MEMBERS of the Big Family can 
help us in distributing our ad- 
vertising appropriation. We want 
to know if you read the automobile 
trade and class papers, and if you do, 
what papers you read. Do you read 
them regularly and what do you think 
of their value in advertising to pros- 



pective buyers of cars? 

We especially want to know if our 
dealers and other automobile dealers 
read automobile papers. Please give us 
your opinion in a special letter and it 
will be greatly appreciated by the Hud- 
son Motor Car Co. Address Advertis- 
ing Department. 



145 Live Prospects From Circular Letters 
And a Special Display of Cars 

comfortable, quiet place to see the car and its 
great advantage. 

Besides this we showed several hundred 
others the simplicity of the car — its advanced 
features and gave everyone the "glad you 
came — come oftener." 

Our follow-up letter system pulled the live 
ones in and helped us to a great extent to 
weed out our prospect lists. We consider 
circular letters constant pushers toward the 
dotted line — often working while we sleep. 
They are a great aid in building up the neces- 
sary confidence. 

Below is one of our follow-up letters: 

Dear Sir: 
If there was $1,000,000.00 in gold buried in your 

3 



By DICK Y. ROWE, Rowe & Huffaker, Jackvonsille, 
Illinois. 

FOR eight weeks during the cold and 
dull season, when other dealers here 
were not even talking cars, we put on 
a 'Hudson Display" in the best store 
building — a large room just vacated by the 
Farmers State Bank & Trust Co., — a Coupe, 
Touring and Torpedo in a neat, attractive set- 
ting. 

By the use of a hot circular letter campaign, 
one mailed every Friday night or Saturday 
morning, we got 145 live prospects; 34 per 
cent of our mailing list on our card index; into 
this Salesroom to get acquainted and in a 



Hudson's Feat off 
Strength in Lincoln's 
Big Snow Storm 

By H. H Dillon, Lincoln, Neb., Distributor 

HERE is one on a coal wagon driver and 
a big team of mules. 

Today one of the Geo. Voss Coal 
Company's big wagons, with three tons 
of coal aboard was stuck while trying to pull 
through a big snow drift. The mules are the 
Voss Co.'s star pullers and much heavier than 
the average team, so the driver for some time 
couldn't believe that he was really stuck. 
After the mules had strained and tugged with- 
out even budging the load and I sent a "33" 
touring car to the rescue. 

Our intention was merely to hook on ahead 
of the mules and assist them. However, the 
driver, mad clear through — after noting the 
fast gathering crowd — said loudly with a ma- 
licious smile: "Now, the mules won't work 
behind the car. Pull her out alone." 

Then with a knowing wink to the spectators 
he quickly unhitched the team and put it right 
up to us. While the wagon was being tied 
to the car with a heavy chain (our tow rope 
would not stand such a strain) the crowd 
began speculating upon our chances to make 
good. 

Bets were offered — excitement ran high. 
Suddenly the motor began to "talk" and the 
slack in the chain slowly pulled out. Buzz ! 
the chain grew taut — the heavy wagon 
groaned, moved a trifle and lurched back into 
the snow deeper than ever. Jeers from part 
of the crowd : silence from the rest. 

Now it was the Hudson driver who wore 
the malicious smile and winked knowingly at 
the crowd — he was only feeling out the load 
and giving the chains a little stretching. 

Buzz ! and again the chains tightened. 
Burrrrr ! the snow flew and the coal wagon 
groaned, creaked, cracked and then fairly 
plunged out of the drift. 

The Hudson got away so quickly and had 
that coal wagon careening down the street so 
fast that the onlookers hadn't time to get their 
hands out of overcoat pockets to applaud — 
which they did later on most heartily. We 
gave that coal wagon the ride of its life and 
I think much faster than it ever went before, 
unless perchance the star mule team has run 
away with it when empty and at a time when 
the going was better than today. 

A great many people will remember Lin- 
coln's big snow storm, a coal wagon, a team 
of mules 0$tte§ctt>y%J©O 
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i(f f OW much for this nut" called out 
the helper in a bicycle repair shop to 
his employer in the back of the shop. 
"Three cents. It's for a 'bicycle, 
ain't it?" came the reply. 

* 4 No, its for an automobile." 

"Charge him fifty cents then." 

You've heard this story, very likely, dozens 
of times. It was current as illustrating the 
prices charged a few years ago. The worst 
part of it is that it indicated a condition that 
was not in the least exaggerated. As a matter 
of fact that period of overcharge is not en- 
tirely past, for there are dealers, sad to relate, 
who still regard the automobile owner as be- 
ing legitimate prey. 

It gives an excellent text for a sermon in 
which to point out why many in the business 
do not succeed. While they get big prices 
they don't seem able to make their income ex- 
ceed their out go and that is why they are 
constantly lamenting the poor business they do. 

Let's turn this condition end for end and 
suppose that the grocer, the clothier and other 
dealers whom the automobile dealers must pat- 
ronize would raise the prices to him just be- 
cause he were in a business that is reputed 
to be immensely prosperous. 

That automobile dealer would soon look up 
other merchants. 

fifote Character of Treatment 

¥ OOK about you at the character of treat- 
*-* ment the average automobile owner re- 
ceives from the average dealer and then judge, 
if you will, if conditions are much better in 
respect to the charges made than they were a 
few years ago when they told the story re- 
peated at the beginning of this article. 

But that type of dealer will say that ex- 
penses are so high that such charges are nec- 
essary. Here is a good place to apply the 
new sick business cure known as "Scientific 
Efficiency." 

Almost everyone is willing to agree that the 
government offices are horribly mismanaged. 
It is easy to imagine that the railroad com- 
panies are wasting a million dollars a day, as 
was claimed recently by an expert before the 
Inter-State Commerce Commission. We all 
know people in our own neighborhoods who 
are losing money hand over fist by their lack 
of attention to the little things, and to the 
wasteful way in which they operate their 
businesses. 

Conduct Households Wrong 

^VTE know people who don't even know 
w how to conduct their own households 
in an economical way. At least, I suppose we 
all know such people. I know many of that 
kind. Everyone with whom I have talked to 
upon the subject speaks of such persons of 
their acquaintance. 

All of us know any number of such in- 
stances, but have we ever sat down and looked 
over our own manner of running our own 
business ? 

Of course it may be necessary to charge 
enormous profits on the little things we sell 
in order to make up for the losses we sus- 
tain on other things in our business. But the 
thing to do is to find the leaks that cause the 
losses, stop them and then there is no neces- 
sity to have to over-charge the very people 
who make automobile business possible. 
Where the Snag Lies 

ONE of the big reasons — I should say — 
the big reason, for such losses is lack 
of proper superintendence. Men are put to 
work who are utterly unsuited to do the work 
assigned to them. An incompetent mechanic 
thinks he knows what repairs a car needs and 
proceeds to make them. He doesn't know. 

Often he tears down a motor, he puts in 
hours and hours of time doing the best he 
can do. 



When he has finished, the car usually is in 
worse condition than it was when he began 
on it. The car owner makes a howl. 

He refuses to pay and justly so for isn't he 
being charged for something he didn't get — 
improvement in his car? He doesn't regard 
the work as so many hours. What he was 
buying was an improvement in his car. He 
got something worse than he had when he ar- 
ranged for the work. Can you blame him for 
kicking at the bill? 

Get the Best Repairman 

IF you had a fine piece of goods which you 
* wished made into a suit of clothes and the 
tailor whom you commissioned to make the 
suit, instead of producing a garment that fit- 
ted, delivered a bungled and botched job, you 
would raise an awful noise. 

The cheapest man you can have about the 
place is the best repairman you can get. The 
salary you pay him is as nothing compared 
to what good he can be to you. Have a man 
who knows what is needed and you save such 
waste. 

Another way to make money in the opera- 
tion of an automobile business is to always 
have repair parts in stock. Nothing helps so 
much in the sale of cars as to be able to show 
the prospective buyer that you have parts on 
hand to meet every requirement. Impress 
him with the fact that his car very likely will 
not need any such attention but that you have 



these parts on hand to be used promptly if they 
should be needed. No one wants to have his 
car laid up in a shop for days, often weeks, 
while awaiting the arrival from the factory 
for some simple part that should be on hand 

Carry Complete Parts Stock 

YOU ought to carry a complete supply of 
parts for the same reason that fire de- 
partments, consisting of trained men and ex- 
pensive equipments, are maintained in all 
cities to put out fires whenever a fire does 
break out. 

By having a stock of repair parts on hand, 
repairs are made quickly. By having the 
principal units in stock a great deal of ex- 
pense is saved. 

When a man has a noisy rear axle, or the 
transmission is giving trouble, or any other im- 
portant part needs attention, the best way, if 
it is serious, is to remove the defective unit, 
ship it back to the factory for credit, if credit 
is due, put in the new part and thus get your 
customer's car in service without delay. The 
factory can make the repair more quickly, do 
a better job and even with the freight added, 
at less cost than the dealer can do it for. 
We have better facilities and our men are 
trained specialists in the work they do. 

Think of this phase of the business and see 
if you can not recognize in the suggestion 
a way by which you can materially reduce 
your operation cost, increase your selling effi- 
ciency and thus make it unnecessary, figura- 
tively speaking, to charge fifty cents for a 
three cent nut, just because the buyer happens 
to own an automobile and to be your cus- 
tomer. 



Hudson Owners' Opinions 



"INSANE OVER HIS 10th CAR." 

BY HUGH C ROUSE, M. D. 

El Paso, Texas. 

I AM like a youth who has the habit of falling in 
love, only this time it happens to be a car with 
me. I am as insane about it as a 17-year-old boy 
over his first girl. 

I expect nothing but the best from it. It is my 
tenth car, all the others being different makes, and 
I am getting sincere pleasure out of this car. 

The engine purrs like a kitten, and it has the 
strength of an Ajax. I rather feel that my experience 
of eight years with cars has put me in a position to 
judge. 

"NO UPKEEP EXPENSE." 

BY F. VFLLAKSCISA. 

The Villaesensa Co., Tucson, Arizona. 

UP TO the present time, the Hudson "33" which 
I bought on September 26th, 1911, has given me 
the best of satisfaction, and it has not cost me 
any more than what I have to pay for gasoline and 
oil. I have up to this writing driven my car 2,700 
miles, and the engine is as powerful today as the 
first day I took the car out. 

The road to which I have placed the car is the 
roughest around Arizona, being hilly and full of 
rocks, but all vou have to do in this case, just press 
the foot throttle and the car will do the rest. I have 
not found a hill steep enough to give the car a test, 
or in other words, in all my driving, there has not 
been a hill high enough, that the Hudson would not 
go over it easily every time. 

I am satisfied, and if I should buy another car I 
would buy a HUDSON "33" every time. I wish that 
every buyer of a car would look at the Hudson and 
consider the material as well as the standing together 
qualities that the Hudson has. 

I have gone over pretty high bumps at the rate of 
twenty or twenty-five miles an hour, and to my be- 
lief a car heavier than the Hudson "33" would de- 
molish, and it would give a little trouble to get the 
pieces together. 

I have always been a Hudson booster, and will 
continue to be one, as long as I live. The Hudson, 
to my opinion, is the only well proportioned car for 
Arizona, roads, the wheel base is just right and also 
the weight. 

I have made from 150 miles to 175 miles in eight 
hours, driving at an average of twenty-five to thirty 
miles an hour for four hours, and the motor does 
not even get warm enough to fill it. I shall be glad 
to recommend the Hudson to anyone in the market 
for a good car. 

"LET ME SELL. YOUR PROSPECTS." 
BY J. C. LA VIN. 

Chief Engineer, The Plaza, New York. 

I DOUBT very much if I can find words to express 
my enthusiasm over my Hudson, and judging from 
the performance of the car, and the kind and cour- 
teous treatment which I have received from your 
New York as well as your Brooklyn agents, I feel 
absolutely confident that my views will remain the 
same. 



I have notified your agents in Brooklyn, where I 
reside, that at any time they have a prospective cus- 
tomer who is in doubt, I will be more than pleased to 
weld the convincing link. I think the last asserttion 
of mine speaks volumes in itself, and clearly defines 
my decision in regard to your product. 

Byron Brown's 

Advertising Idea 

By BYRON BROWN, Brown Motor Company, Plain- 
view, Texas. 

WE have a rather novel way of induc- 
ing people to come to our store and 
it is not causing hard feelings 
among our competitors, but it is 
successful. 

Our experience in the smaller Texas towns 
teaches us that it is best in the garage busi- 
ness to feature certain articles in our adver- 
tising at a very reasonable price. This induces 
owners to come to our store and in that way 
we make their acquaintance and broach the 
subject of a new car when the opportunity 
presents itself. 

Such articles are sold at a very close mar- 
gin and are the best quality we can buy. 
We do not expect to make a great deal of 
money out of the supply line, but use it as 
an advertising scheme and an introduction to 
those we have not met. 

For instance — gasoline sells at 20 cents per 
gallon. We have printed a coupon book of 
28 coupons selling for $4.90, each good for 
one gallon of the best gasoline in town. This 
brings the price per gallon down to \7 l /i cents 
per gallon with side- walk pump conveniences. 

We get cash for what we sell and we find 
that we have a chance to approach ever}' 
owner in town with something that interests 
him. We also sell high-grade lubricants for 
less than other dealers' sell cheap oil and 
greases and we sell tires and other accessor- 
ies, the same as do other dealers, but we 
do not expect to start a price-cutting cam- 
paign. 

We have successfully utilized the depart- 
ment store idea of offering "leaders" to at- 
tract a desirable clientele of prospective pur- 
chasers of Hudson cars. 
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a Business and make it fay a Good Profit 

By E. H. Broad well, Vice-President, Hudson Motor Car Company. 



^^J 'HERE is a certain business institution 
f ^j which up to a few years ago was in- 
^e^ creasing its annual volume of business 
in just about the proportion that the popula- 
tion of the country grew. It was a manufac- 
turing concern. 

But it had a good product. It had a good 
force of salesmen. It had a large factory 
which could easily produce a 50% greater out- 
put with only the additional expense of labor 
and materials, because the overhead expense 
remained the same even though the factory 
worked to capacity. The insurance, depreci- 
ation, interest on the investment, executive 
force's salaries, salesmen's expense, taxes and 
other like items would remain the same with a 
50% greater output. 

The increased output would be almost all 
velvet. But the concern couldn't sell the 
needed 50% increase. The head of the con- 
cern was in a quandary, for he realized that 
any bad year would pretty nearly put him out 
of business, for depreciation, insurance, 
taxes, idle machinery, salaries would eat up 
far more than the volume of business, if it fell 
off say 50%, would yield in profit. 

It was merely a situation which comes to 
pass in every business, wholesale or retail. 

Hit on the Task Idea 

BE analyzed his proposition and decided 
he had to sell more goods. But he did 
not dare increase the number of salesmen. 



So he reasoned it out that each salesman 
ought to sell more goods. If he could get 
each man to increase his sales by calling on 
new merchants or by co-operation with old 
merchants, or some such plan, then he knew 
the business would be on a safe footing. 

He went over each salesman's business for 
the year. He saw how much goods each ter- 
ritory purchased. He consulted the census 
records, learned the population and wealth of 
the territories. Then he took the best terri- 
torial record as an example. On a basis of 
community wealth and population he worked 
out a selling schedule for every territory — the 
amount of goods each territory ought to buy 
in a year. 

Then he divided it by 12 and he had the 
amount of goods every salesman must sell each 
month — for this business had a year 'round 
season. 

That was made the monthly "task" of each 
salesman. It was called his quota. Salesmen's 
salaries were to be adjusted on whether or not 
they fell below, equaled or exceeded their 
"tasks." 

Hob) the Idea Worked 

C—f T the annual sales convention the plan 

3 I, was announced. With facts and figures 

the salesmen became sold on the idea. They 
agreed it ought to mark an epoch in the busi- 
ness. And with the goal set for each man, 
they went at it hammer and tongs to beat their 



equipment. 

Then figure out how many cars it is neces- 
sary to sell to make the profit you want. 

Then take your list of prospects. With the 
salesmen's assistance, check over names of 
prospects who may or should purchase their 
car this month. That will give you a fair 
average on what you can sell. Split the num- 
ber among the salesmen, in accordance with 
each man's abilities. 

It may be 5 cars, or 4 or 3 or 2 for the 
various salesmen. 

But give each man a quota or "task" — a defi- 
nite number of cars he must sell. Impress 
upon each man the fact that he is expected to 
sell that number — that he may not, and 
probably cannot, sell them by waiting for the 
purchasers to come in. He will have to go out 
after the prospects. He may have to use 
various methods, suggested in previous issues 
of the Triangle, for digging up prospects. 

The End of Haphazard Wor% 

KE may have to figure up schemes to pull 
the orders across. He may have to put 
in some hard thinking, some equally hard 
work, in landing his quota. But the instant 
he does equal his "task" he has become doubly 
valuable as a salesman. 

If he falls below his task a few times, his 
services are not profitable. 

But if he has the stuff in him, the making of 
a good man, he'll equal the "task" he accepted. 
For he now has a target. Haphazard work is 
over. 

((Continued 2nfl 
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Ironically, This Is Tough 

yj^R. A. TRABALD, of the Atlas Motor 
111 Car and Supply Company, Hudson 
^*^ dealers at Johnstown, Pa., finds that 
repairs on the New Self-Starting Hudson 
"33" are so tiny that he confesses that were 
he to eat soup on Sundays only, the volume 
of Hudson repair business would not yield 
sufficient profit to salt that soup. 

We sympathize on the unsalted soup sit- 
uation. But this is one of the times the 
Triangle is glad that occasionally the life-o'- 
trade — competition — sells a car. For that is 
the only way that Mr. Trabald can get a re- 
spectable volume of repair work, as* he frankly 
states in his letter: 

"Regarding sending our head mechanic up to your 
factory, wish to say that we do not think it necessary 
to learn about Hudson cars construction, as we do 
not earn enough from repairs on these dozen of Hud- 
son cars in use here to pay his fare one way. 

"Looking over our repair work books we find that 
during the two years tnese cars have been in use 
here! we only put on one new fender and straight- 
ened one front axle for a man that run his car acci- 
dentally into a fence, another time we had an account 
on a car where the owner neglected to light up his 
lights and missed the road, ran over an embankment; 
the machine turned turtle twice; this amounted to a 
new windshield and a new steering wheel. 

"Another account we have, we put in two plys of 
springs and grinding two valves, several accounts 
we have for cleaning a magneto; as far as we know all 
repairs made on these Hudson cars here have been 
made at our shop. You can see yourself that if we 
had to live on the earnings coming from Hudson 
repair work, we would not be able to buy salt for 
our soup on Sundays. 

"We are very busy repairing and rebuilding some 
other makes of cars, and: if you will think over the 
above statement for a minute you will admit thai we 
are preity near right." 

Incidentally it might be suggested that 
the utter absence of repairs can be made to 
sell a lot more Hudson cars, properly pre- 
sented to prospective automobile pur- 
chasers, which we presume is being done 
daily. Why care about repair work, at all? 



THE "TASK" SYSTEM 

(Continued from Page 1.) 

The "task" idea has always been a success. 
The National Cash Register Company, Dayton, 
O., reputed one of the greatest selling organ- 
izations in the world, doing an enormous 
volume of business, owes almost its entire 
success to the "task" plan. 

The Burroughs Adding Machine Company, 
the Toledo Computing Scale Company, the 
Hudson Motor Car Company and innumerable 
other big institutions approve of and use the 
"task" system. When such minds as those, 
being the biggest business concerns in this 
country, find it the logical method of pro- 
cedure, then it is good judgment to think 
about it — to set yourself a "task," figure out 
how you can equal it, to scheme and think and 
work, until you've actually reached it. 

It is simply a way for each member of the 
"Big Family to make more money for him- 
self. 

Don't Ever Get Discouraged 

QAPOLEON said that the army which 
stays in its intrenchments is licked be- 
fore a shot is fired. 

The salesman or dealer who waits until the 
prospect walks into his store is in the class of 
the army in the intrenchments. So don't wait 
for the business to walk in. Get out after it. 

That will insure the success of your "task." 
Every one of us is ambitious, or we wouldn't 
be in the automobile business. Consequently 
when we see a system that will make more 
money for us — a system that has worked sell- 
ing miracles — the very ambition that is reponsi- 
ble for our presence in the automobile business 
is bound to make us grasp the plan. 

The installation of this "task" system in 
your business, in view of its wonderful suc- 
cess, is of greater importance than the vital 
necessity of keeping books. 

The Henley-Kimball Company, Boston, 
works on the "task" basis. Their task was 
5 cars for each of the four men for the month 



of February. Up to Feb. 9, fate seemed 
against them. Scarcely a car was sold. They 
knew it would be hard to equal the mark of 20 
cars they'd set, so they had to get out and fight 
for orders. 

The answer— 23 orders for February! 

Put your selling on a "task" basis. It will 
pay you well. 

"Too Much Sand 
in Clutch Already" 

9T one of the recent shows an auto- 
mobile man told a humorous story 
on his own company. Here it is: 

"Recently I received a letter from an 
owner in a small, out-of-the-way place 
where we have no dealer. The owner com- 
plained that his car was not giving good 
satisfaction lately, inasmuch as the clutch 
had gone entirely out of commission. He 
was unable to take the car out of the garage 
with any assurance of getting it back again. 

"As we had a man nearby and the case 
seemed urgent, we immediately wired him 
to visit the owner as soon as possible and 
find out what the trouble was. 

"Upon arriving at the town, he looked up 
the owner, and inquired as to the nature 
and symptoms of the trouble. The mer- 
chant, who seemed a very nice sort of a 
fellow, replied that he kept the car at the 
town garage and they would walk over that 
way in a few minutes and look the car over. 
They soon arrived at the garage, and after 
looking the car over, our man started the 
motor and started to drive out of the gar- 
age in order that he might try it out on the 
hills nearby. As soon as the rear wheels 
dropped into the gutter, the car stopped, 
and in spite of the most careful nursing he 



was unable to drive the car either back into 
the garage or out of the gutter, as the clutch 
absolutely refused to take hold. 

"This seemed very strange, and after 
pushing the car back into the garage, and 
while removing his coat and getting into 
his overalls preparatory to pulling out the 
clutch, he asked the owner to tell him just 
the experience that he had had with the car 
and how long it had been giving trouble. 
The owner replied substantially as follows: 

" 'I had the car about three months when 
I noticed that it did not seem to pick up 
readily, although the motor was running at 
full speed. I was informed that this was 
caused by the clutch slipping and since I 
knew nothing whatever about a car, I 
brought it over here to the garage and asked 
the garage man to fix it up. He replied 
that he would do so, and that afternoon he 
called me up and told me that the car was 
ready. I came over and got in and drove it 
for about a week, at the end of which time 
the clutch was slipping as bad as ever. I 
brought the car back to the garage and said, 
"She is slipping again." "All right, Mr. 
Jones," he replied, "I will fix her up this 
time." 

" 'He did so, and the next day I took the 
car out and found it working better. How- 
ever, the good results only lasted for about 
three days this time, and I was forced to 
again bring it into the garage with the re- 
quest that it be worked on again. Before 
going back to the bank, I asked the garage 
man what he did to make it hold so well 
before. "Well, Mr. Jones," he replied, "I 
removed the plug from the clutch housing 
and put some sand in." 

"'"Well," I said, "put some more sand 
in." He took the plug out of the clutch 
housing, and after taking a look, turned 
to me and said, "I cannot* Mr. Jones, it is 
full now." ' " 



Harnesses a Blizzard; 

Makes Storm Sell Cars 



Photo of the Idea That Sell* Can. 



eUY L. SMITH, the Omaha distrib- 
utor of the "Big Family," is taking 
advantage of the severe winter to 
show prospects the superior quality of the 
Hudson "33." 

The photograph shows Mr. Smith's Dem- 
onstrator plowing through snow, which was 
so deep that the running boards at times 
were buried in the drifts. 

On one morning after a severe blizzard, 
the traffic of the entire city of Omaha was 
tied up. Street cars were not running, and 
taxicabs were refusing calls. Mr. Smith 
got on the job in a hurry and ran his Hud- 
son demonstrator out into the residence dis- 
trict and took business men to their offices. 



These trips were kept up from seven 
thirty in the morning until about eleven 
o'clock, and altogether about fifty business 
men received a. convincing and unusual 
demonstration of Hudson efficiency. This 
progressive idea of Mr. Smith's created 
favorable comment on every hand, and won 
for him a good many prospects who had 
not seriously considered the car up to that 
time. 

Last week one retail sale was made that 
was traced directly to the blizzard demon- 
stration. Upon inquiry it was learned that 
Mr. Smith was the only dealer in Omaha 
who dared to take out his car on the day 
mentioned. 
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Concentrate- 



A Letter That I* of Value to Automobile Dealer* and Salesmen — 

It Was Written by Sale* and Advertising Manager George E. Potter of the South Bend 
Watch Company to His Salesmen. 



>— • OU'VE got to Concentrate— 

CI You've got to stick to one thing at a time until you are its master, if 

K*P you want to rise above the crowd— 

And here is the proof — 

A few days ago I dropped into a local clothing store for the purpose of pur- 
chasing a hat. 

My purchase made, I was about to depart when the salesman directed my 
attention to a suit sale which was on. 

"Would I look at some of the extraordinary bargains?" 

"Yes, indeed, I would be glad to." 

And straightway he proceeded to lay before my attentive gaze the $30.00 suits, 
marked down to $22.50. 

"Ah, there is a nice looking brown/' I remarked — 

"Yes, and here is another dandy looker," said he — 

"No, it isn't a bad looking garment," I replied — 

"And here is another that would please you well," continued the salesman. 

During all this time I was thinking of that brown — it looked good to me — 

But my friend kept laying more and more garments before me — 

Soon my interest began to lag, and my friend noticed it, so he hustled over 
to another counter and began showing me one suit after another from that lot, 
saying some nice appropriate thing about each — 

And while he busied himself in this manner, I had been studying — I had deter- 
mined to go to a tailor and get a suit made just as I wanted it. 

Finally, I told him I would wait and think the matter over — 

But, of course, I was not to get away so easy, and when he saw that he could 
not land me, in some manner, unknown to me, the star salesman of the house was 
signalled, for he came up, spoke to me and told my well meaning friend that he 
was wanted on the phone. 

Presto— Changeo— I go to the mat with the star— 

And it took him about two minutes to see that I favored the "brown" — 

In another minute, he had me and the "brown" up by the front door clear out 
of sight of all those other nice suits my well meaning friend had laid before me — 

And then— he Concmntratmd ! 

He extolled the merits of the "brown"— he showed me its weave— he tried it 
on, and it was a fine fit— he told me the name of the maker, Hart, Schaffner & 
Marx, who guaranteed its wearing qualities, and didn't I realize that I could not 
pick up such a bargain soon again — in fact, didn't I think it was the best buy I 
had seen in a long time? 

Why, of course, I did— it was the one I wanted all the time anyway and he 
could send it right down to the house. 

Simple enough, wasn't it? 

But the first man couldn't see it — 

He knew I was slipping away from him — 

But hm didn't know that it warn bmcaumm hm warn showing mm so many softs, onm 
aftmr thm other, that I couldn't mahrn up my mind on any onm of thmm. 

Men, when you are talking any particular article, keep your customer's mind 
and eyes away from all mavm thm onm you want him to bay. 

You can't sell them all to him at once — 

And as you make each point, give it time to sink in and then make him admit 
it- 
Knock the props out from under him — 

And then see that you get him for the big ordmrt. 

This is one of the most essential things to good salesmanship- 
It is one of the big things which you men have got to be continually bringing 
into play if you are going to be real salesmen or just plain order takers. 



-SERVICE Short-Cutr 



By PAUL H1NKLEY 
Superintendent of Repairs, Hudson Sales Company, Los Angeles 



^^VELATIVE to an article of interest to 
|^# those in charge of the maintenance 
AsL part of it, I might write on the care 
of valves and valve action. It should be 
borne in mind that cleanliness is the key- 
note to success in the Repair Department. 
I might say right here that from my own 
experience, I find it costs less to keep a 
place clean than otherwise. Besides, it is 
much more pleasant to work in such a place, 
not to speak of more healthful. All of these 
things as well as order, go to make up ef- 
ficiency. This one thing we must demand — 
efficiency." 



In the first place it is necessary that 
valves be removed with care, so as not to 
bend their stems. Now that the valves 
are removed, place them in the lathe, to be 
sure that they are not warped out of shape, 
which is sometimes the case, owing to pos- 
sibly a bit of coke (carbon) being lodged 
in the seat, which might cock the valve for 
a few times, thereby bending the stem at 
the valve head. 

This is due sometimes to a valve being 
overheated by not properly seating and al- 
lowing the fire to blow by and thus burning 
the seat. This may be caused also by hav- 



ing push rods adjusted too closely. While 
valves are a trifle more noisy if there is a 
space of four or five thousandths between 
the push rods and valves, you will find you 
will have less trouble with burned seats 
and leaky valves. 

True Up the Swats 

DOW that we have the valves straight, 
it is sometimes necessary to true up 
the seats in the lathe. Care must be exer- 
cised not to remove too much of the valve, 
because you are going to do this same job 
over again in the course of ten or fifteen 
thousand miles, and you will need material 
to work on next time. 

I would advise chucking the lower end of 
the valve in your universal chuck, provid- 
ing it is absolutely true, and placing the 
other end in the center provided for such 
purpose, and which is always true when it 
leaves the factory, but if it is not found to 
be true, it is absolutely necessary that you 
true up same. Most any ordinary mechanic 
can do this by exercising a little judgment 
and skill. 

To true up the seats I have made a man- 
drel to fit the valve pilot, as this is what de- 
termines the seating of the valve. To this 
pilot I have attached an ordinary left-hand 
45 degree Brown & Sharpe milling cutter, 
2J4" diameter, and have ground off the 
points until the diameter is a little under 
2", which will just allow it to go into the 
valve opening. 

Before using this tool it is necessary to 
use an end scraper to remove the scale 
from the seats, otherwise you will soon 
knock the edge off your cutter. Now five 
or six turns of this tool will make a per- 
fect seat, and often times it is scarcely 
necessary to grind them at all. 

Don't Use Too Much Abrasive Material 

>rtHERE grinding is necessary, great 
vl/ care must be exercised in the use of 
the abrasive material not to use too much. 

Care must be taken to put the abrasive 
on the place to be ground only, and not 
to get it into the pilots, as once into the 
pilots, it is impossible to get it out of the 
pores in the cast-iron, and once in the 
pilots it will ruin the valve stems as well 
as the pilots. There have been hundreds 
of motors ruined in this manner, owing to 
the fact that the mechanics in charge of 
this work have been careless in using their 
grinding material. 

Now that the valves are ground, apply a 
little blue, the same as you would to spot 
up a bearing, using it first on the valve and 
then on the seat in the motor. In this 
manner you can prove just what kind of a 
seat you have and I will venture to say 
that 99 times out of a hundred you will find 
them perfect. 

Now Replace Them 

QEXT, we have to replace the valves. 
This also must be done with care so 
as not to bend the stems. Otherwise, we 
will have a leaky seat, and be no better off 
than before. To replace the springs we use 
two pieces of steel about one-half inch wide 
and two inches in length, with about one- 
quarter of an inch at each end turned at 
right angles; then compress the spring and 
place one of these pieces at each side of the 
spring; put the spring in place over the push 
rod; and then insert the valve, putting on 
the lock retainer. Then remove the two 
steel pieces and the job is done. The re- 
placing of the valves is done with the hands 
alone; consequently, nothing is going to be 
sprung out of shape. In the replacing of 
the valve covers, we always anneal the gas- 
kets to insure a tight joint. This applies 
to new gaskets as well as old ones, also to 
spark plug gaskets. 

Remember that cleanliness is a great fac- 
tor and is the key-note to success. 

Digitized by VjOOQ LC 



Dealers Who Seized the 

ain Chance 



President J. C. Schwartz. 

)^HE home port of the World's Chatti- 
ly ^J pion Athletics is Philadelphia. 
^^^ Yet Philadelphia's reputation in 
these United States has been pretty well 
established by the earliness of its curfew. 

But being only 100 miles away from 
Broadway, it is undoubtedly a fact that the 
Pennsylvania city won its early bedtime 
laurels by contrast. It seems, however, 
that Broadway is wrong and Philadelphia 
is right, inasmuch as the Athletics scalped 
the New York Giants in acquiring the 
championship. We all know that the next 
day's work begins the night before. 

If you keep the curfew reminiscences in 
mind when you enter Philadelphia you have 
put yourself in store for considerable shock 
when you meet the heavyweights of the 
automobile business there. 

Down Broad Street's automobile row you 
will find what is probably the most beau- 
tiful salesroom in Philadelphia. If you 
happened to walk into the store as a pros- 
pect you would be completely swept off 
your feet by the enthusiasm and eagerness 
to make you the owner of a car. 

By the time you had finished the inspec- 
tion of cars, been talked with and admired 
the superb surroundings, you would be will- 
ing to choke the early curfew yarn to death. 

The Why of This 

?~~|'OU would have decided, as did the 
^•F writer, that whatever else was true 
Philadelphia has one of the most beautiful 
salesrooms in this country, and that the or- 
ganization in it and behind it is as dyna- 
mic, energetic and wide-awake as the best 
in these aforesaid United States; that the 
life-o'trade must get up early in the morning 
to steal any marches on your Philadelphia 
kin. 

That there is no other place in the coun- 
try, population and wealth considered, 
where they knock down the orders with any 
greater celerity than here. 

We cannot help thinking of the way the 
championship turned out for the Athletics 
when we consider our visit to Philadelphia. 

For your "Big Family" relatives in the 
home port of the Athletics are there — from 
every point of the compass. 

They are President J. C. Schwartz and 



J. E. Gomery, treasurer of Gomery-Schwartz, 
the Hudson distributors for that territory. 

They are two good, hard-headed substan- 
tial business men who have applied princi- 
ples that won for them in other businesses, 
to this commercial pursuit — and their suc- 
cess has been huge. For they are two 
heavyweights in business. 

Mr. Gomery Buys a Roadster 

IT was back in 1909 that Mr. Gomery's 
purchase of a roadster in New York 
set him thinking on this automobile busi- 
ness. 

That evolved itself into Mr. Gomery and 
Mr. Schwartz being persuaded to open up 
in the automobile business in Allentown, 
Pa. Finally the Philadelphia territory 
opened up and they invaded the Quaker 
City, with excellent results. 

It was in August, 1910, that their business 
judgment showed them the possibilities of 
the Hudson. Their seizure of the Main 
Chance followed. 

You may judge what success has attended 
the business when we tell you that the in- 
creased volume for this year over last will 
be 50 per cent and the profits equal. 



<< 



One Sound Business Principle 

i^TT^'D starve before I'd sell for a cent 
^JL^ below list price" is the emphatic 
way Mr. Gomery puts one of the strong 
business principles that have been applied 
to the selling of Hudsons. 

He puts it this way to salesmen: "You 
may ask me once to make a concession and 
I shall refuse — you can ask me twice and I 
shall fire you." And that view of the sit- 
uation goes net. 

The firm has branches at Allentown and 
Wilmington and the Gomery-Schwartz 
Company has a number of dealers also. 
From all of these, including the main store 
.in Philadelphia, deliveries of 300 New Self- 
Starting Hudson "33's" will have been made 
when the spring selling season is done. 

Are Big Business Figures 

IflR. GOMERY and Mr. Schwartz are 

\1£ big figures in Allentown, Pa. 

Mr. Gomery nonchalantly purchases tons 
upon tons of produce there and then sells 
it. In the middle of a conversation he is 
likely to buy a couple of carloads of or- 
anges and a ton or two of lemons. Then 
he'll go on without missing any of your 
conversation. He is known as one of the 
best buyers of produce in Pennsylvania. 

Mr. Schwartz, besides being in the ice 
and coal business— he gets the money going 
and coming, winter and summer — owns the 
biggest hotel in the Lehigh valley, which is 
considerable distinction in itself. In addi- 
tion he gives attention to the Allentown end 
of the business and spends several days a 
week in Philadelphia. 

Close Attention to Business 

fff R. GOMERY keeps in close personal 
>1< touch with the business in Philadel- 
phia. He closely supervises the selling end 
and often closes sales himself for his men. 

The other day a man came from Atlantic 
City* to Philadelphia to buy an automobile. 
The Gomery-Schwartz salesroom was vis- 
ited, after he had called at several others. 
Illustrating the absence of leaks in that or- 
ganization is the fact that just 15 minutes 
later he had become owner of a Hudson, 
which he took home that afternoon. 

The week before last eight deliveries 
4 




Treasurer J. E. Gomery. 

were made from the Philadelphia store and 
during a portion of the same week, 7 sales 
had been made. 

The service department of the organiza- 
tion is well-enough equipped to build cars. 
It is kept spick and span at all times. It is 
excellently lighted and working conditions 
are good. A large supply of parts is kept 
in stock always. 

She Car's Staging 

i^\HE Gomery-Schwartz salesroom is a 
^^y mighty good investment, for its beauty 
and absolute spotlessness command an im- 
mediate respect for the goods that are sold 
there. 

All the woodwork is Mexican mahogany 
and against the light walls and ceiling, set 
off by the softened lights, it is a lesson in 
salesroom attractiveness. 

From day to day, the cars, which are the 
attraction-getting features of the store, are 
shifted around. One day you may find the 
white chassis in the window, the next day 
the roadster may be there, then a touring 
car of different color, then another colored 
torpedo, so there is always a new point of 
interest for the motorist. The constantly 
changing staging gives variety that is a 
business-getter. 

The "Big Family" has got to congratulate 
its relatives in the Athletics' stronghold, for 
theirs is a remarkable business of good 
sound principles. 



Extra Day Sales 

Show Total Reports 
Nearly Sixty Cars 

^w^ITH reports in last week's Triangle 
|I| showing a total of almost 50 Hud- 
VEx sons sold on Thursday, February 
29th, the extra day of 1912, news con- 
tinues to reach the factory from distribu- 
tors and dealers telling of the sale of cars 
on that date. The total up to the week of 
March 18 amounted to close to 60 cars, with 
many distributors and dealers still to be 
heard from. 
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One Road That Made Li fe-V -Trade Give Up 



Jack McClelland, of the McClelland -Gentry Auto Company, Oklahoma City, Okla., distributor**, 
was pathfinder for the Oklahoma Trophy run. He found such tierce paths that his competitors with- 
drew their entries on the ground that Jack had discovered places that "would make a goat blush." 



The One-Man Business. 



Ths I 



By BOULDER 

Lord A Thomas, Chioago Advertising Agonoy. 



XKNOW a business that worried along 
a long time with a total yearly, volume 
of about $500,000 gross sales that 
might just as easily have been three times that 
amount. 

Many conferences were held between the 
managing partner and his heads of depart- 
ments. But at none of these was a finger 
placed squarely on the real difficulty. 

A 'Brief Investigation 

XWAS invited to lunch one day, about a 
year and a half ago, with the active 
partner of the firm. There was no special 
reason why he should bring up business mat- 
ters, but apparently his head was full of it and 
it had to come out. 

He wanted to grow. But he had lived for 
years so closely within his factory and sales 
rooms that he knew little of the outside busi- 
ness world. And he had not the faculty of 
putting into the business the steam that he 
longed to see there. 

Leaving the cafe we went over to the fac- 
tory. 

"Now make yourself at home/' my friend 
said. "I'll be with you in a minute." 

I sat down near by and kept my eyes and 
ears open. 

On the desk was a pile of unopened mail. 
The head of the house proceeded to open this, 



take out checks and orders, pin them together, 
mark letters for various departments, etc. 

While doing so he was interrupted every 
half minute by clerks, janitors, foremen, and 
others who had questions to ask about in- 
numerable details. 

Answers 'Phone Too 

OCCASIONALLY he would answer the 
telephone, either a private call from 
some part of the factory or from an outside 
source. 

Two 6r three times he left the desk to run 
up the stairs to the next floor, or down to the 
basement. 

I had privately consulted my watch when 
he began the opening of the mail. It was 
over an hour later when he picked up a pile 
of letters and orders, stamped them with a 
rubber stamp, and came over to where I was 
seated, his forehead wrinkled between the 
eyes in a worry frown. 

"Well ! Now I'm ready for you," he said. 
"Lord ! I'm nervous and tired out these days. 
Don't know what's the matter with me." 

"What are you going to do with those?" I 
asked, indicating the papers in his hand. 

"Pick out the orders," was the reply. "I 
make it a rule to fill every mail order per- 
sonally." 

"And do you open all the mail?" 



"Yes." 

"And buy all the pencils, and sawdust, and 
printed matter, etc.?" 

"Yes." 

"And sign all the checks? And write all 
the advertising? And dictate most of the 
.fetters?. , And personally direct every detail of 
the business from basement to garret of this 
entire building?" 

"Yes," he answered, with real pride; "I do 
it all myself." v 

The Anstoer Was Easy 

CHE reader will have discovered the 
reason long ago. 

dimply a case of a "one-man business." 

Where the head of the house wasn't big 
enough, or experienced enough, or lacked 
sufficient confidence in his employes. 

So that every pitiful little detail of what 
might have been a big business was cramped 
and confined by the physical and mental 
capacity of one man. 

In this particular case I learned later that 
in trying to fill all the numerous mail orders 
this man, naturally, hurried to such an extent 
that orders were poorly filled. It was a prod- 
uct where the personal element was important 
and time and again goods were returned by 
dissatisfied customers and the order was lost, 
and also all the other orders that would have 
come through personal advertising by a satis- 
fied customer. 

At an early opportunity I took this man 
aside and told him the plain truth about his 
business. And just why the sales could not 
possibly grow beyond the limited capacity of 
one man. 

It was at first a great shock to his vanity 
and he was inclined to fear the result of 
delegating to others the numerous duties with 
which he had surrounded himself. But he 
did it. 

The Wonderful Result 

HIS factory, accounting department, and 
order department began running like 
well-oiled machinery. Each was in complete 
charge of an experienced man, at a good 
salary and on a profit-sharing basis over a 
certain volume of business. 

In his own private office — which was a new 
thing for him — he had a flat-topped desk 
which was perfectly bare of papers or other 
miscellany on the morning I called. 

"Oh, I leave that to Mr. ," he smiled, 

when I asked him about certain details. "I 
only look after the big features. Sort of sit 
up on the seat and drive." 

The result was that his business almost 
doubled in volume the very first year of the 
new order of things. 

This story fits to an amazing degree of 
exactness the situation of the automobile 
dealer who is doing too much detail — who is 
doing the work that should fall to the office 
boy, clerk, stenographer and other employes. 
He has no time for creative thinking — for 
concocting business-winning ideas — for con- 
ceiving plans that will land orders for his 
business. It is a good plan to sit up and drive. 



We Have Never Died of a Hard Winter Yet 



THE HUDSON TRIANGLE 



One of the Most Beautiful 

Show-Rooms in this Country 



This Is the salesroom of the G ornery -Schwartz Motor Car Company, Philadelphia, described in 
last week's Triangle. The woodwork, whleh is uniform throughout, is Mexican mahogany. The soft- 
ened light, achieved by the means shown, gives a beautiful night effect. It is kept absoluely spotless. 



Second - Hand - Car - Plan 



That Works In Denver 



By TOM BOTTERILL, Denver, Col., Distributor of the Hudson 



(There are lot** of very valuable business tips in 
Tom Botterlll's method of conducting the sale of 
car* In Denver. The matter below is one. This 
article is reproduced from Mr. Botterlll's statement 
to lils customers and prospective customers. If you 
adopt this plan you can utilize this article as a 
mean* of announcement to prospective buyers.) 

nEREAFTER we shall place our per- 
sonal guarantee on used cars as well 
as on new ones. We adopt this course 
because it seems a surer way to secure for the 
buyer a fair value, and for the seller a fair 
price. 

Used cars have suffered in public esteem, 
not because of faults in the cars themselves. 
but because of faults in the method of their 
sale to second owners. 

Brown's car has been giving him good ser- 
vice, and he supposes it is all right. 

Smith has no familiarity with cars, and buys 
Brown's, supposing it is all right. 

Both men suppose. Neither of them has 
taken the precaution to really know. 

Two weeks later it stalls on the road. Jones 
drives by. recognizes the car, and hastily leaps 
to the conclusion that second-hand cars are 
bad. Smith regrets his purchase. Brown sus- 
pects that he was lucky to get rid of it just 
when he did. 

As a matter of fact, the incident proves 
nothing of the kind. It only proves that there 
has been carelessness in inspection. No auto- 
mobile ever made is proof against gradual 
loosening of its adjustments through continued 
use. The trouble with Brown's car was simply 
that Brown had neglected to look it over and 
tighten its bearings when he should. Smith's 
error was not in having bought a used car. 
but in having bought a used car that had not 
been properly inspected. 



To stand between the seller who supposes 
his car is all right, and the buyer who sup- 
poses it is all right, is the purpose of our new 
plan. 

Hereafter ?tr will sell no used ear that has 
not been thoroughly inspected and overhauled 
in our shops immediately prior to its being 
placed on our sales floor. But after such in- 
spection and overhauling, every car will be sold 
under our own signed guarantee, and we zvill 
assume full responsibility for its future per- 
formance. 

This will protect the buyer from loss 
through defective condition. It will protect 
the seller from loss through unwarranted dis- 
trust of the car. 

A used car that is a good car should bring 
a good price, and with this element of doubt 
so removed, it will bring a good price. 

1 am proceeding without precedent, but I am 
doing what my experience fully convinces me 
is no more than fair and no more than rea- 
sonable. 



TO-MOKKOW. 

My friend, have you heard of the town of 
Yawn. 

On the liankH of the Klver Slow, 
Where hlooniM the Wait -a- while flower fair, 
And I lie Some-time-or-of her HcentM the air. 

And the soft tio-eaH.vn grow? 
It lie* in the valley of What's-the-tiRe, 

In the province of Let-her-Kllde; 
That old "tired feeling" in native there — 
II'h the home of the li*tle** I-don't-care — 

Where the Put-it-oflN abide. 
The Put-lt-offM *mile when asked to pay up, 

And they say "We'll do It to-morrow;" 
And no they delay from day unto day, 
Till death *idle« up and Meal* them away, 

And the creditors beg, steal, or borrow. 



Moro Roports of Salos 
on Extra Day of 1912 

DEWS of "extra day" sales of Hudson 
cars, orders secured on Thursday, Feb. 
29, the extra day of 1912, continue to 
come in and from indications furnished by- 
belated reports, the total sales for that day- 
were over 60 cars. 

Messrs. Yeazell and De Ville. the former 
members of the great National Cash Regis- 
ter Company organization, now partners in 
the Standard Motor Car Company. Dayton. 
O., saw an N. C. R. tang to the "extra-day" 
proposition and got out and made the Feb. 
29th produce an order for them. It was a 
maroon touring car. 

L. H. Parker, Shelbyville, 111., was the 
man to whom the extra day sale of F. D. 
Parker, Hudson dealer at Decatur.. 111., was 
made. 

Guy Smith— Five Cars 
<</^\N the extra-day traffic was all tied up.** 

\J writes Guy Smith, Omaha, Neb., distri- 
butor. "There was a blizzard and three feet 
of snow, but I was not going to be left out 
in the cold so I got a number of dealers on 
the long distance telephone and one of them 
bought five cars for April delivery. I hope 
the extra day was profitable for the entire 
"Big Family." 

But up in North Dakota where they have 
about the worst blizzards and winter storms 
this country knows, the Crystal Automobile 
Company, which concentrates on the Hudson 
alone, got out and closed one sale of a torpedo. 
Secretary L. M. Gilbert, in spite of the weather 
man, came through with colors flying. 

H. W. Crawford, Russell Motor Car Com- 
pany, Parkersburg, W. Va., who also con- 
centrates on the Hudson, made the extra-day 
help pay a future dividend by digging up sev- 
eral prospects whom he got thoroughly inter- 
ested in the New Self-Starting Hudson "33." 

Mr. Powers— Three Orders 

HALL RIVER, MASS., had a "Hudson 
Day" on the extra day, for Thursday, 
February 29th, resulted in Fall River folks pur- 
chasing three cars of Robert W. Powers, who 
sold a torpedo and two touring cars. This sell- 
ing feat followed the Fall River show and Mr. 
Powers is to be congratulated on turning the 
extra-day into as profitable a proposition. 



The Keeler Motor Car Company, Williams- 
port, Pa., made an extra-day sale to the gen- 
eral manager of the Central Oil & Grease 
Company, Williamsport. The South Dakota 
Motor T^ar Company, while it did not sell any- 
New Self-Starting Hudson "33's," secured or- 
ders for two second-hand cars. 



Japan's First Hudson 
Gives Doctor Fine Service 

^^u/ O Dr. G. M. Lanning, Oskaka. Japan. 
£ ^j belongs the honor of owning the tirst 
^^^ Hudson that went to the land of the 
rising sun. 

Dr. Lanning has never been obliged to stop 
on account of the machine and it has give 
excellent uninterrupted service since its pur- 
chase, for which the physician expresses his 
gratification in these words: 

"The car which I bought of you has given me per- 
fect satisfaction up to the present time. Considering 
the fact that I am a physician and am obliged to be 
out in all kinds of weather and go out on all kinds 
of roads in this land of difficult roads, it seems to me 
a remarkable record. 

"I have never been obliged to stop "on account of 
the machine. 

"With sincerest appreciation of the excellency of 
the car you sent mc, I am, Respectfully yours, G. M. 
Lanning, M. D." 
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Don't Accept Free Publicity 

Unless You Give Advertising 



H NEWSPAPER man a week ago was 
asked by a well-known advertising man 
why newspapers did not cut out free 
automobile publicity. 

"We couldn't do it," replied the newspaper 
man, "because it would deprive us of our 
leverage to get the advertising. That's the 
way we get much advertising — by making of- 
fers of publicity." 

Of course you know that phase of automo- 
bile advertising. But the newspaper man's 
statement has this other meaning. "Whenever 
we give you free publicity, we expect you to 
repay us with advertising."' And that attitude 
is perfectly just. If we accept the newspa- 
per's commodity we must pay for it in the end. 

If the paper has a high class circulation, a 
bona tide high-grade clientele capable of pur- 
chasing automobiles and its circulation is guar- 
anteed by the advertising associations for that 
purpose, then you naturally give that paper 
advertising. Because it is good business to 
reach the good market that paper affords. 

But if the circulation isn't top-notch, you 
won't use the paper. Hence you wouldn't give 
the paper advertising. And no dealer should 
ask for free publicity from that paper if he 
isn't going to give them advertising, or hasn't 
given them advertising. 

Furthermore, your publicity doesn't reach 
the right class of people through that paper. 
So what's the use of having it appear there? 
Why bother with it at all ? 

The Hudson Policy 

CHE policy of the Hudson Motor Car 
Company is not to send publicity to any 
paper which does not get Hudson advertising. 
Every name of any newspaper or other publi- 
cation which is not given some advertising at 
some time or other during the year is stricken 
from this company's publicity list. 

Thus the Hudson Motor Car Company is not 
getting entangled in any obligations to news- 
papers. If a paper isn't good enough to ad- 
vertise in, it is utter folly to think that free 
publicity in it will do' any good. It won't. 
And the energy used up in the effort to get 
such publicity is wasted. 

Xo automobile dealer can afford to get him- 
self disliked by a newspaper. A certain com- 
pany recently lost a lawsuit. The writer was 
in a newspaper office when the story came in. 
They worked us on publicity and then 
didn't give us any advertising." mused the 
newspaper man who was looking over the 
story. "I'll give them publicity on their loss, 
allright." And he marked the story for a dis- 
play head, first story in the automobile section. 

That company paid the penalty, for the story 
appeared the next day as the newspaper man 
had marked it. 

Why Accept Empty Favors 
Y30 don't put yourself under obligations to 
Jjy hand out advertising, by requesting the 
use of free publicity. Don't even allow the 
use of your free publicity by a paper which 
doesn't get your advertising, if you are doing 
any in other papers. That is the policy the 
Hudson Company is following right now. 

A newspaper man told the writer the other 
day he had seen a Hudson publicity story in 
another paper which Louis Geyler, Chicago 
distributor, was using. He offered to prirft the 
story, though he had not been getting any ad- 
vertising. Obviously he was constructing a 
lever. His paper was not considered a good 
medium for the sale of a $1,600 car. 

"Xo. don't use it." the writer told him. "If 
you do it will be taken as an offense by the 
Hudson Motor Car Company; as an effort 
t<- put this company under obligations to your 



paper. While you are not getting any adver- 
tising you will kindly refrain from using any 
Hudson publicity." 

Set up that policy in your own business. 
You'll be glad to have the feeling that you 
can look representatives of papers you don't 
use in the eye. For you don't owe them any- 
thing. They have done you no favors. 

And it is an empty publicity favor that 
comes from a paper you won't advertise in, 
anyhow. 



This Is Grit 

a CERTAIN Hudson dealer had an an- 
nual show in a town in his district. 
The roads were impassable, he found. 
Ordinarily a trip in a car to this town would 
be impossible. But now even drays to haul 
the cars to the show were out of the question. 
There was no time to ship the cars by a 
circuitous route. The average man would 
have been forced to call off the deal and let 
it go at that. Not this man. 

He chartered a barge, loaded the entire 
exhibit aboard it and landed at the show 
right side up. He casually mentioned it in a 
letter to the factory : 

"The Mount Carmel, 111., auto show began Thursday 
and as the state of the roads did not allow us to move 
our cars overland, we chartered a barge and loaded 
the entire exhibit at Vincennes and shipped same by 
water from Vincennes to Mt. Carmel, via the Wabash 
river." 

The man is A. L. Maxwell, Hudson dealer 
at Lawrenceville. 111. There are no obstacles 
that he doesn't in some way surmount. To 
stimulate the sale of cars in winter he put 
on a 2,000 mile endurance run. "There's al- 
ways some way to get around the stumbling 
blocks," he believes. "The thing is to find the 
way. If you think hard enough it will occur 
to you." 



All things come to him that waits, 
But here's a plan that's slicker: 

The man that goes for what he wants 
He gets there all the quicker. 



CD 



A. FOSDICK, of the Hudson Sales 
Company, Dallas, Texas., distributors, 
was also a factory visitor. Mr. Fosdick re- 
ported excellent prospects for big business 
there. 



?^T. R. LANE, Fort Rouge Motor Company, 
^ 1 Winnipeg, Man., came a long ways to 
get some additional factory enthusiasm. The 
Hudson is today one of the most popular 
cars in his territory. 



y|\ANAGER H. B. Parker, Kalamazoo Auto 
1^1 * Company, Kalamazoo, Mich., was wel- 
comed at the factory recently. Mr. Parker 
has put lots of Hudsons on Kalamazoo streets 
as he concentrates on one car exclusively. 



£^(- A. R. LLOYD, Hudson dealer at Mason 
\ZX City. Iowa, told the factory folks that 
the Triangle circular letters which he is send- 
ing out are producing results for him. He is 
selling cars at a rapid clip in and around 
Mason City. 



THINK— Then ict— but don't think too 
long — the other fellow's thinker may he 
working faster thin yours. 



One Big Argument in Closing Nearly 200 Sales 



This is the 10,000 mile demonstrator of the Henley-Kimball Company, Boston distributors. The 
prospect when taken out for a ride is asked if he would be satisfied if his car after 10,000 miles, ran 
as line as this and had cost, as has this, but a dollar or two, for adjustments. The answer must be 
"Yes." And the prospect usually comes back in the store In a mood for closing. Nearly 200 sales 
have been closed since September by the Henley-Kimball Company. All but a few rode iu this 
demonstrator. 
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Dealers Who Seized the 

ain Chance 



fOME member of the "Big Family" last 
year in the Triangle, in making cer- 
tain ponderous comments on salesman- 
ship, exuded this : 

"Whenever you make a sale, make a friend." 

Which is mighty good philosophy and most 
of us make a sincere effort to practice it. But 
imagine, if you can, how deep-rooted must 
be the salesmanship, or friendship, which takes 
seed in a buyer's insistence that complete 
equipment for his car means not only wind- 
shield, tire irons, gas tank and lamps, but also 
equipping it with the very little salesman who 
sold it. 

Never heard of anything like that before? 

Nevertheless, while he did not write it in 
the contract, Mr. Dowstan, of Manchester, 
N. H., brought that end about in his own 
subtle way of handling things. 

Bought a Car in Boaton 
?~~ |*OU see he came down to Boston back in 
^5^ 1904 to buy a car. He happened into the 
Boston branch of an automobile manufacturer 
and there was taken in hand by Salesman 
Spear, who with unfaltering precision, made 
him owner of a car. Then Mr. Dowstan took 
the car to New Hampshire where, at that time, 
there was no one to keep this car in running 
order. 

The salesman put in his week-ends in New 
Hampshire, for some time, getting the car 
ready for each successive week. They became 
good friends and one day Mr. Dowstan pro- 
posed, by way of securing Mr. Spear as the 
completing unit of equipment, that the latter go 
into business in New Hampshire, Mr. Dowstan 
standing sponsor for the adventure. Thus the 
salesman and the car could be together all the 
time — a happy thing for the car, because each 
week-end it regularly went on the blink in 
the expectancy of Mr. Spear's visit. 

Understand, these things happened in 1904. 

The Effects of Eight Yeara 

DOW then, skipping lightly over the eight 
intervening years, allow us to draw 
back the curtain and reveal to you, in the 
center of the New Hampshire automobile 
stage — center and side spotlights pointed "up 
stage" and all that — William C. Spear, the big- 
gest dealer and distributor of automobiles 
in New Hampshire. 

For the 1911-1912 season will make his total 
orders for cars 137, an even hundred of them 
being the New Self-Starting Hudson "33" 

William C. Spear started his career as a 
machinist and tool man in Newark, N. J. 
When the automobile business came into an 
appreciable existence, he went into it as a 



repair man. Having in the subsequent six 
months learned considerable about an auto- 
mobile, he disguised himself as a salesman 
and braced an automobile dealer for a job. 

He appeared so certain he was a salesman 
that he made the dealer believe it and he 
landed in a good berth, selling three good cars 
of that day. So impenetrable was his disguise, 
so easily did he knock down the orders, that 
he stayed in that position a year and a half. 

Knew Mr. Chapin and Mr. Coffin 

J^nHEN he secured another position in the 
%_y Boston branch of an automobile manu- 
facturing concern, through which he met Mr. 
Dowstan. 

It was while working in Boston that Mr. 
Spear became acquainted with Roy D. Cha- 
pin, then salesmanager of the Olds Motor 
W f orks, and Howard E. Coffin, who was at one 
time the Olds designer. 

When he went into business in Manchester, 
one of the cars he took on was the Olds. It 
was solely through deep-seated confidence in 
Mr. Chapin and Mr. Coffin, and the fabric of 
their organization that Mr. Spear successfully 
laid seizure to the Main Chance in 1910. He 
knew what these men had accomplished, knew 
their records, and had confidence in their 
business actions. 



Worked Hard at Hia Business 

HROM the date of his taking on the Hud- 
son line Mr. Spear began a steady climb 
toward the highest pinnacle of selling success 
which had ever been achieved by a New 
Hampshire dealer. 

Today he is the largest dealer in the state. 

But it has taken hard work to achieve that 
position. Until six months ago the entire exe- 
cutive work of the organization and much of 
the selling devolved upon his shoulders. Six 
months ago F. C. Ordway became general 
manager of the Manchester Auto Company 
and Mr. Spear is now giving more time to 
creative work. 

A Good Personal Salesman 

W\R. SPEAR is a good personal salesman. 
\* " His knowledge of human nature is great 
and upon talking with a prospect he possesses 
the faculty of quickly locating the biggest point 
upon which to base his solicitation. Then he 
will follow the sale clear through to its com- 
pletion. 

Even the demonstration of the Hudson to 
his prospects he refuses to allow any one else 
to take part in. He lands the majority of 
them. 

Another thing to which much of the credit 
for his success must be laid is his keenness 
in picking "live wires," meaning by that cars 
which will sell readily. And to his credit it 
can be said that he has never had to handle 
a dead one, because of his exceptional care in 
choosing. 

In keeping with his progressive views, Mr. 
Spear has a service department comprising 
half a dozen men and he is now undertaking 
plans for a new garage, salesroom and service 
department which he wants to make the best- 
equipped and largest north of Boston. 

Hard work, making good to the owner with 
every car he sells, a keen knowledge of 
salesmanship gleaned from studies of his own 
experiences and the use of judgment in sort- 
ing the "live ones" constitute the secret be- 
hind the success of William C. Spear, New 
Hampshire. 



THE rcison some men stay small 
is because they are afraid to do 
anything big lest somebody else get 
the credit for it. 



A Human Interest Story 
Of a Hudson Car 

By A. L. McCORMICK 

PATTERSON & INGALLS, our agents 
at Montgomery, Ala., have an owner, 
Mr. Saunders, who has a Hudson 
which he is using in the renting bus- 
iness. This man had decided to secure a posi- 
tion as motorman on the street car, but was 
induced by his friend, Mr. Patterson, our 
agent, to buy a second hand car and go into 
the renting business, Mr. Patterson agreeing 



to sell him a second hand car for $750. 

A short time later the car was destroyed 
by fire, there being no insurance, Mr. Saun- 
ders was worse oft than when he started. 

Mr. Patterson, however, had great confi- 
dence in his friend, and as much in the Hud- 
son, so induced him to take a new "33." 

When I was in Montgomery, in February, 
Mr. Saunders was overhauling his car. The 
car had travelled over 60,000 miles, there be- 
ing a day and a night man on it, averaging 
according to Mr. Saunders' statement, 23 
hours per day every day in the week. The 
car had never been out of service a minute; 
upkeep cost, as far as repairs are concerned, 
insignificant, and when dissembled there was 
need of but very few adjustments and these 



only in spring shackles where a slight rattle 
had developed and this only noticeable when 
driving over a very rough pavement. 

Those who are acquainted .with the roads 
in that section of the country can appreciate 
what abuse this car must have had in trav- 
elling sixty thousand miles in comparatively 
such a short time. 

Mr. Saunders has found his Hudson the 
best investment of his life. From the ser- 
vices of this "33" he has paid for the old 
Mitchell, paid for the "33" and for a new 
Hudson, which he is now also using in rent 
service, in addition to affording a very com- 
fortable living for^ himself and family. 

That is a little business romance in which 
the Hudson figured. 
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There s a Reason Why One of These Salesmen Lands More Orders Than 
the Other—The Keason is Personal Appearance. 



Trianglo Ciroular Letters Are Landing the Orders 

By E. C. MORSE, General Sales Manager. 



gMAN who looked as if he could afford 
an automobile walked into the show- 
room of a middle-western Hudson 
dealer the other day. He was a big six- 
footer. 

A maroon touring car was in the window 
and he had begun to casually inspect the 
motor below the lifted hood, when the propri- 
etor approached and courteously offered to 
explain the car to him. 

"I'm ," he said, giving his name. 

"I've been getting letters from you about 
every week for the last month. I'm con- 
vinced that the car is a good one. But the 
car I buy I expect to drive myself and what I 
need is plenty of leg-room. That was one 
thing I wasn't quite sure about." 

"Just step into the car, won't you?" the 
dealer asked, holding open the door. "And 
seat yourself at the steering wheel. And you 



can see that you won't have any difficulty 
driving a Hudson." 

The man was delighted with his comfort- 
able position at the steering wheel. 

The dealer indicated to him how to start 
the car from the seat and the prospect did it 
himself. Then the proprietor reviewed sev- 
eral points which he knew had appeared in the 
circular letters. 

At the proper moment he asked for the 
order. He did not get it that day, but on the 
following Saturday, the prospect 'phoned that 
he was coming down to pick out the color he 
wanted and that afternoon he left his deposit 
on the car. 

Circular Letters Wor% Up Sates 

CHE circular letters to this man had re- 
lieved the dealer of the task of working 
him up to the closing point. The letters had in- 



creased the man's knowledge of the car, had 
convinced him that it was probably the car he 
wanted and the actual closing — the injection of 
the human element— was the only thing left 
undone, the only thing before he would place 
the order. 

Most men will not admit the influence a 
circular letter has upon their actions. This 
prospect would not wholly admit it — he merely 
said he had been "getting your letters." But 
he was partially sold by the letters, the facts 
proved. 

The series of letters that brought this man 
to the point of closing were those which are 
appearing each week in the Triangle. 

It is gratifying to know that the great 
majority of Hudson distributors and dealers — 
with lists of prospects ranging in number from 
5 to 3,000 — are weekly sending out these Tri- 
angle letters. 

From many sources comes the news that 
the letters are helping land the orders — that 
they are bringing the prospects into dealer's 
and distributor's salesrooms for the final sales- 
manship which gets the order and the cash, 
just as they did in the instance related above. 

Letters Putted— -Bat Quit 

DO one was ever able to know before an 
advertisement appeared whether it would 
"pull" or not, no more than a salesman can 
tell, before he begins to sell goods, whether 
he will be a salesman or not. 

Some of the homeliest men are wizards at 
selling goods. Some of the homeliest ads 
which ever ran produced amazing returns. 
Some sales letters which are far from clever, 
have sold more goods than any other style 
of letter. In fact, cleverness in a letter, makes 
the reader admire your cleverness. But he 
forgets your goods. And cleverness is a fatal 
error. 

One dealer has used a number of the let- 
ters. But he didn't think they were particu- 
larly clever, so he quit sending them out, 
finally. "Did you hear from the letters," he 
was asked. "Oh, yes ; several prospects 
who've come in, have spoken of reading our 
stuff." he replied. "Sold any of those pros- 
pects?" he was asked. "Two of them," he 
answered. 

He was like the business man who fired 
his best salesman because he objected to the 
latter's religion. And the business man found 
he finally had to re-hire the salesman and for- 
get religion. 

Likewise, the dealer began sending out the 
letters again, when he was actually brought 
to realize what they had done for him. He's 
using them now. 

What Good A re Letters? 

CIRCULAR letters are like advertising. 
You may have wondered why over $600,- 
000,000 is spent each year in advertising. 

Simply because it is an economy to reach 
millions with the same effort that, in personal 
salesmanship, you can only reach one person 
at a time. And it is so much cheaper, of 
course. But advertising can hardly close the 
sale of as high priced an article as an auto- 
mobile. That takes personal salesmanship. 

Personal salesmanship can help work up a 
sale to the closing point. But circular let- 

(Continued on page 2, 2nd Column) 
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A Striking Photo-Story of Hudson Testing Despite the 
Recent Floods — A Car Plunging into the Rising Waters 



Ponderous Looking Centraots Soare Away Sales 



Vw^ITH his prospect closed as far as the 
Mi actual selling of the car was concerned 
VM>/ a salesman for a $3,000 car stepped back 
to the office at the rear of the showroom to get 
the "order" for the purchaser to sign. 

He brought back a pompous, legal-appear- 
ing document of four pages and commenced 
to fill it out in accordance with the previously 
expressed wishes of the customer. Filled out 
he handed it to the man and indicated where 
his signature was to be written. 

"That's a rather important looking docu- 
ment," the customer ventured uneasily. "I 
suppose it's iron-clad, double-ribbed and air- 
tight, isn't it?" he laughed. 

"O, no," the salesman replied. "That's just 
the form we're in the habit of using." 

"Well, anyhow, I'll take it home with me 
and look it over and mail it to you tonight 
or tomorrow," the customer said. 

The salesman remonstrated and offered to 
read it through, stating that in reality it was 
more binding upon the automobile concern 
than on the customer. The latter, however, 
wouldn't recede from his stand and rather 
than talk himself out of the sale the salesman 
acceded to the request for a closer perusal at 
home. 

The next day the paper had not been re- 
ceived. When he telephoned the customer the 
latter said he hadn't had time to read it 
through, but would that night. A similar 
promise was repeated the next day. Then the 
prospect went out of town and when he had 
returned another automobile dealer had got 
to the customer and landed the order. 

The sale was lost through the use of a too 
important-looking order blank. 

Legal-appearing documents like that cost 
lots of sales in every business until the head 
of the institution wakes up to the fallacy. 

"Give It to Them in Capsules" 

/^[ENERAL Manager Samuel S. Toback, 
vjl °* The A. Elliott Ranney Company, 
New York distributors, has seen that same 
situation and as a remedy he perfected a 
demure little 3x5 inch order book, which is 
the equivalent of the big legal document, only 
it is administered in capsule form. 



It is the essence of the big contract, yet in- 
stead of making it difficult for the customer 
to order, this one makes it very, very easy. 

The salesman takes out of his pocket the in- 
nocent little order book and asks the customer 
to sign "there." Almost a glance gives the 
customer the entire contents of the contract 
and the second thought is the affixing of his 
signature. Yet the contract he enters into is 
just as binding as the heavy legal document 
which scares sales away. 

The demure order-sheets are in the front 
of this loose-leaf leather-bound book. In the 
back are blank checks, one of which the buyer 
can fill out, if he states that he can make no 
deposit because his check book is at home. 
That culminates the deal. 

Gus Henley, of The Henley-Kimball Com- 
pany, Boston distributors, has adopted this 
idea and calls it his "little persuader." The 
writer has seen Mr. Henley extend the inno- 
cent order book to a man just about closed, 
and there was not the least hesitancy about 
accepting Mr. Henley's fountain pen and af- 
fixing the signature. This is natural, for there 
is nothing to be afraid of. 

Would you like to adopt this idea? If so, 
write the Advertising Department and sample 
sheets of the order will be mailed you, so you 
can duplicate it in a book of your own. 



TRIANGLE CIRCULAR LETTERS 

(Continued from Paste /.) 

ters, correctly designed, can do that, too. 
And they are far less costly than the sales- 
man's time. So the hard-headed business man 
appreciates the economy and uses letters for 
the missionary work. 

$75,000,000 Business From Letters 

~ pARS-ROEBUCK, the Chicago mail or- 
der house, which sells everything imag- 
inable, even automobiles, was originally built 
on circular letters and a smaH catalog. They 
bought names from addressing houses in 
many sections of the country and merely cir- 
cularized those names. Their business grew 
amazingly. Later, to get new names, they 
advertised in publications. 

2 



Last year the total volume was over $75,- 
000,000. 

The Hartman Furniture Company operates 
22 chain stores in the United States, besides 
a huge mail-order business. The latter was 
started solely by circular letters. There are 
scores of other immense institutions to-day 
which are monuments of the power of the 
two-cent stamp. 

Don't let a week get by without every one 
of your prospects receiving the TRIANGLE 
circular letters. This hot fire of letters, and 
occasional booklets, will effectively work up 
prospects. Then you have multiplied each 
salesman's efficiency, because he becomes 
more of a closer than he could be if it is 
necessary to develop each prospect to the clos- 
ing point. The letters will help do that 



THE BUYER WHO IS ALWAYS 
BUSY 

By E. T Jones. Manager, the Jones Auto Co- 
Akron. Ohio. 



X WORKED on one "The Buyer Who Is 
Always Busy," for two years but kept 
after my man once in awhile until 
finally he got centered down on two cars, one 
was a HUDSON and the other a second-hand 
Packard. 

I finally got him in my sales room a counle 
of hours. I spent one day with him and the 
next day he came here with his wife and 
spent from 1 :30 in the afternoon until 6 in 
the evening and when they got ready to leave 
I impressed upon their minds that I would 
call on them the next morning at their coun- 
try home to which they simply said. "There 
will be no use." 

But I insisted that I was coming and they 
were just as insistent that I should not come 

The last word I said to them when they 
drove away in their horse and buggy was that 
I would be there at 7:30 the next morning, 
but they still said I had better not come. The 
man was too busy. 

Still Busv 

I^nHE next morning I came to the garage 
V^ and had not been there over five or ten 
minutes when the phone rang and they said if 
I was coming out I should come over a cer- 
tain road as the other road was too bad to 
get through. But when I got there he was 
still "Busy." 

I finally got his attention and eleven times, 
according to my recollection, he had taken 
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his pencil in hand and was going to sign the 
order when his wife interrupted. Each inter- 
ruption meant delay. One of their arguments 
was they were in no hurry for their car; that 
they could wait three or four weeks very 
nicely, but finally, at 12:03, having the time set 
in my mind very forcibly by the turn downs I 
had received before that, I got his name to the 
order and at 6 o'clock that night we were on 
our way to the factory to get an immediate 
delivery and we had the car back to his place 
within thirty-six hours after signing the order. 

I do not think I ever had a customer who 
was as anxious for his car as this man was. 

Also, I am glad to say that he is one of the 
best boosters we have for the HUDSON in 
this territory. 



SmiU 



I've seen a lot o' people, 

An' I've been most everywhere; 
I've heard the joy-bells rlngrln', 

Ad' I've heard a pirate swear; 
But wherever I have journeyed; 

In the North, East, South, or West, 
I've notleed It's th» smllln' folks 

That get along: th' best. 



It's the man behind the scowlln' 

That sets the frosty mitt, 
An' when brickbats are a-flyin', 

He's most likely to get hit; 
While his neighbor who keeps smllln', 

Meets with welcome signs galore, 
An' when good things are a passln', 

Folks all say, "Do have some more." 



It's the fellow with the jolly 

An' the glad an' ready hand, 
That always takes first money 

An' leads the Joyful Band; 
While the darn fool who keeps frown! n' 

Has a sad heart 'neath his vest— 
Yep, the folks that do the smllln' 

Somehow get along the best. 



Charity Advertising 

Do you ever give an advertising 
contract to a personal friend "Be- 
cause you like him" or "To help 
him along?" 

Do you advertise in any news- 
paper or magazine, not because it 
pays you, but because you think 
that you ought to? 

Do you try to "help" some 
church or lodge or project by 
advertising in its program or pub- 
lication? 

Do you continue to advertise in 
the same old way because you have 
done it in the past? 

If so, don't call it advertising. 
Call it "Charity." Don't injure the 
good reputation of advertising by 
tagging it with such old fashioned, 
unbusinesslike indefensible meth- 
ods. 

Advertising is an investment. It 
should be handled with the same 
care, based on knowledge of facts, 
as any other investment. 

If you want to "help" some 
friend, or medium, or organization, 
"GIVE" half the cash that the 
advertising would cost you. That 
will mean more "help" and will do 
you just as much good — at half 
the cost. "Charity" advertising is 
not good for anyone, anywhere, at 
any time. This does not mean 
that church programs or society 
publications or the advertising 
medium of a friend, is not profit- 
able for you to use it. It does, 
however, mean that if anything is 
worth being considered as an 
advertising medium, it should be 
used in a way to make it brine the 
greatest number of results, and not 
used as a "Charity." 



Glad You Came ! f; 
Come Oftenefcl* 
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ESSRS. 
Augus- 
tus Henley 
and George 
Kimball, o f 
the Henley- 
Kimball 
Company. 
Boston d i s- 
t r i b u t o r s, 
mr " were factory 

visitors. Or- 
ders for the day before their arrival at the 
factory were for five cars. But there is no 
let-up and the orders continue to come at a 
rapid clip. 



^TAMES W. GILLIS, Rochester distribu- 
V^ tor, was another visitor of note. Jim has 
a speed car. He ordered it brought out to his 
home recently by Driver Mercer. Mercer 
'phoned the usual news that is 'phoned from 
court houses by motorists. "Were you going 
fast," asked Jim. "No-o-o," replied Mercer. 
"The last time I looked at the speedometer, — 
when we passed the 12 corners, — after he be- 
gan to chase me, she was only doing a little 
better than sixty." 



Q RESIDENT LOUIS GEYLER of the 
Louis Geyler Company, Chicago dis- 
tributors, and Wholesale Manager F. M. Bus- 
by, visited the factory. Mr. Geyler tells a 
story of a prospect who had made up his mind 
to buy a competitor's roadster. The prospect 
went into his competitor's store. "I want to 
look at your roadster," he said to a salesman, 
whose feet were up on his desk and who was 
smoking a big cigar. "Ain't got any," replied 
the salesman retaining his easy position. 
"When will you have one," asked the pros- 
pect. "Don't know, maybe 3 or 4 days," he 
replied, as if he had been mistaken for an in- 
formation bureau. "Take your name and let 
you know." "Oh, no, couldn't think of put- 
ting you to that trouble," replied the prospect. 



"l just came in to buy one, that's all." Then 
he came over to the Geyler store. The cour- 
tesy of the Geyler organization was a tremen- 
dous contrast. The result was that later he 
bought a Hudson roadster. "If a man came 
to Marshall Field's, one of the best depart- 
ment stores in the country, to buy a 10-cent 
article and got such treatment, it would be 
called an outrage. And they'd fire the clerk 
instantly," said Mr. Geyler. 



Directory off Hudson Owners 

Is Idea Used in St. Louis 

^— |" H. PHILLIPS, Phillips Automobile 
Q I Company, St. Louis distributors, has 
V^^* issued to all prospects a directory of 
Hudson owners, giving a complete list of 
names, addresses and telephone numbers of 
people in St. Louis and suburbs to whom the 
prospect may refer in determining for him- 
self the satisfaction the car is giving and the 
service that Mr. Phillips has put behind the 
car. 

The front cover page of the 8-page leaflet 
bears in large type this: "Do You Know 
Anybody on This List?" The title page of the 
leaflet tells the book's purpose to the prospect 
in these words: 

"To enable every interested person to determine 
what sort of satisfaction a Hudson automobile will 
give to the average user and what sort of service we, 
its sellers, render to our customers, we here print the 
name, address and telephone number of every person 
in St. Louis and immediate suburbs to whom we have 
sold a HUDSON car since we began in September, 
1910, to sell Howard E. Coffin's Masterpiece, the 
HUDSON '*33." Inquiry of a few of these custom- 
ers will give you a good idea of the average service 
rendered both by the HUDSON and ourselves." 

Inasmuch as recommendations of St. Louis 
Hudson owners helps sell cars for Mr. Phil- 
lips, he has turned the fact to good account 
by getting the maximum benefits — that is, by 
giving all Hudson owners' opinions a chance 
to work on prospects. 

It is a good selling idea. If you get Up 
such a directory, it is a good idea, when mail- 
ing it to a prospect, to underline in red ink, 
names of owners in his neighborhood to whom 
it will be very easy for him to refer because 
they are so close at hand. 



Napoleon said: "If you set out to take 
Vienna, TAKE Vienna." Napoleon used the 
"task" system too. It works as well for the 
"Big Family" as it did for Napoleon. 



Arrangement of George D. Knox's 

Exhibit at the Hartford^ Conn., Auto Show 
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Standarized Plan That Makes 

Owners Keep Themselves Sold 
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Pages 2 and 3 — Owner Retains Page 3. 



a HUDSON service man the other day 
discovered an owner who didn't know 
what his clutch was. Consequently, he 
hadn't given it any attention during the 1,700 
miles he had driven the car. But it hadn't 
given him any trouble, so why worry? 

The owner knew how to start the car, how 
to run it and a few other elementals, but he 
was up in the air when an instruction on the 
care of the clutch was mentioned. He con- 
fided that he didn't know where to find the 
clutch. 

When inattention to that car began to tell 
there existed the liability that this owner 
would become hurtful to the dealer's business 
in that section. 

This ozvner had not been taught the vital 
things to do on that car. He couldn't be kept 
sold until the time came for his purchase of 
another car. If he wasn't sold at that time, 
the dealer would lose a customer. 

The Los Angeles Plan 

©Y far the greatest essential about the 
delivery of a car is posting the owner 
on the care of the car. The factory sends out 
instruction books for that purpose. But much 
of the instruction must be given in person the 
day the car is delivered. That is the basis 
for the owner's intelligent perusal of the in- 
struction book and "Owner's Bulletin" from 
the factory. 

The Hudson Sales Company, Los Angeles, 
has standardized the method of instructing 
the owner — of making him keep himself sold. 

A cardboard folder is provided. It is 3$4 
inches wide and 7 l / 2 inches long. The first 
page is captioned "Hudson Sales Company 
Checking Slip." Below is given the necessary 
information on the condition of the car when 
unloaded. 

"Vital Things to Do On This Hudson Car" 
is the caption on the second and third pages. 

Page 2 contains instructions to the owner 
as to care of the car. These the dealer goes 
over carefully with the customer, explaining 
them thoroughly and telling why these things 
are necessary. Below is a line for the owner's 
signature attesting to the fact that the in- 
structions have been explained and are under- 
stood. 

Get the Owner's Signature 

gS the dealer explains each point he checks 
it in the space provided. Then the left 
hand half of the checking slip, that which the 
owner has signed, is detached and retained by 
the dealer. 

Page 3 — the right hand half — is turned over 
to the owner to be hung in his garage or car- 
ried with the car. This is a duplicate of 



page 2. It's occasional perusal soon familiar- 
izes the owner with its instruction and quickly 
gives him a knowledge of his car. 

That allows the owner to keep himself sold. 
Because he keeps the car running right. 

It has been a successful plan with the Hud- 
son Sales Company. If you have not already 
devised a similar plan for handling this end 
of your business, put this into operation. It is 
good business. 



The Owner's Viewpoint on 

Pioking a Motor Car to Sell 

XT isn't always possible to know the 
facts which prompt business actions, 
but the inside track is always niighty 
interesting. 

The thing that prompted C. S. Peregrin, 
Farmington, Wash., to seek the Hudson 
agency for that city and surrounding terri- 
tory was the urging which he got from auto- 
mobile owners, although, as it happened, the 
Hudson had not been represented in that ter- 
ritory. Yet several Hudson s, apparently, were 
in operation there. 

Dr. Earl D. Sawyer of Asotin, Wash., one 
of those who advised Mr. Peregrin's action, 
wrote him a letter which because it gives the 
automobile owner's viewpoint, is exception- 
ally interesting. It follows: 

"If I were to buy another automobile I would get 
a Hudson. If I were to recommend a car to any- 
one I would unreservedly recommend a Hudson car. 

I would not have a under any consideration 

at all. But I would suggest that if you were to trade 
in automobiles I would not get the agency of more 
than one car at a time. A man cannot serve two 
masters and so he cannot sell two makes of auto- 
mobiles at one time and do either of them justice. I 
hope you will be able to get the agency for the Hud- 
son car and hope that it you do get it you will be 
able to sell several of them. I know they will give 
satisfaction at any place. They are all right and an 
O. K. car. 

"Any letter addressed to the Hudson Motor Car 
Company, at Detroit, Mich., will reach them. You 
will get very courteous treatment from them. — Earl 
D. Sawyer, M. D., Asotin, Washington." 



Lost time is never found again. 



Only live fish swim up stream. 



Putting off an easy thing makes it 
hard, and putting off a hard one 
makes it impossible! 



Hudson National Advertising f or April and May 

Most of These Papers go to Prospects in Your Territory- 
Clip Out the Schedule for Reference 



PUBLICATION DATES 

Farm and Country Papers. 

Country Gentleman April 6 

Dakota Farmer April 15 

Farm and Ranch April 6 

Farmer and Breeder March 21 

Orange Judd Farmer March 30, April 20 

American Agriculturist March 30, April 20 

N. W. Homestead March 30, April 20 

Agricultural Epltomist March, April 

Successful Farming March, April 

National Stockman and Farmer March 28 

Farmer's Review March 28 

20th Century Farmer March 29 

Farmer and Stockman March 27 

Wisconsin Farmer March 27 

Iowa Homestead March 27 

Pacific Northwest March 

N. W. Farmstead April 20 

Farm and Fireside April 27 

Rural New Yorker April 27 

Farm Journal March 

Farm Life March 



PUBLICATIONS MATES 

Illinois Farm and Farmer's Call March 1 

Kimball's Dairy Farmer April 15 

Register and Farmer March 28 

Up-to-Date Farming April 1 

Farm Press . . March 

Gleaner April 

Farm News April 

Fruit Grower April 

National Publications. 
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'OU who are in districts surrounded by 
farming communities will note with 

__, especial interest the huge list of farm 
papers before whose readers will be placed the 
Hudson advertisements. With enough mois- 
ture in the ground to carry the crops, despite 
even a long drought, farmers are extremely 
optimistic about the crop outlook this year. 

That optimism must reflect itself in the 
farmers buying heavily this spring — auto- 
mobiles and other goods. The best way to 
tie up your store to this farm paper adver- 
tising is to do some heavy circularizing 
among farmers in your territory. Weekly 
circular letters in the Triangle will serve 
this purpose. 



After the farmer has read his paper, no- 
ticed and — if he is in the market for a car, 
read the ad through — then the receipt of 
your circular letter immediately directs him 
to the show room where he can inspect the 
Hudson. It is wisdom to keep up a hot fire 
of circular letters on the farmers, for the 
outlook is they will be heavy buyers this 
spring. This farm paper advertising will be 
a valuable aid. 

Note also from the schedule the adver- 
tisements that will appear in the great na- 
tional weeklies and monthly magazines. 
This should be an incentive to follow-up 
closely with circular letters all prospective 
purchasers, so as to reap the full benefit of 
the salesmen-in-print calling upon them. 

Digitized by VjOOQ iC 
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THE LAST JOB AT NIGHT— Line Up Tomorrow's Prospects, 
For we Early-in-tbe-Day Sales are Like "Velvet." 



CONCENTRATE— 

ByLH. BROAOWELL, Vice-President 



ris a biblical saying and it holds good 
today that "no man can serve two mas- 
ters." 

Neither can an automobile distributor or 
dealer split his energies between two proposi- 
tions and make a brilliant success of both at 
one and the same time. He may think he can, 
but there have been so many failures as a re- 
sult that authorities generally consider it im- 
possible. 

A case in point is that of an eastern agent 
for a certain automobile institution. He began 
as a distributor and had a large territory. 
This meant that it was necessary to award 
certain sections to other dealers. It took time 
to get the right men, to make sure that con- 
tracts were let on a solid basis, to insure ser- 
vice, and all in all the wholesale end of the 
business was a big weight in itself. 

But this man was at heart a merchant — not 



a wholesaler. He liked to sell cars personally, 
to see the orders landed, to make his owners 
produce new prospects for him to work upon. 
He enjoyed the function of a merchant in au- 
tomobiles. He was a good merchant — a suc- 
cessful one. It was positively necessary, how- 
ever, that he should not allow territory that 
had been allotted to him to go to waste. That 
was wholesale work. 

Consequently part of the time he spent in 
the wholesale end and part in the retail. It was 
not a very long period of time before he noted 
that his wholesale business wasn't producing 
results. Sales were not nearly up to standard 
in that territory. 

And the retail business was suffering from 
ennui. It seemed dead. Competitors wee 
getting the orders from prospects who gave 
him the chance, but whom he couldn't seem to 
land. 

Pretty soon his wholesale expense and his 



retail expense began to overburden him and 
it was not long before he failed completely. 

Second Dealer Profits bp Mistakes 

|^\//£ agent had so split his energies that 
\^ he could give neither business the atten- 
tion necessary to produce a profit from it. He 
had utterly failed to concentrate. In fact he 
couldn't concentrate, no more than a man can 
serve two masters. 

But the agent who was awarded the terri- 
tory after he had gone out of business studied 
the proposition pretty carefully. He thought 
he saw the snag in the inability of the first 
man to attend strictly to both the wholesale 
and retail business at the same time. 

So he decided to avoid the rock that wrecked 
the other's business. He reasoned it out as 
follows: "My retail business is the most 
profitable so I will give that my personal 
attention, and as my wholesale business is 
necessary in order to give me volume I will 
engage a competent man to take charge of 
that end, one who must make good in that 
particular department to succeed. I'll figure 
up how many cars the territory can take, I'll 
map out the districts and then it's up to the 
manager of my wholesale end to help get the 
orders for the dealers he accepts." 
. That allowed him to make his retail business 
pay by giving it his undivided energy. His 
wholesale manager gave his undivided energy 
to the territorial business. 

That business was profitable from the start. 
Yet this firm worked exactly the same terri- 
tory in which the first agent had bankrupted 
himself. Conditions were the same, but they 
were met differently. That was all. One con- 
centrated, the other didn't, and you see the 
result. 

This was some years ago, but I have never 
forgotten how it taught me one of the biggest 
lessons in business, that of concentration. 

Don't ask any salesman to be both a whole- 
sale and retail man. Remember it is as import- 
ant for them to concentrate along the one 
line as it is for you. 

Concentration Means Success 

^T\HE law of concentration in business is 
^^/ as old as business itself. But a man has 
got to jack himself up every once in awhile, 
get a perspective on himself, take his bearings 
and alter his course a point or two. 

We've got to keep ourselves from splitting 
our own energies. If you have a territory 
which is divided among other dealers, either 
take care of the wholesale business yourself 
or turn it over to a competent wholesale man- 
ager whom jrou know can deliver as well as 
you can if he Concentrates. If he is a good 
man, he will pay back a huge profit on your 
investment in his services. 

If you take the wholesale business on your 
own shoulders, then put a good salesman with 
executive ability in charge of your retail sales. 
Put him on a "task" basis and make him split 
his "task" into smaller "tasks" to apportion 
among the retail salesmen. 

Then you set a wholesale "task" for your- 
self, split it up among the agents to whom you 
award territory and help them make good. 

That's concentration and all of us have got 
to concentrate, if we want to make money. 
Inasmuch as you're not in business for your 
health, straight thinking will make you con- 
centrate. Digitized by VJjtJtJ 



tomer drive the car the 
quicker he will close. 

We had one prospect 
whose order had been 
hanging in the balance 
for several weeks and 
could not close him up. 
The other day I came 
to the conclusion that 
there was something 
missing to complete the 
sale but could not ex- 
plain what it was. 

Finally, my last re- 
sort was to try to get 
him behind the wheel, 
in which I succeeded. 
We were gliding along 
as smoothly as if we 
were in an electric 
when he exclaimed : 
"This is easy, but how 
about changing the 
gears." 

Sitting at his left I 
explained the operation 
to him. Then I disengaged the clutch and in- 
structed him in this way: "Now put on your 
brake easily and we will come to a stop. First 
you must learn to shift your gears and then 
I will give you the clutch." 



© 



M. B. Aultman. 



iisiri* mici dialling 

and stopping a dozen 
times I had him anxi- 
ous to use the clutch. 
By that instruction the 
use of the clutch was 
made easy for him. 

Able to Operate 
Car Now 

EFORE return- 
ing he was able to 
operate the car very 
easily and when we 
neared the salesrooms 
he said: "If I had 
known it was so easy 
to learn I would have 
had a Hudson long 
ago." After which I 
took his order and the 
delivery of the car was 
made immediately. 

In using this plan do 
not let the prospect 
who has never driven a 
car use the clutch and 
shift gears at the same 
time, at first. As you 

are sitting at his left, you can perform the 

operation very smoothly, until he gets the 

"hang" of shifting the gears. 
The reason is this: When the prospect first 

shifts the gears, without experience it is nat- 
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2. Thou shalt not be content to go about thy 
business looking like a loafer, for thou 
shouldst know that thy personal appearance is 
better than a letter of recommendation. 

3. Thou shalt not try to make excuses nor 
shalt thou say to those who chide thee, "I 
didn't think." 

4. Thou shalt not wait to be told what thou 
shalt do, nor in what manner thou shalt do 
it, for thus may thy days be long in the job 
which fortune hath given thee. 

5. Thou shalt not fail to maintain thine own 
integrity, nor shalt thou be guilty of anything 
that will lessen thy good respect for thyself. 

6. Thou shalt not covet the other fellow's 
job, nor his salary, nor the position that he 
has gained by his own hard labor. 

7. Thou shalt not fail to live within thy 
income, nor shah thou contract any debts 
when thou canst not see thy way clear to pay 
them. 

8. Thou shalt not be afraid to blow thine 
own horn, for he who failest to blow his own 
horn at the proper occasion findest nobody 
standing, ready to blow it for him. 

9. Thou shalt not hesitate to say "No" when 
thou :ncaneth "No," nor shalt thou fail to re- 
member that there are times when it is unsafe 
to bind thyself by a hasty judgment. 

10. Thou shalt give every man a square 
deal. This is the last and gretf commandment, 
and there is no other like unto it. Upon this 
commandment hang all the law and profits. 

Digitized by VjOOQTC 



THE HUDSON TRIANGLE 



The three 
words, 
"I never 
thought," or 
"I don't 
think," make 
the difference 
between 
success and 
failure, not 
only of the 
salesman but 
of those higher 
up and lower 
down in every 
establishment. 



2,000 Are Anxious to Hear About a 

Sale You Made That Was Interesting 

Vv^H ETHER you are salesman, distributor or dealer, you have at some time made 
I If a sale that wae INTERESTING. It taught you something about selling, be- 
Vl>/ sides. 

There are approximately 2,000 American members of the "Big HUDSON Family" 
who are vitally interested in the sale of HUDSON cars. The TRIANGLE is read by 
them weekly. 

Multiply the benefits of that sale by 2,000 by telling it in the TRIANGLE. The 
selling knowledge you gained can be 2,000 times as beneficia 1 . 

We are throwing open the columns of the TRIANGLE to let you talk to 2,000 of 
the best automobile dealers, distributors and salesmen in the United States. It's an 
opportunity worth accepting. 

The more progressive members of the "Big Family" will grasp this chance — 
for they know the profit will come back to them in the selling experiences OTHERS 
tell. 

Maybe you think writing for publication isn't in your line. Here's the way to 
go about it: Merely write about your sale as if you were writing a letter. Flowery 
language doesn't go. Just make it a plain letter, without any frills and well take care 
of It. 

Putting off an easy matter makes it HARD. Write us TODAY about the sale 
that you consider most interesting. 



Task Plan; 3 Sales and A Me en the Knocker 
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NENT the Fable of the Salesman who 
walked, talked and balked, trailed, 
wailed and failed and was cried out 
against 

April Fool Day arrived in Charlotte, N. C, 
and with it the fall of several auto salesmen 
who were not aware that a knock was a boost 
in many cases. A factory man was an inter- 
ested party in the following: 

He happened to be paying a visit to the 
Charlotte dealer of which "Happy" Stevenson 
is one of the heavies. The conversation drifted 
to the different methods used by other sales- 
men to make sales such as knocking competi- 
tors' cars, cutting prices, etc 

It being a day when one can play jokes, he 
and Mr. Stevenson decided to play one on 
those salesmen and make them like it, so 
they got started on three prospects that seemed 
to be live ones. 

They set themselves the "task" of selling all 
three that day. They decided to apply the 
"task" system to the job of downing knocking 
competitors. 

The first one was a lady who had tried out 
at least a dozen cars but was no nearer closing 
than when first she started to buy. She had 
been offered large discounts by competitors 
but still did not buy. She was well informed 
on the Hudson car, having listened to the 
many knocks of competitors. 

And Got the Order 

CHEY, however, made no mention of the 
many good points which allowed Steven- 
son, who is always awake, to convince her that 
they were spending time studying the car 
when they should be getting acquainted with 
their own. 

He simply suggested that she call up any of 
the Hudson owners, saying he was satisfied 
to abide by their decision and then left her 
to decide. The report she received must have 
been favorable for she called Stevenson a 
short time after asking him to come around 
to see her. He went and came back with the 
order. 

The pair then started on No. 2 on the list 
who happened to be an official of a bank and 
therefore knew the value of a dollar. They 
had a chance to size him up while waiting in 
an outside office. He stood 6 feet 2 inches, 
built in proportion and looked every inch a 
business man, a conservative buyer and one 
who was going to get the value of his money. 

Chilly— Discount Offers, Too 

flfaEN they were ushered into his office 
Vl/ the cold reception was not exactly appre- 
ciated and both men decided to make the mis- 
sion known in a few brief words, so started : 



"Mr. , hearing you are in the market 

for a car, we are here to interest you in the 
Hudson." 

The straight talk seemed to appeal to him 
for he asked them to be seated. They went 
over the different good points of the car 
which to this time had not been mentioned 
by competitors. Seeing he was interested, 
they asked him to allow them to show him 
the car and give him a ride. 

To this he consented and after taking him 
out he admitted that it was the best demon- 
stration he had and added that the Hudson 
men were the first ones who did not harp on 
the weak points of other cars. ■ 

He also had been offered a fat discount 
by competitors while Stevenson stuck to list 
price without a waver. He mentioned this 
fact of some dealers allowing so much while 
the Hudson would allow nothing. 

He being a business man, 'twas easy to con- 
vince him, that for a dealer to stay in business 
and give the owners actual service he must 
have a fair profit. This seemed to satisfy 
him for he then and there gave his order. 

And Still Another 

|^\HIS convinced both men that one must 
^^/ stick to an honest argument, talk your 
own line and let the other fellow do the same. 
Next on the list was a man who they knew to 
be the owner of a Hudson. They called on 
him and was amused at hearing his story of 
how the other salesman called and slandered 
his car. 

Remember, this was to an owner who 
already had used his Hudson for two years 
and knew the car much better than they did. 
He explained that he had no intention of buy- 
ing any other than a Hudson, but simply 
gave them a chance to see how far they would 
go. Needless to say they chalked down an- 
other order. They had equaled the task they 
set out on. 

Moral : The task system pays. It pays to 
say, "I don't know" when the prospect gives 
you the opening to knock another car. Re- 
member that the man who has the price of an 
automobile usually has some brains and ideas 
of his own. 



Still More "Extra-Day" 

Orders for Hudson Cars 

Vw^ITH the receipt of reports from various 
Mi sections of the country on sales made 
Vlx on Thursday, Feb. 29th, the "extra- 
day" of the year 1912. the orders credited to 
that occasion continue to pile up. They now 
total over 60, with reports still coming. 
J. C. Murray, Murray Motor Car Company, 
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of Seattle, celebrated upon the extra day by 
taking two orders for the New Self-Starting 
Hudson "33." William S. Lee, Wilkes- 
Barre, Pa., sold a torpedo model to W. P. 
Billingson Feb. 29th, the sale being largely 
due to the demonstration up the noted Giants 
Despair mountain, a five-mile trip in which 
some of the grades are 23%. "Any car, 
regardless of price," says Mr. Lee, "that will 
climb this mountain carrying five passengers 
at a good speed without overheating is a car 
that the manufacturers have good reason to be 
proud of. The Hudson has never fallen down 
during any demonstration." 

E. H. Labadie, Galveston, Texas, took an 
order for a torpedo away from A. Q. Peter- 
son of the New Orleans Export Company, 
Galveston, on the extra day and delivered it 
March 25. 

R. D. Rose, Hinton, W. V., secured the 
order of Joseph Hinton for a touring car. It 
has already been delivered and the purchaser 
is highly pleased, Mr. Rose reports. 



"FOUR HUDSONS IN THE FAMILY" 

By M. H. Elliott, Wilmington, Del. 

WE have had four Hudson* in the family, so we 
must think they are all to the good. I had a 
1910 touring car which gave me very good 
service. 

On one trip we drove the car 100 miles a day for 
ten successive days without having to touch a thing, 
but the 1912 U ZZ car I have now is a great improve- 
ment over the old one without much additional cost. 

For the price I certainly think it has them all 
beat. It has everything necessary for a car to have 
and nothing unnecessary. That is what I like, the 
few parts there are to look after. 

I think it would appeal to any one who liked a 
quiet, smooth-running car. I don't think anyone 
will go wrong in buying a "Hudson" who wants a 
car at that price. 



STILL READS HUDSON ADS. 

By J. A. Bruner, St. Louis, Mo. 

PERMIT me to congratulate you on the very hand- 
some car that you are offering the public this 
year and it is certainly up to date in every re- 
spect. I also wish to congratulate you upon the very 
clever advertising that you are doing for I am a 
believer in that method of getting before the public 
and I think I have read every advertisement that I 
have noticed in various papers. 

I also appreciate very much the fact that a big 
concern like the Hudson Motor Car Co. would take 
interest in one little purchaser to write him a per- 
sonal letter and try to make him feel at home and a 
member of the Hudson family. 

I am quite an old resident of St. Louis and have 
a very large acquaintance, and am quite sure that my 
being an owner of the Hudson Car will assist ma- 
terially in the sale of several cars. 
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Selling Plans a Successful 

Motor Car Merchant Devised 

By F. M. BUSBY, of the Loom G«jler Company, Ckictfo Dktribrtor* 



OUR force consists of six salesmen, all 
working under the same contracts and 
all receiving the same percentage of 
their gross sales. 

These contracts are all made for a period of 
six months, dating from January 1 to June 
30 and from July 1 to December 3l. 

In this manner we get about three months 
of the good and three months of the poor sell- 
ing season in each contract period. 

Commissions are all payable at the end of 
the contract period or upon the" resignation of 
the salesman. 

Against the commission, each salesman is 
allowed a drawing account, the amount of 
which is based on our judgment of his ability. 
The older men who have been in the firm's 
employ for some time, of course, have the 
largest drawing accounts. 

All seem to be satisfied with this arrange- 
ment. The gross mentioned above is figured 
as being the total amount of cash received, 
less the freight, less amount paid for any used 
car taken in trade. 

We make the last mentioned deduction as 
we figure that the salesman making the deal 
has an equal chance with the rest of disposing 
of and profiling by the sale of the old car. 

Agreement on Individual Sale 
#¥%HENEVER a sale is consummated, the 
Vix salesman is called into the office within 
twenty-four hours and the figures showing his 
commission are presented to him for his O. K. 

If for any reason there is any dispute, the 
matter is settled immediately one way or the 
other and the salesman O. K.'s the office copy 
and the office O. K.'s the salesman's copy on 
that particular deal. 

This does away with arguments and mis- 
understandings when settlements are made the 
30th of June and 31st of December. 

One Man On Floor Each Day 

ONLY one man stays on the floor each day. 
He does not have the same day in each 
week for the reason that this would not be 
fair, on account of the heavy advertising being 
done on Sunday — also because of the fact that 
Saturday is always a good day on the floor. 

In order to change each man's day on the 
floor without partiality, we will assign for the 
purpose of explanation the numbers 1, 2, 3, 4, 
5 and 6 to the salesmen — No. 1 having the 
floor Monday, No. 2 Tuesday, etc. 

The following week No. 2 has the floor 
Monday, No. 3 Tuesday, No. 4 Wednesday, 
etc., each succeeding week the salesman due 
on the floor being advanced one day. 

In this manner, the salesman is not on the 
floor the same day of each week, but at the 
same time can figure just what day he will be 
in, so that he can arrange to have his prospects 
come in at that time. 

We have impressed on the salesmen the 
fact that they are expected to remain on the 
floor all day and it is only in rare cases that 
they are allowed to make a call or give a 
demonstration when they are due on the floor, 
and when they do, it is entirely up to them 
to arrange for one of the other salesmen to 
relieve them. Noon relief is given the floor 
man by the salesman scheduled for the next 
day. 

Floor Man Gets Jill Prospects 
i^\HE floor man is entitled to all prospects 
^^ or any new business originating on the 
floor on his particular day, without reference 
to who handles the customer. 

The only exception to the above is that if an 
old customer comes into the store and asks 
specifically for Mr. Geyler, our president, or 
Mr. MacLaren, our treasurer, and makes a 
trade or purchases another car, this man is 
considered the customer of the house and 
neither the floor man nor the man making the 



original sale is entitled to any commission. 
This is done not so much to lessen the sales 
expense as it is to show the salesman the im- 
portance of keeping in constant touch with his 
customers who have purchased cars from him 
before. Since this rule has been made, we 
find our salesmen realize more and more the 
importance of seeing that their old customers 
are taken care of so that they will have an 
opportunity of securing any new business that 
may come from that source. 

Protection of Salesmen's Prospects 

OUR salesmen are given to understand 
that in order to be protected on the sale 
of a car, their prospect must be on file in the 
office. 

We have provided ourselves with a cabinet 
containing two drawers of sufficient size to 
hold 5"x8" cards and one tray file to hold 
3"x5" cards. One drawer contains six 26- 
division alphabetical indices and one 40-divi- 
sion alphabetical index. 

This supplies one 26-divisioh index for each 
salesman and the 40-division alphabetical in- 
dex is used as a general file. 

The other drawer contains one 40-division 
alphabetical index, which takes care of the 
dead-file, which will be gone into later. 

The tray file is equipped with a set of month 
guides and two sets of 1 — 31 day guides. One 
of the "31" sets is used for the current month 
and the other for the month following. At 
the end of the current month, this set is ad- 
vanced. 

We are enclosing one of the 5"x8" white 
prospect cards in use at present. This white 
card is a permanent office record and a blue 
duplicate is retained by the salesman. 

In the 3"x5" file, we use a plain white card 
for ordinary follow-up purposes and a buff 
card where an appointment has been made to 
call or for demonstration. The buff card is 
also used where a prospect should be called 
on almost daily. 

Method of Operating Records 

#¥%HEN the prospects are distributed among 
\\J the salesmen, the white cards are filed 
in the salesmen's individual indices, where 
they remain until the first report has been 
made. The blue duplicates are kept by the 
salesmen. 

By keeping a separate file of these prospects 
who have been called on, we can see at a 
glance how many prospects have been seen, 
and by keeping them in individual salesmen's 
files we can also see who is responsible. 

All those prospects who have had no atten- 
tion by the salesmen are being constantly fol- 
lowed up by literature and circular letters. 

Each salesman is required to make a daily 
report of the calls made and the result of each 
call. These reports are turned in each morn- 
ing and the information contained posted on 
the white cards in the prospect file. 

As soon as one report has been made on a 
prospect, the card is taken from the salesman's 
individual file, posted as mentioned above and 
a tickler made on the 3"x5" white and buff 
card. 

This tickler bears the salesman's name, pros- 
pect's name and address and the date on which 
the next call is to be made or a demonstration 
given. The tickler is then filed under the 
month and day indicated on the prospect card. 
Prospects Cannot Be Overlooked 

^T\HE specific dates are not mentioned 
^^S on the reports, we use our own judgment 
from the text of the report, as to how soon the 
prospect should again be called on and date 
the tickler accordingly. This eliminates any 
chance of the prospect being overlooked as 
the tickler comes out automatically. 
The prospect card is then filed in the gen- 



eral file. In this maner, we have a tickler on 
each prospect after one call has been made. 
. This tickler is set ahead from time to time 
as it is reported on until 'the prospect has 
either bought a HUDSON or some other make 
or until we are satisfied that we cannot do 
business with him. 

When this time comes, the tickler is de- 
stroyed and the white prospect card dead-filed, 
after having the final disposition posted on it. 

At the end of the year, we expect to sep- 
arate these cards which have been dead-filed 
under their different headings and find out the 
percentage of sales we made of the 1100 pros- 
pects with which we started, what percentage 
bought other makes and what percentage were 
not in the market at all. 

All salesmen are given to understand that 
if at the end of three weeks they have not 
called on a new prospect or have shown no 
progress, the right is reserved to give the 
prospect to one of the other salesmen. It is 
explained that this was a case of give and take 
which would work out to their own advantage 
in the end and have pointed out that very 
often Smith might be able to close a sale that 
Brown could not influence. 

Dailp Meetings Are Held 

ClLL salesmen meet in the office at 8:30 
7 1 each morning and the ticklers for the 
day are gone over so that the salesmen can- 
not miss keeping any engagements they may 
have made to see prospects or to give demon- 
strations. 

At these morning meetings it often develops 
that one of the salesmen is going into some 
part of the city where one of the other sales- 
men has a prospect or prospects whom he has 
never seen, and it is a common occurrence for 
them to help each othei out in getting a line 
on a prospect, or if it be in a residential dis- 
trict, in getting the business address, so that 
the salesman originally holding the prospect 
can get in touch with him without wasting the 
time for a trip to the prospect's home. 

We find the meetings in the morning are 
valuable for more points than simply remind- 
ing the salesmen that they have promised to 
make certain calls or demonstrations or that 
such and such a prospect should be called on 
during the day, as it often develops that the 
sale of a HUDSON car could be put over if 
a certain used car could be disposed of and 
which we cannot handle on a trade basis on 
account of the owner asking too much for the 
old car. 

When such ca*es as this arise, it often hap- 
pens that one of the other five salesmen pres- 
ent knows of an opportunity of disposing of 
the old car, and in this way both salesmen 
profit. 

New Arguments Overcome 

QEW arguments which have prevented the 
salesmen from closing with a prospect 
are often brought up, which leads to a dis- 
cussion among all present of the best way to 
meet it, with the result that they are all pre- 
pared to meet that particular argument should 
it come up again with any one of them. 

All salesmen are required to report at 8:30 
for the meeting, which generallly lasts from 
30 to 45 minutes. They are supposed to get 
out of the store by 9:30 and to call up over 
the telephone in the neighborhood of 11 a.m. 
and 3 p. m., reporting where they are, so that 
in the event of our securing a new lead, we 
can get immediate action on same. The sales- 
men generally return to the store between five 
and nve-thirty and spend the balance of the 
time until six o'clock in writing up their daily 
reports. 



To do the right thing, at the right time, 
in the right way; to do something better 
limn they were ever done before; to ellni- 
inate errors; to know both sides of the ques- 
tion: to be courteous; to be an example: to 
work for love of the work; to anticipate re- 
<|iiii-cments; to develop resource*: to recog- 
nize no impediments; to master circum- 
stances: to act from reason rather thun 
rub'-. t<» be satisfied with nothing short of 
perfection. — The JL'ichl Idea. 
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Only 60 Days Left; 

Set Yourself a "TASK'1 



By E. C. MORSE, General Sales Manager 



y ^ L^ HE fiscal year is almost gone. 

I Cj Out of approximately 300 working 

^^^ days only 60 are left. 

Make the 60 count heavier on your sell- 
ing score than any other 60 days in the 
year. 

It is easy. They are the best 60 days for 
selling cars. 

The number of days remaining in the 
fiscal year are fixed. It is up to every mem- 
ber of the "Big Family" — every man who 
sells HUDSON cars — to fix his selling 
"task" for that period. 

Get out your prospect list, add to it a 
margin for new prospects who will turn up 
within that 60 days, then decide how many 
cars you can sell for the remainder of the 
fiscal year. 

Make that number your personal "task." 
Then divide the "task" up into three divi- 
sions. The first division begins today and 
runs to May 1st. From today to May 1st 
is one-fifth of the total "task." 

From May 1st to June 1st is another 

"task" period. From June 1st to July 1st 

is the last "task," for July 1st commences 

a new fiscal year. 

Napoleon said: "If you set out to take 



Vienna, TAKE Vienna." Likewise if you set 
out to sell that number of cars, SELL them. 
Of course, Napoleon didn't sell automobiles, 
his was a far stiffer job. Yet the "task" 
system was successful in his case. 

A Matter of Determination 

©UT determination, as crystallized in a 
specific "task," is a wonderful selling 
assistant. Simply deciding that you will get 
out and sell a specified number of cars and 
then carrying out every letter of the de- 
cision — to the extent of fighting hard for 
orders, working hard — actually does land 
the sales in reasonably large volume. 

I know of a HUDSON dealer who read 
Vice-President E. H. Broadwell's article in 
the "task" system in the TRIANGLE. He 
started out to sell a car a day and he did it. 
His territory was a small one, yet he ac- 
complished the "task" he made up his mind 
to do. At the end of the first week he had 
succeeded. His eyes were opened to the 
remarkable features of the plan. 

But the monthly "task" is a better plan, for 
the reason that you have a longer period 
over which adverse and good conditions 
can average themselves up. Thus you have 



a plan that is fairer to your own abilities. 

Has Built Great Institutions 

^T\HE "task" plan for the remaining 60 
^^S days of the fiscal year will enable you 
to sell as many cars as you decide you 
ought to and can sell for that period. 

Great institutions have been built on this 
"task" plan applied to themselves and to 
the selling and manufacturing force. The 
whole selling doctrine on which such fa- 
mous institutions as the National Cash 
Register Company and the Burroughs Add- 
ing Machine Company are built, is this 
"task" system. It is their whole selling 
foundation. It is responsible for their big- 
ness. Ask the N. C. R. or Burroughs 
representative in your city about its work- 
ing. 

It's efficiency is little short of remarkable. 
Of course, this fact cannot be realized by 
any man or firm who has not worked under 
that system, but once a man works with the 
wonderful assistance of an actual goal to 
shoot at, he appreciates the worth of the 
"task" plan. 

Salesmen's records show that it has in- 
creased some men's orders 25% to 50%. 

It will increase your earning power to that 
extent if you sincerely attempt it. 

If you are actually anxious to increase 
your earning power, put yourself under a 
task system for the last 60 days of the fiscal 
year — the best period of the selling season 
to speed up the sales. 



Keep On Going Ahead; Let 
Others Look for Footprints 



190 POUNDS OF CONGENIALTY. 



Northwestern District Sales Manager Richard 
Bacon, Jr., at the Factory During Conven- 
tion of District Managers Held During 
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How to Show 
the Servii 



Bt 



f IGHTY per cent of the prospective pur- 
chasers of automobiles place their or- 

_ ders with something of jnisgiving, 
largely because they somehow fear* that they 
may not be taken care of. 

But the instant a salesman is able to 
show such a buyer that the big idea of the 
"Big Family" is to absolutely satisfy the 
owner after the sale has been made, then it is 
likely that the sale is almost closed. 

There is a way to do this: 

Get out a copy of the "Owners' Bulletin," 
which goes out monthly to all HUDSON 
owners. Let the prospective purchaser 
read some of the contents and allow him to 
note how dealer's interest, factory interests 
and the owner's interests are made insep- 
arable. 

Use This Gaining Point 

QAINT for him the picture of his 
ownership of that car, utilizing the 
"Owners' Bulletin" to the best ad- 
vantage. Impress the great value of the 
service rendered by the dealer and the 
"Owners' Bulletin." The moment those 
two facts have been thoroughly impressed 
upon the prospect's mind and his confidence 
in the fact that he will be taken care of, is 
thoroughly established, then you can put 
him down as practically closed. 

One HUDSON distributor goes to the 
extent of conducting a prospective pur- 
chaser through the service department. The 
salesman shows the prospect the extent of 
the facilities for giving quick service and 
good service. He shows how the firm car- 
ries a complete stock of parts at all times. 
A complete stock for the prospect's car is 
carried. 

Then the salesman tells the guarantee 
the HUDSON company and his company 
places upon the car and this, with an actual 
inspection of the service department that 
backs the guarantee, insures the respect of 
the prospective purchaser. It is one of the 
things which-are responsible for the HUD- 
SOX'S selling success in some of the hard- 
est markets. 

"Cash" Levy's Idea 

/^(EORGE B. LEVY. Minneapolis, ad- 
\Jj[ vertises that the Minneapolis-Hudson 
Sales Company will "keep'" your car in first 
class running order for the entire 1912 sea- 
son free of charge, barring accidents." 
Then he backs it up by showing the service 
department which lie maintains — "a depart- 
ment where we could build a car, if neces- 
sary," as "Cash" Levy puts it. 

It is a well known fact that this line of 
selling argument is productive. To make 
that sort of sales solicitation even more 



The Salesman Who 'Phones the Prospect 



How many can can YOU sell the next 
60 days? 

That, my friend, Is yonr TASK. 



efficient you can utilize the "Owners' Bulle- 
tin," copies of which are mailed to you 
monthly. 

To illustrate how the Bulletin, is received 
by owners themselves are scores 6? tetters 
from owners which have reached the fac- 
tory. Each one expresses the sort of en- 
thusiasm that brings a man back to the 
HUDSON dealer's for his next car. Among 
typical letters is this one: 

"I just received the last "Owners' Bulletin" and for 
one that appreciates them as I do it seems unfair to 
file them away without commerfting on. the amount of 
useable information they contain. I have been 'in 
wrong' on shifting gears. It has always been a noisy 
change with me. Had I thought of asking about it the 
dealer might have put me wise. Thankful to say, the 
Bulletin has brushed the mud off my brain, not only 
on that subject but on many others. I got my money's 
worth when I paid for the car and I think such point- 
ers are worth more than thanks. — E. A. McDonald, 
Carthage, New York." 
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sj \ MAN without a bank is a man without 

^\_ a business, for a business without a bank is 
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without hope. 
By all fair and reasonable means bring your bank and 

your business into as close touch with each other as possible. 



IL 



It isn't cash, but credit, that makes for confidence and growth in the business world. 

— Henry CUws 
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Banker Drives Car 8,000 

Miles— No Repair Expansa 

}TK ™- HICKMAN, of Garland, Texas, 
^^•who operates a chain of banks in the 
vicinity of Dallas, is the owner of a Hudson 
which he has driven 8,000 miles in all kinds 
of weather and on every class of roads. He 
.stated to Southern District Sales Manager E. 
O. Patterson that he had not spent one cent 
for repairs, nor had he touched a spark plug. 
He purchased the car from W. A. Fosdick, 
of the Hudson Motor Car Sales Co., Dallas. 



VETERAN JESS DRAPER. 



■ntles Manager of District "So. 2, Friend of Every 
Distributor and Dealer In His Territory. 
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Southern District Salesmanaffer L. J. Robinson (at 

left) and General Salesmanaffer E. C. Morse 

at Convention of District Managers. 



Why We Have Few 
$10,000 Men 

y^ HOMAS A. EDISON'S recent state- 
f~J ment deploring the lack of $10,000 
^^^ men has been endorsed by George 
W. Perkins. 

"In the past few years the men who have 
been making their way to the high salary 
work have been making these tremendous 
strides almost unprepared," says Mr. Per- 
kins. "They have risen so fast, that when 
they have reached the $10,000 point they 
haven't stopped there, but have gone right 
on up the line. 

"Changes have come so fast that the 
$10,000 man must be everlastingly alert to 
every move on the business chess board. 

"Education is a great factor in growth, 
but business brains are not built entirely 
from books. Hard experience gives ability 
to keep the mind machinery in march with 
man-made machinery. 

"The $10,000 man must be honest. The 
day has come when to be honest means not 
technically, legally honest, but broadlv, 
humanly honest. Honest in thought, in 
purpose, in act." 



The Communicative Buyer 

(EDITORIAL NOTE— This is a description of a sale which took place in a Middle Western city 
recently. The points to note are the keenness with which the salesman grasped and used information 
which the prospect save him. Note also how the seller asked for the order and rot it.) 



V^J f HIS was his second visit to the store 
/ ^j and the salesman paid the prospect 
^^^ one call. The latter was a big, 
frank, open-minded man, but in the last 
analysis he was extraordinary cautious. 

His name had been on the prospect list 
for several weeks, it having come from an 
advertisement. 

He had owned another make of car 
previously and had sold it. "Up-keep was 
too heavy," was the general way in which 
the prospect explained his reason for sell- 
ing. "But I am not wholly certain whether 
I will buy one this year. All depends on 
what it'll cost for up-keep." 

That gave the salesman an opening and 
he went to it on that basis. He talked the 
car's simplicity. He explained that there 
were fewer parts in the HUDSON to take 
care of, fewer to adjust and fewer to ever 
need repairs. 

"Then, too, the car is accessible," con- 
tinued the salesman, illustrating his words 
by showing how each part could be reached 
without tearing away other parts. He 
showed the position of the carburetor, the 
accessibility of the motor, of the clutch, of 
the transmission. 

"That simplicity and that accessibility are 
responsible for the low upkeep cost of the 
HUDSON," the salesman said. "And here 
is a list of every HUDSON owner in this 
city. Ask them what upkeep has been." 

Prospect CroWs Communicative 

CHEN the salesman got one owner on 
the telephone. "How many miles 
have you driven your HUDSON, Mr. 
Blank?" the salesman asked. The prospect 
was listening to the conversation over a 
connecting wire. _ 

"About 3,560 miles," came the answer 
over the wire. 

"What has it cost you for upkeep so far, 
Mr. Blank?" the salesman queried. 

"With the service you folks have given 
me the upkeep has been less than $50," the 
owner answered. The salesman thanked 
the owner and hung up the receiver. "Now 
I'll get a few more on the wire," the sales- 
man volunteered. "No, don't do that. That 
proves the point," the prospect replied, "I'm 
satisfied the HUDSON is different from the 

." The prospect commenced to 

get communicative. 

'You see, my wife has been at me to get 



another car and it looks like she has me 
backed into a corner," the prospect con- 
tinued. "But the deuce of it is, every time 
we go out there's some friends to take 
along. (Here the prospect grew vehement) 
Then I pay for the gasoline, the meals and 
refreshment. Owning the car makes me 
host against my own will. And that's why 
it costs so darn much to support a car." 

Remedy is Easy 

^"rtOULD you rather make your trips 
vjy alone, without any comnany?" the 
salesman asked. "Certainly, but what are 
you going to do? Act like you were afraid 
your friends would wear out the leather on 
the seats? The result is my wife always 
invites some friends to go along with us. 
You can't get away from it. 1 know!" 

The salesman grasped at the information 
instantly. It was probably the sticking 
point that stood between him and the order. 

"I have a scheme," he said. "Driving a 
roadster, two-seated, is the way to over- 
come that difficulty. This model over here 
will probably please you," and the salesman 
led the prospect over to the roadster model, 
for he showed a liking for the idea. 

Then the salesman confined the pros- 
pect's attention solely to the classy car. He 
worked on the man's enthusiasm toward 
the idea and endeavored to shift his interest 
from the plan he suggested to this partic- 
ular car. He talked of its lines, its beauty, 
its many conveniences — he was concentrating. 
No mention, not even a comparison with 
other models was made. The order was 
getting nearer, for the man was asking 
questions pertinent to buying. 

The salesman suggested showing the 
prospect's wife the car, so she could pass 
on its comfort features, for he knew by the 
confidence the prospect had divulged that 
she would have to be satisfied. 

Woman Must 2*# Convinced 
i^\HE prospect 'phoned his wife. The 
^^/ salesman took a roadster, not the reg- 
ular demonstrator. Inasmuch as the sale 
seemed close the dealer allowed the sales- 
man to use a roadster. 

The salesman demonstrated the car to 
the prospect's wife, for the prospective pur- 
chaser had informed her of the conclusions 
he had reached as to the purchase of a car. 
The salesman confirmed the prospect's 

3 



judgment on those decisions and she seemed 
convinced of the advisability of this car. 

In front of the man's home the salesman 
instructed the prospect on the operation of 
the car and allowed the latter to drive it 
for a few blocks. After driving it his 
enthusiasm increased perceptibly. 

"I am rather inclined to think that I will 
take this car," said the prospect after the 
salesman had asked him for the order. "But 
I guess I'll talk it over a little with my wife 
tonight. You'll hear from me in the course 
of a day or so." 

Warding Off Competition 
|^v HAT'S all right," replied the salesman. 
^^y "Glad you've decided on this car. One 
thing though — you would want this partic- 
ular car, this color, wouldn't you?" The 
prospect said that would probably be his 
decision. 

"The reason I asked," the salesman ven- 
tured, "was because we have a number of 
folks who are considering roadsters and if 
this should be sold tomorrow, which is not 
unlikely, it would probably be impossible 
to get you one 'like ft for several weeks. To 
insure you against disappointment, it might 
be well to order it tonight, let us tune it 
up ^omorrow and you can drive it tomorrow 
evening." -*»*— 

But the prospect wouldn't order it "to- 
night," he said. "Well, that was merely a 
suggestion," said the salesman. "Inasmuch 
as you are going to talk it over tonight, Til 
'phone you along about 10 o'clock tonight, 
so no one can buy it tomorrow morning." 
And the salesman drove away. He felt no 
competitor could connect up with his pros- 
pect between that hour and 10 o'clock. 

That night, punctually at 10, he 'phoned 
the prospect and learned the news that he 
wanted to hear. The next morning at 9 
o'clock at the prospect's office, the sales- 
man got his signature to the order and re- 
ceived his check in deposit. That evening 
the car was delivered. 

What This Sate Teaches 
£*yOU, as a salesman of automobiles, 
^*p probably have to handle a communi- 
cative buyer every day that you go out to 
call on prospects. Such a man is easy to 
draw out and it is important that you draw 
him out to the limit. Then you can fit your 
selling talk to his case nicely. 

And you know that when you do that, 
you have the short-cut to the order. Be a 
good listener when you get your man 
"opening up." Mentally note the points he 
tells that you can make the basis for his 
buying the HUDSON. 



"WHY MY DISTRICT OUTSELLS YOURS.' 



Southwestern District Salesmanairer E. O. Patter- 
son (at left) and Central District Sales- 
manner W. J. Bemb .t Convention. 
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Babe ef 18 Mentbs Helps Land Quick Order for Car 

By ALLAN S. W1DEMAN, Wideman'. Garage, Warsaw, Ind. 

HITTLE things like the one in the picture sometimes have a great effect 
in making sales. The other day the writer took the photo enclosed of 
his little girl, a year and a half old, sitting at the wheel of a new 
HUDSON "33" which we had just received. 

While taking the picture a gentleman and his wife happened to he pass- 
ing and stopped to watch the proceedings and incidentally to admire the little 
girl. The writer made himself known to them, invited them to inspect the 
car and have a demonstration and in scarcely an hour from the time the 
couple stopped, I had their check in my pocket for the car. 

We learned afterward that the couple had decided on another car and 
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the Car Sold 

GHAM, Advertising Manager 



KE wrote about the meanest letter the 
factory had ever received. He is 
one of the leading officials of the 
Presbyterian church. Yet that did not de- 
ter him from expressing in mild language 
a firm conviction that he was dissatisfied 
with his purchase. 

The complaint was all the more serious 
and cut all the deeper because of the nice 
way in which it was made. He said that 
an hour and a half was lost in getting the 
motor started in the dealer's salesroom and 
that in driving home they were unable to 
get a speed in excess of twelve miles an 
hour and that on the smallest grade it was 
necessary to go into first gear. 

In utter disgust the car was turned into 
a garage and the owner looked up a re- 
pairman. He monkeyed with the car for 
an hour. He failed to get it so the motor 
would start. You can imagine the constant 
falling enthusiasm of this new owner who 
had looked forward with such confidence 
and pleasure to his new purchase as he saw 
that his car would not run. 

Boo* Helped J#// Car 

XN his complaint to the factory he quoted 
paragraphs from the company's literature 
and he showed such a familiarity with "How 
to Choose a Motor Car" that it was quite evi- 
dent that that piece of literature was one 
of the principal factors in causing him to 
choose the New Self-Starting HUDSON 

So serious was his complaint that an of- 
ficer of the Hudson Motor Car Company, 
who happened to be in the neighborhood, 
personally investigated it and here are the 
facts. 

This new buyer called at the salesroom 
of the dealer of whom he bought the car 
and with the repairmen and the officer of 
the company they went to the garage where 
the new automobile was kept. It had been 
in there four days. It had not been touched 
in that time. 

The repairman turned over the Disco 
starting crank, touched the button and the 
motor started immediately. Before we left 
the store the dealer said: "If you can start 



the motor in five minutes I will be entirely 
satisfied." It started instantly. 

Did 35-Mile Speed 

[O we took the car out of the garage 

and in less than two blocks had it 

doing a speed of 35 miles an hour. We 
could not maintain that speed because it was 
in the crowded section of a big city. We 
came back up the steepest grade in the 
neighborhood — one so steep that no car does 
it on high. Comparatively few do it on sec- 
ond. We climbed that hill on second with 
four men in the car. 

This experience demonstrated why the 
new owner had failed to get satisfaction 
from his car. 

It had been delivered to him without any 
instruction. 

The only trouble with the man who made 
the complaint about his car was that in- 
stead of turning the Disco starter handle 
once, as he had been positively instructed, 
he turned it over many times and instead 
of pressing the starting button in and hold- 
ing it, he gave it a quick touch. 

The result was that he filled his cylinders 
with acetylene gas and the repair man whom 
he called in not being acquainted with the 
car and not understanding the cause, could 
not explain why the motor did not start. 

The reason he was not able to get up speed 
was that he was driving his car with his brake 
set. It had not been explained to him. 

Now in a case like this, the blame is 
placed upon the car. The owner never ad- 
mits that he is at fault. 

Although this owner had owned two cars 
previously, neither of them were exactly on 
the same principle and not being a man of 
a particular mechanical bent, he did not dig 
out the information for himself. 

Now this occurred in the affairs of one of 
the biggest automobile dealers in the coun- 
try. It showed that even the biggest in- 
stitutions can find ways of improving their 
systems. 

Standard Oil Improves Its System 

eVEN the Standard Oil Company, ac- 
knowledged the most thoroughly or- 
ganized and efficient combination of men 
the world has seen, has found ways from 
time to time of improving its efficiency. 

In the matter, for instance, of feeding 
horses, it was learned that instead of hav- 



ing each barn boss in each of the thousands 
of towns throughout the country where it 
operated its business, feed the horses ac- 
cording to his own idea of what the horses 
needed, an expert after thorough investiga- 
tion, knowing exactly what the horses did 
require, issued instructions. 

It was stipulated precisely how many ears 
of corn should be given a horse in a day 
and how much oats, and as a result the 
efficiency of the horses was increased and 
the saving to the company in one year ex- 
ceeded a quarter of a million dollars. 

This is merely mentioned because it 
shows that even with a thoroughly organ- 
ized institution, such as the dealer in this 
case has, he is apt to overlook some essen- 
tial. 

Not Really Sold at Delivery 

HOR that reason the story of this man 
who was not "sold" is told. 

An automobile is not really sold even when 
you have delivered it to the buyer and col- 
lected his money. 

For with each sale the dealer must figure 
if he is making money — that that sale will 
influence additional sales. He must also 
realize that when the delivery is made, it 
does not carry with it an interminable 
amount of repair work, of charges and at- 
tention. All these things are the result 
of lack of proper instruction to the owner 
when the car is delivered to him. 

So to overcome that this plan was 
evolved. It might be a good thing for you 
to use. 

l!~hcnc:'cr a car is made ready for del i: tv.v 
to a customer an instruction book for ("lii c:r 
is placed upon the front seat and as tic !..- 
struct or in I he operation of the car o :os <">:,- 
the vuri'>tts tilings for t'ne oiener io ranou'cr 
and to do, he calls attention in t'ne hook V 
the description it gives of the tning ah nut 
■zehich he is talking. 

Thus there is established in the buyer's 
mind a- more definite impression of this 
strange information that is being given to 
him. He has heard your instructions, but 
if it is not quite clear to him, he recalls 
the appearance of the page in the book that 
described the same thing and consequently 
he can refresh his memory. 

It is especially important that in deliver- 
ing cars the job be done clean, and that the 
owner understands it is more profitable to 
sell a car to a man who knows than to one 
who cannot understand. The latter will al- 
ways be a source of trouble. He is a corn- 
plainer. He is unreasonable and his unrea- 
sonableness often is a lack of proper and 
thorough instruction when he gets the car. 



HE "BLANKETS THE EAST." 



Eastern District Salesmana*er C. M. Babbitt at the 
Managers' Convention. 
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Only 54 Days Left ! 

— a Talk With Salesmen 



By E. C. MORSE, General Sales Manager 



ONLY 54 days are left ! 
Last week's TRI- 
ANGLE told you 
there were only 60 days left 
of the fiscal year. 

Today that drops to 54 
days. Ask yourself what 
the last 6 days netted you 
in profits. I asked you in 
last week's TRIANGLE to 
set yourself a "task" — to 
add up the number of pros- 
pects you had, to add a few 
for additional prospects you 
will get during the rest of 
this month and May and 
June, and to decide what 
percentage of that number ■• c - morse 

you ought to sell during the 
60 days following. Then I asked you to 
re-divide your prospects into three di- 
visions, April, May and June. 

I asked you to go out and sell that 
number of prospects — to get that num- 
ber of orders for each period. 

One week — 6 working days — are gone. 
In that time you should have sold 10 
per cent of your total task, for the 60 
days. If you planned to sell 10 cars 



between last week and July 
1st, the end of the fiscal 
year, and you didn't sell at 
least 1 car last week — then 
you failed in your "task." 

But don't get disheart- 
ened. 

You won't fail another 
week — you can make up 
what you lost last week. 
You can make it up this 
week. You will have to 
work twice as hard, but it 
can be done, if you decide 
it can. And you can or you 
wouldn't be selling cars to- 
day. 

Get out and work hard 
this week, for this is the 
last week in April. Lay out your calls 
for this week. Start early. Work late. 
See everybody you plan to see. Bring 
every human pressure to bear to get the 
orders now. Don't fool yourself with 
reasons "why you lost the order." 

Finish reading this TRIANGLE. Then 
WORK! 
For there's only 54 days left ! 
Just WORK to heat the band! 
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to Call on To*Day? 
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How To Absolutely Prove 

Soiling Points of Upkoep 

nOW much will upkeep cost me"? is 
the primary question that occurs to 
the prospective purchaser of a mo- 
tor car. 

A salesman can, by constantly touching 
upon the point, build up sufficient confidence 
that upkeep will be low, to take the order — 
if it hinges, on that point. 

But there is a better way, and a shorter 
one. It is the conception of Tames A. Shea, 
Hudson dealer at Fitchburg, Mass., and con- 
sists of first securing statements of repairs 
from each owner during the period his car 
has run. It might be well to confine the 
statements to owners who have run their 
cars not less than 3,000 or 4,000 miles. 

Then boil each statement down to a few 
lines, so it will take but a few minutes to 
read them, and put them into printed form 
in the shape of a leaflet. 

Mr. Shea has 13 Hudsons operating in 
Fitchburg. From each owner he secured a 
mileage and repair statement with a few 
words of comment as to the satisfaction 
gained from the car. 

Leaflet Gives Story At Glance 

i^\HESE he put into a four-page leaflet. 
V»/ The first page, summarizing total 
mileage and repairs, bears this title: "Six 
Miles for a Penny." Beneath this is the 
sub-title: "Astounding Motor Car Record 
Made by the 13 Hudsons Owned by Fitch- 
burg Families." The rest of the first page is 
taken up with a picture of the car over the 
Triangle trademark. 



Pages 2 and 3, headed "Record of Thir- 
teen Hudsons," are devoted to the state- 
ments by owners, this being the form in 
which they were presented: 

Car No. 1— Purchased Nov. 1, 1911. Mile- 
age, 3,000. Repairs, $5. Car has been up 
to expectations and nothing but the highest 
praise for the car. Signed . 

Not only can these leaflets be used as fol- 
low-up literature by dealers, but can be re- 
ferred to and commented upon by the sales- 
men in discussing the car with prospects 
whenever the point of upkeep is brought up. 
For they are the absolute final proof of the 
general belief among motorists that sim- 
plicity cuts a deep gash in upkeep. 

. Put the Idea Into Use 

?T*OU can put this idea into execution 
^5F within a few days by sending this 
form, printed on a stamped return postcard, 
for your owners to fill out and mail to you: 

Type of Car 

When Purchased 

Mileage 

Repairs 

Remarks 

Name Address 

Have the postcard addressed to you and 
have the form above printed on the back. 
Enclose it with a letter, stating the purpose 
and asking the return of the "enclosed 
stamped postcard filled out at your earliest 
convenience." That will give you the fig- 
ures. Then average them up, determine the 
number of miles per dollar for repairs and 
you have one of the best lines of selling 
talk it is possible to get. 

Call in the printer and start the ball roll- 
ing today. There are 54 days left for the 
idea to help you sell cars. It is helping Mr. 
Shea sell cars. It will help you as well. 



" W J N LESS you do the whole thing you can't do anything in business as it runs today. 
^ There's stitl plenty of room at the top, but there isn't much anywhere else. The 
way to think of a thing in business is to think of it first, and the way to get your share 
of the trade is to go after all of it. Half the battle's in being on the hill- top first and 
the other half is in staying there. " 



"A Lighting System? 

Cirtalnly-Havt a Match I" 

aNDER the guidance of President Harry 
L. Archey, of the Indianapolis Trade 
Association, who is also the HUDSON 
distributor, Indianapolis wound up its first 
automobile show in a blaze of triumphant 
glory. For it was a huge success in HUD- 
SON sales. Thus Mr. Archey and Mr. Frank 
L. Moore, the Archey-Atkins salesmanager, 
scored double. 

For the wind-up night some of the accessory 
companies issued cards, telling visitors to 
present the pasteboards at certain exhibits and 
receive horns, souvenir rings, "Jersies," 
lighting systems, coat-hangers and other arti- 
cles of like usefulness. 

When the visitor presented the card entitling 
him to a souvenir ring at the proper booth, the 
attendant jerked a rope and clanged a 40- 
pound bell. He got his ring. 

Another card was good for a horn. Here 
the visitor received a regular shoe horn. An- 
other card of solemn type could be exchanged 
for a "Jersey." The answer was a Jersey 
cracker. 

The presentation of still another card en- 
titled one to a coat-hanger. Any one who had 
the courage to deliver his card received a nail. 
A card calling for a souvenir pin was reward- 
ed with a clothes-pin. Still another in red 
type was good for a "Superior Souvenir Light- 
ing System" and the attendant upon receiving 
the red-typed cards proffered the visitor a 
match. 

The visitors enjoyed the carnival that fol- 
lowed the wind-up of the show the last night 
as much as did the automobile men. 



In 26 Inches of Snow; 
Lost Not a Day All Winter 



KERE is a photograph of a New Self- 
Starting Hudson "33" showing the car 
in twenty-six inches of snow on March 
24th in Kansas City. This is just a fair 
sample of this past winter, as Mr. Berkowitz, 
the owner, states that he has driven the car 
every day, no matter what the weather condi- 
tions, and as this has been the most severe 
winter in the memory of any Kansas Cityan, 
it is just another proof that the New Self- 
Starting Hudson "33" is equal to any service 
to which it may be put. 
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/COURTESY is tke Eye 
^ which Overlooks your pros- 
pect's broken Gateway, but sees the 
Rose which Blossoms in his Garden. 
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Jones' Plan of 
Into a 




Breaking 
J\.eiv Territory 



XN his efforts to increase his business 
and to get Hudson sales started in new 
territory, E. T. Jones, Akron, O., deal- 
er, goes at things from the long view point, 
thoroughly confident that if he lays a good 
foundation for sales that the sales have got 
to come his way. 

The Hudson Company recently added to his 
territory a county in which several cars had 
been placed by a former dealer, but in which 
no efforts to take care of Hudson business 
had been made for several months. What did 



Jones do? 

Open a place in the largest city of the 
county, and try to solicit a few orders from 
his office door? 

Not a bit of it — that would have been put- 
ting the cart before the horse. He sent his 
head mechanic in a Hudson car to every Hud- 
son owner in that county. He talked with the 
owners, looked over their cars, and gave the 
essential attention if anything was necessary. 

He charged his head mechanic's time and 
the material to his JIudson service account. 

Similar trips to these owners will be made 
periodically. 

The result is obvious — Mr. Jones is getting 
the confidence of these Hudson owners, who 
in their respective localities are going to be 
continuous Hudson advertisers for him. 

His Next Step 
i^vHIS procedure he is going to follow up 
^]/ by opening a salesroom in the largest 
city of the county in charge of a competent 
man. That Hudson business is going to grow 
in this county as a result of his longsighted 
and systematic way of going after it is a fore- 
gone conclusion. 

He is a strict believer in fixed values for 
automobiles. To insure this value he sticks 
to "one-price-to-all." The other day Mr. Jones 
took a 1911 Hudson in trade for a 1912 "33" 
and the same day sold the '11 Hudson for 
$1200. This was after a year's use and strik- 
ingly shows how a fixed list price affects the 
value of second-hand Hudsons. 

The second-hand '11 car, with equipment, 
originally cost $1500. 



Imp Car In Publlt Eyt; Htwspaptr Publicity That Nalps Land Tha Ordars 



HOUIS GEYLER, Chicago distributor, 
made a quick sale of a coupe the 
other day. The man ordered the car 
about 15 minutes after he had in- 
quired about it, for it was a beautiful coupe. 

Mr. Geyler told about it to the represen- 
tative of a paper in which he advertises and 
the newspaper man wrote a story about it. 
The next day the Geyler show room felt the 
direct result of the story in inquiries about 
a similar coupe that could be traced to this 
newspaper article. 

That's the way newspaper publicity can 
work for you. It is as much of a factor as 
advertising if used consistently in papers 
which get advertising from you. It will 
help you land the orders. For the sort of 
publicity which is now being issued by the 
Hudson Motor Car Company, to dealers for 
use in newspapers in which they advertise, 
has both selling value and news value. Its 
newsiness helps it pass the editors; its sell- 
ing points on Hudson cars make it import- 
ant that you make good use of it among 
newspapers that get your advertising. 

The factory keeps books on the amount 
of publicity it gets in papers used for ad- 
vertising. Three clipping bureaus furnish 
the factory with clippings from every paper 
in the United States. At present the "Big 
Family'* is getting approximately 1,200 lines 
of publicity a day, counting 30 days to the 
month. 

Some Dealers Not Getting Enough 
(CiUT here's the rub: In some territories 
4^J dealers and distributors, who are plac- 
ing advertising in newspapers, are losing 
out on this publicity opportunity. Good 
news articles, with important selling value, 
are not being used by some of their news- 
papers. 

This does not indicate that dealers are at 



fault. It demonstrates that the papers in 
those territories are not giving those dealers 
the publicity they deserve— for the amounts 
expended in advertising. 

March was the biggest publicity month in 
a year for Hudson dealers and distributors, 
but there are certain spots on the map 
which were bare of any evidence of the 
good stories being sent out to newspapers 
with the request that they be used. 

Watch your publicity carefully. News 
stories, with selling value are being issued 
regularly. When you get them, be sure 
they are passed on to the newspapers with 
the request that they be utilized. Pub- 
licity is a part of selling. Neglecting it is 
equivalent to throwing away a few of the 
points you talk relative to the car. 



Strictly Personal 



KARRY L. ARCHEY, Archey-Atkins 
Company, Indianapolis distributors, 
made a flying trip to the factory. 
He is planning a new building to contain the 
finest Indianapolis salesroom. 

Walter Wood, Marietta, O., dealer, was at 
the factory. Mr. Wood went through the fac- 
tory drinking up enthusiasm. 

E. T. Jones, Akron, O., dealer, was also at 
the factory. He is a stickler on one-price- to- 
all. "I do it to protect Jones," said Mr. Jones. 

The world's greatest ventriloquist sketch 
was pulled at Mr. Broadwell's dinner to the 
district sales managers. Cast o* characters: 
Ventriloquist, Bacon; transmitter, Bemb. 

Dealer Groves, York, Pa., operates the most 
complete garage there. He is a keen sales- 
man. He ought to have a big Hudson busi- 
ness this spring. 

Jess Draper, who knows automobile condi- 
tions from A to Z, has earned a reputation as 
counsellor for dealers and distributors of Dis- 
trict No. 2, as has C. M. Babbitt, who covers 
the eastern district. 

Poet Laureate E. O. Patterson of the "Big 
Family" says southwestern conditions excel 
any year in that section's history. 

How many prospects did you call on yester- 
day? Any orders? Can you fatten the bat- 
ting average to-day f 



Car Plunges Down an 
Enbankment; Unscathed 



By J. W. GOLDSMITH, JR. 
FuhoB Auto Supply Company, Atlanta, Ga. 

XWANT to give you an instance which 
shows again the strength and durabil- 
ity of the New Self -Starting Hud- 
son "33." 

A few days ago one of our customers left 
his car standing on a hill, and placed a large 
rock behind the back tire. In some way the 
rock slipped and the car rolled backwards 
down the hill, and fell down an embankment 
of twelve feet. 

The car did not turn over, but simply fell 
on the back wheels, rolled a little ways, and 
did not even scratch the car in any way. This 
shows the strength of the springs and in other 
ways shows just what the New Self-Starting 
Hudson "33" is. 

In this connection we wish to state that we 
succeeded in selling a real estate man a Hud- 
son after he had used two . He is one 

of our most enthusiastic owners, and his part- 
ner today placed his order for a 1912 maroon 
touring. 



His Hlohuass tha Maharajah of Huthwa, India, In tha Car You Sall-Mnnaonr Aonoy, of Stapfaton 
* Co., Caloutta at tha Whaat. " - ■ - - - 



Ha SaM tha Car. 
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Only 54 Vays Left! 



Dont Kill The Sale By 

Giving Meagre Information 



\^fc 'HE other day a man was considering 
M ^j the purchase of a high-priced car. 
^i_r* He had simmered his choice down 
to three cars ranging in price from $3,000 to 
$5,000. Finally one day he decided that he 
had made up his mind on a certain car and 
he had paid down his deposit on it. But he 
still liked the great prestige of one of the 
cars which he had considered. 

On the other hand the car upon- which he 
decided actually looked to him like a bigger 
value — and he cited the points to prove it. 
"Where did you get the information that the 
car you picked had those features and the 
one you turned down didn't have them?" the 
writer asked. 

"From letters each of them wrote me each 
week," he replied. 

"But the dealer who sells the car with the 
prestige didn't infer or tell you it was shy 
on those things, did he?" the writer queried. 

"Naturally, not," replied the buyer. "But 
the dealer for the car I bought, told, in his 
letters, how his car did have those features 
and the other didn't say anything about them 
— and I gathered most of my information 
from their letters — I am a busy man and I 
had to get my information that way. I visited 
the stores only once and had one ride in each 
car." 

What Sold This Car 
^"rtHEN the writer made an inspection of 
Vix the follow-up system, with which the 
responsibility for the sale must be placed, for 
only the closing of the order was left to 
the salesman. 

The car which had lost the order had sent 
the prospect clever, short, snappy circular let- 
ters — good letters, too. They had come at 
intervals of about a week apart, the dates on 
them showed. The catalog had been received 
by the prospect with the first letter. He had 
"looked it over," he said. It looked as if the 
clever letters ought to have brought the order. 
They were short, read in a minute, and 
snappy. 

But the fatal error was the information 
they gave was meagre. The letters were dis- 
astrously short — about half a typewritten 
page. 

Not enough information could be given in 
that half typewritten page to sell a $i article, 
much less a $5,000 car. 

The Other Letters 

M (CiUT he probably thought you wouldn't 

vkiJ take time enough to read through a 
longer letter," the writer ventured. 

"Believe me," the buyer said with some 
heat, "when I'm spending 5,000 great big 
simoleons, I'll read a lot of stuff about what 
I'm going to sink it in. I knew that I had 
to be careful about choosing a car and I 
devoured every letter I got. I'll admit I was 
close to the starvation point for information 
from the ." 

"True, but don't you know that the car you 
didn't buy has all of the features of the car 
you did buy?" the buyer was asked. He was 
amazed and said it was the fault of the men 
who lost the sale not to give him that infor- 
mation. And he passed up the whole matter 
with that decision. 

But the thing that won that sale was not 
limiting the information — it was sending this 
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buyer a letter long enough to tell the story. 
The incidents proved that he read every line 
of letters that were a page and two pages 
in length. 

And this was perfectly natural, too, for 
when a man is paying hundreds of dollars 
for an article, he is going to absorb volumes 
of information about it. The more informa- 
tion, providing it is interesting, the deeper 
the message goes, the quicker is the man's 
confidence built up to the buying point. 

People who arc actually in the market for 
an automobile zciii read a two-page letter, the 
same as yuu zvouni, if you were in their places. 
It's meat, information for them, in deciding 
one of the biggest purchases of their lives. 

Throughout the "Big Family" the dealers 
who are getting the business hand over fist 
are those zvho are using circular letters big 
enough to gi:e the purchaser the total story. 

Don'* Play to the Orchestra 
j^\HE salesman of any article in order to 
^^y be successful has got to get the pros- 
pect's viewpoint and talk to him from that 
viewpoint — or he won't sell goods. You con- 
stantly talk to the buyer from his viewpoint. 
It is your best way of selling cars. 

But when some men come to the advertising 
end of their business they completely flop 
over to their own private viewpoints and, if 
circular letters are being considered, they 
say, "Send out short letters, they won't read 
long ones" — and all because they wouldn't 
read long ones. Yet they never consider that 
the reason they won't read long ones is be- 
cause they are in the business — that is why 
such letters are uninteresting to them, but not 
to the customer. 

Inasmuch as the customer is the man you're 
pleasing — not yourself — it is good business to 
quit playing to the orchestra. The dealer who 
does will be surprised at the increased profit- 
ableness of his circular letters and business 
generally. 

The Triangle circular letters — there is one 
in this issue — are built to sell the customer, 
not the orchestra. 

TRIANGLE Letter Results 

By E. L. GRAY, Saranac Lake, N. Y., Dealer. 

v -»-'N one case especially, we have just tied up the 
1 sale of a car without much effort to a man who 
^JL^ had received these letters about four weeks. 
He stood in front of our place of business about two 
weeks ago and he has since told us that at that time 
he had no idea whatever of purchasing an automobile. 
He was invited to take a short ride and shortly we 
had his order. If the letters had not shown him what 
the Hudson was and given good reasons for purchas- 
ing it, he certainly would not have given us his check 
without looking around more than he did. 

By J. H. PHILLIPS, Phillips Automobile Company. 

INCE beginning the circular letters we have sold 
19 cars. 
. _ All but two of these have had circular letters. 

Every prospect whose name we get receives the circu- 
lar letters automatically. We find among those we sell 
and those we do not a very strong interest in the 
circular letters. 

By C. BERLIN BOYD, Albertson-Boyd Co., 
Kansas City. 

INCE starting the circular letters we have sold 
two cars out of our original list of prospects, 

. in addition to making one dealer's contract. 

We are using the letters regularly. 

By H. B. RITTER, Rltter Automobile Company, 
Madison, Wis. 

aS to the effect of the TRIANGLE letters on 
prospects, we cannot praise these too highly. 
It not alone has the desired effect upon the 
prospective buyer, but it also impresses him that Hud- 
son dealers are wide-awake and do not lose sight of 
one who has indicated a desire to own an automobile. 

They Are Helping Sell Cars 

N addition the Imperial Motor Car Com- 
pany reports that "we have been greatly 
4 
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benefited by the use of these circular letters 
and we believe it has been the means of 
securing a large amount of business for us." 

Since Albany, N. Y., buyers began to re- 
ceive the letters C. S. Ransom has sold a 
New Self- Starting "33" although the season 
there has not completely opened up. 

H. B. Gray, Fort Plain, N. Y., has lined 
up an excellent prospect list as a result of the 
circular letters. He is daily looking for a 
number of sales as a direct result of the let- 
ters. 

"There is no doubt in my mind but that the 
letters have brought us good results," is the 
way Manager F. R. Mahoney of the Canadian 
Motor Car Sales Co., Ltd., Regina, Can., puts 
it. "When a man buys a car he does not 
often tell you why he bought that particular 
car." 

The Park Auto Company has received a 
number of valuable "strikes" from their let- 
ters; that is, a number of people have answered 
them and become hot prospects as a result. 

A number of instances illustrating how the 
letters brought prospects back to the sales- 
rooms and their orders were secured has been 
told. 




Polite Presentation of 
Others Second-Hand Values 

By RICHARD Y. ROWE 
Row* & Huffaker. Jacksonville. DL 

^^^HE circular reproduced below we have 
I c J enclosed with our regular weekly TRI- 
K^y ANGLE letters on the Hudson. 

The and dealers have been 

our strongest competitors and the is 

what we previously sold or "celled" here. You 
can see the weight this would have — a truly 
hard blow — politely presented to all prospec- 
tive buyers. 

In addition we impress upon buyers that 
there are no second-hand Hudsons for sale 
in this territory — if there are, there is a de- 
mand for them and we take them in and sell 
a "33" very easily, thanks to the pleasant 
relations maintained between factory and cus- 
tomer. 

By courteous treatment to our competitors' 
owners we get permission to list these cars — 
we didn't buy them, but had authority to sell 
them because in an offhand way — unobstrusive- 
ly — we showed these owners outside the "Big 
Family" — the simplest, most up-to-date cars 
on the market— the Hudson "33"— the best 
buy for the money and then some. 
Text of the Circular 

XF any other dealer should want to use 
this, he should, of course, pick out his 
strongest competitors in his territory. We 
don't knock or sling mud, but we like to make 
the other dealers here take our dust in little 
matters of this kind. We don't mention this 
to anyone else — of course not — but we don't 
mind telling you as long as it's all in the 
"Family." 

Below is the text of the circular, names 
of cars and details omitted : 

BABGATNS IN USED CARS 

Howe * Huffaker, 

Jacksonville, Illinois 

In connection with the sale of new Hudson "SZ" 
cars we wish to announce that we have for sale a 
complete line of used cars, at most any old price, 
which we would be clad to show you at any time. 

We have especially attractive prices on all of 
these cars and anyone in the market for a used 
car cannot afford to overlook these bargains. 

These are cars belonging to people in wis vicinity 
who are wanting better cars and have chosen the 
Hudson "38" and are prepared to sacrifice their old 
cars. These are to be sold at one-half to one-third 
of their original price and are doubtless bargains. 

We would be glad to take up the matter with 
you at once. 

We offer you the following list of ears any of 
which are subject to previous sale: 

(Here the used cars were listed.) 
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48 Working Days Left; Fiscal Year 

Almost Gone; Head Off The Calendar! 

9' 



By R. B. JACKSON, General Manager 



OUR fiscal year is waning, for only 
48 working days remain in which 
to accumulate orders for that 
^period. 

Last week it was 54 days. Six of them 
have sped away since the last number of 
the Triangle and it is up to every sales- 
man of the "Big Family" to ask him- 
self whether he is going to make the six 
working days of this week produce a 
heavier total of work and profits than 
did the past six days. 

It is up to every salesman to key him- 
self up to a pitch that will make him 
determine the number of sales he will get 
in May. Four days of May are already 
gone. Only 23 days of May are left. 

For the present pit your energies against 
those 23 days. Head off the calendar. Last 
spring how many cars do you suppose you 
sold in any 23 days of May? Look up 
the records. They will show what your 
orders were for that period. 

Now then — add 25% to your total sales 
last May. Maybe you can add more and 
safely get away with it. If you think 
you can, do it. 

But make that figure your "task" for the 



remaining 23 days of May. Line up your 
prospects — they will fall easiest these 
spring days. And then start out after them. 
Work hard — exhaust every bit of selling 
strategy you know. Give them a taste of 
what a New Self- Starting Hudson "33" 
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means this summer. 

You know the prospects who are most 
likely to order first. Get after them. 
Work them as hard as is safe. Don't 
leave a stone unturned to bring in the 
order. And if you don't leave a stone un- 
turned, you'll GET THE ORDER! 

If what you read here makes you get 
out and work like a demon for orders — and 
that extra work lands the sales for you — 
then you will be glad that you followed my 
advice, won't you? 

And remember, what I say here, is good 
for you, whether you are the star of Dil- 
lon's organization, or Chapman's or To- 
back's or Fosdick's or Grove's or Jones' 
or Geyler's or whoever you are selling 
for — or if you own your own Hudson 
agency and do all the selling yourself. 

The man who gathers most from what 
he reads and sees is today's successful 
business man — but the man who lets val- 
uable tips slide off his brain like water off 
a duck, helps swell the ranks of the fail- 
ures. 

Its harder to get out of bed in the 
morning if you lay there a few moments 
after you awaken. Likewise its harder to 
get started fighting for a big batch of 
orders for the last 23 working days of 
May, if you hold a debate as to whether 
you'll do it or not. 

Get out and fight! 

Make to-day and every day the biggest 
day of the year in results. Today is always 
the most important day to do things! If 
you don't start fighting for orders to-day 
you'll never start! 

The calendar is knocking off the days 
at a pace too fast for you to overlook. 

Go to it to-day — only 48 precious days 
remain. 

START! 



" . . . . what I say here is good for you 
whether yon are the star of Dillon's organiza- 
tion, or Chapman's, or Toback's, or Fosdick's, 
or Groves', or Jones', or Geyler's or whoever 
you are selling for — or if you own your own 
Hudson agency and do all your selling yourself. 

"The man who gathers most ideas from what 
he reads and sees is to-day's successful busi- 
ness man, but the man who lets valuable tips 
slide off his brain like water off a duck helps 
swell the ranks of failures." 
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65 Ducks and a Barrel of 

Orders that *Dealer C. /. Claudon 

of Fairbury, Illinois, Got. 



zAn Ingenious Selling Idea 

To Interest the Busy Farmer 



e: 



fEEWHILIKENS, I'm out of gaso- 
line! I'm a mut! Miles from a 
, garage and no gas ! Anybody who 
don't know any more about machinery than 
to know an automobile can't run without fuel 
ought to have the best little car in the world 
taken away from them." 

The motorist apparently didn't notice that 
he had an audience — a farmer and the lat- 
ter's wife were sympathetically listening to 
his vivid description of himself. Finally the 
farmer started toward the man, who by this 
time had gotten out of the car. 

After the farmer had greeted him the motor- 
ist repeated what he had done — forgotten all 
about gasoline. "I guess I had begun to think 
she was human," explained the motorist, ex- 
tolling the car's merits. "Just like me to for- 
get about everything. As I raced along the 
road, I probably thought that when she want- 
ed gas she'd say so in a loud voice. Can't 
get any gas from you, can I?" 

The farmer didn't have any and it was 8 
o'clock, and a good many miles from town, 
so the motorist asked if the farmer could 
put him up for the night, to which the farmer 
readily consented. 

Talk Automobile Merits 

i^\HE motorist 'phoned the Hudson garage 
^^y in the town from which he had come to 
bring out some gasoline early in the morning. 
He gave explicit directions and over the 
'phone told the farmer's kindness. He seemed 
to know the man he was talking to in the 
garage. 

In the farmer's sitting room the conversa- 
tion turned to automobiles and the latter ex- 
pressed the intention of getting a car when 
spring plowing was done. He asked the 
motorist about his car, about its construction 



and, in the lamplight, the latter explained the 
simplicity of the car, which allowed fewer 
parts and made it possible for the maker to 
give extraordinarily big value for the money. 

The farmer became interested, got a lan- 
tern, and outside they went over the con- 
struction of the car, the motorist explaining 
this and that point of superiority. He told 
how many Hudson owners had driven their 
cars thousands of miles without even touch- 
ing a sparkplug. 

He called the farmer's wife's attention to 
the beauty and roominess of the body and 
built up a respect for the car in both their 
minds. He told how people considered the 
car worth from $2,000 to $2,750 in comparison 
with other cars. This seemed to make a hit 
with the farmer. He calculated that he'd 
have to think about the Hudson when he 
bought. 

Next Morning 
i^sHE motorist got up with the sun next 
^y morning and when the farmer finished 
his morning chores and came in to breakfast 
the man with .the gasoline had arrived. The 
motorist introduced the man from the garage 
and stated in the farmer's presence that the 
latter was a good sensible judge of values, 
in which case he wouldn't be likely to con- 
sider any other car than the Hudson. 

The man from the garage made an appoint- 
ment to give the farmer and his wife a ride 
within a few days, so they could decide 



whether the good words they had heard were 
true and whether this was the car they want- 
ed. The motorist thanked the farmer heartily 
for his kindness and hurried on his way back 
to town. 

And then, members of the "Big Family." 
with the prospective purchaser's primary edu- 
cation on the car completed by the motorist, 
the salesman's work begins, the motorist hav- 
ing paved the way for the sale. 

The Plan Mr. Parser Evolved 

j^\HE completion of the sale to the farmer 
^^S is another chapter. 

But the above is the little selling drama 
that F. D. Parker, your Decatur, 111., fellow- 
member of the "Big Family" was planning to 
stage upon the recent visit there by Walter J. 
Bemb, Central District Sales Manager, to his 
city. 

You see all the farmers are busy with spring 
plowing in April, and May is another fairly 
busy month for the farmer. Consequently the 
question was : "How can we get to the farmer 
when he is too busy to see us?" The plan 
told above was evolved. The Triangle 
has had no report as to the success of the 
plan, but it has the earmarks of being cap- 
able of helping land the orders before com- 
petitors get to the farmers. 

The "motorist" was to be a man outside his 
organization, the man who brought the gaso- 
line, the salesman whose duty is to follow up 
the prospect and get the order. 



The Hardest Sale I Ever Made. 

By JAMES K. McALPINE, Salesman for S. A. Chapman, San Francuco Distributor. 



XN THE ten years of my experience in 
selling motor cars, I made the hardest 
sale in March of this year. 

Unusual circumstances connected with the 
getting of the prospect necessitate a few lines 
of introduction. 

I had put over a sale the day before, so I 
was cheerful. 

A well dressed lady, considerably smaller 
than the average entered and introduced her- 
self as the wife of one of our city's represent- 
ative business men, and spoke of a smaller 
car, at the same time telling me of her aspir- 
ations to become a driver, following this as- 
sertion up with a lengthy dissertation about 
her inability to learn and her lack of confi- 
dence in herself and the whole world in 
general. 

By this time we had crossed the salesroom 
and there was a momentary lull in her con- 
versation so that I managed to get in my 
first 'word. 

This brought forth her assurance that I 
would receive her order providing I first 
taught both herself and her husband to drive. 

I learned at this point that the husband 
wanted a five-passenger car, with greater 
motor power than a small car could give; also 
that the lady, in her superior wisdom, did not 
consider such a machine safe for a woman to 
drive. Here was my cue. I saw, in less time 
than it takes to bat your eye, that it was up 
to me to get her order for a five-passenger 
Self- Starting HUDSON "33" and end the de- 
sire for a smaller car. 

Lady Does Most Tattling 

i^\HIS was not such an easy matter, for 
^^y the lady insisted upon doing all the talk- 
ing. She had visited many salesrooms and 
was posted in a general way, though really 
unenlightened, and the questions she asked 
me during the next forty minutes would put 
a cross-examining Philadelphia lawyer to 
shame. 

I realized that, with such an insistent talker, 
I would have to say very little and act a lot. 

I forthwith handed her a copy of "How to 
Choose a Motor Car," and drove her home in 
the New Self-Starting HUDSON "33" 
demonstrator, promising to take her out in 
the little car at some future date, if she so 



desired. 



O 



She Admires Car 

HE ease with which I controlled the 
New Self-Starting HUDSON "33," the 

__ simplicity of operation and superb rid- 
ing qualities, together with the quiet running 
motor, created the desired impression. 

I followed this up with a short ride every 
day for the next ten days. 

By the eighth day, the lady had acquired 
some little knowledge of the car and a lot of 
confidence in herself. Then I persuaded her 
to take the wheel. 

After the third lesson, she informed me that 
the New Self-Starting HUDSON "33" was, 
in her opinion, the most wonderful automo- 
bile on earth. 

Then I met the husband, whom I found to 
be a quiet, serious sort of man, who seemed 
inclinded to leave the selection of a motor 
car entirely to his wife. He seemed to take 
kindly to me, however, and explained that a 
number of my competitors had been pressing 
him for his order, and had made him what 
seemed to be very attractive propositions. 

I then explained all the disadvantages of 
buying any automobile at a cut price, and 
cautioned him against dealing with an organi- 
zation which would offer such concessions. 
What is Sticking Point? 

©Y this time I had asked the wife for the 
order so often that I seemed to lose 
ground every time I suggested it. The sale 
didn't seem any closer. Her progress in driv- 
ing was quite remarkable, for one of her tem- 
perament, and entirely satisfactory to herself. 

They both wanted the New Self-Starting 
HUDSON "33," but there was something of 
a serious nature rising up between me and 
my getting their order. 

I determined to find out what it might be 
and try to remove the influence. And that 
very thing is what nearly cost me the order 
but, by careful handling, defeat was turned 
into victory. 

It was this way. My employer, Mr. S. G. 
Chapman, distributor for the New Self-Start- 
ing HUDSON "33" in Northern California, 
will not tolerate a dead one, and, consequently, 
he had discharged three salesmen for incom- 
petency previous to March 1st, 1912. These 
men, having secured positions with less pro- 
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gressive dealers of the price cutting variety, 
had, it seemed, joined forces to knock the 
New Self-Starting HUDSON "33." This 
they proceeded to do in strong terms. All 
their work was of the underhand type, and 
quite difficult for me to ferret out at the time 
I was working for this order. 

ySticXing Point ReVeals Itself 

HI N ALLY, however, they overdid the 
thing, with the result that both man and 
wife all at once seemed to lose all confidence 
in them and the cars they represented, while 
their confidence in me and the New Self- 
Starting HUDSON "33" proportionately in- 
creased, for it is a part of my selling policy 
to urge a fair comparison, and when I cannot 
speak kindly of the other fellow's car, to say 
nothing. 

Eventually this confidence grew to the point 
where I could ask for the order and get it— 
and I did. I hit for the order the moment I 
saw I was sufficiently strong. 

Today my "prospects" are members of the 
"Big HUDSON Family," happy in the pos- 
session of their beautiful New Self-Starting 
HUDSON "33," and both are rapidly develop- 
ing into competent drivers. 

This order-getting experience points a 
moral to all you salesmen: 

When you get a prospect, go after that 
prospect hard and strike zvhile the iron is hot. 
Do as I do, get the order, but don't knock. 



Strictly Penonal 



GE. FAULHABER, Memphis Motor 
Car Company salesman, whether he 
sold those last five cars before May 
1st, or not, will make 100% of his "task" this 
month. He's sold us on that. We look for 
initials C. E. F. carved in the HUDSON Hall 
of Fame. Will they be? 

Bill Moyer, Des Moines' king-pin in motor- 
dom, starts pathfinding soon for the endur- 
ance run of the Iowa State Automobile Asso- 
ciation, of which Bill is president, pathfinder 
and chairman of the touring board. Bill's 
May sales ought to be huge, because he is 
the original news-maker and the run gives 
the opportunity. 

Louis Geyler's man who teaches new own- 
ers how to drive and operate their cars has 
to pass up church these Sundays. Mr. Gey- 
ler's salesmen are turning over orders so fast 
the teacher is busy morning, noon, nights and 
Sundays. 

Floods in Memphis have been met this way 
by George Danaher, distributor: "I'm now 
selling cars to residents living on paved 
streets, that's all. Ship 20 more touring^ cars 
and let them come as fast as possible." 

Southern District Sales Manager Robinson, 
lamenting Southern floods, sighs: "Water, 
water everywhere, but not a drop to drink," 
which reminds us that people who never saw 
the inside of a church sometimes kick about 
, some churches closing in summer. Get our 
' subtle stuff? 

His Highness, the Maharajah of Huthwa, 
India, in last week's Triangle is unap- 
proachable to salesmen. But Mr. Agacy, 
Calcutta manager, sold him, somehow. Secret 
passages, hidden panels, Hindu tricks, suggest 
themselves, but Mr. Agacy got the order. 
That hard prospect of yours is a cinch along- 
side of a Maharajah. 

Dr. Hess, of Uniontown, Pa., the coal town, 
visited the factory, radiant in the thought that 
persistent winter forced barrels of money into 
Uniontown. Business ought to be great with 
him because your coal bills and ours were 
too big last winter. 

Jack McClelland, McClelland-Gentry Com- 
pany, Oklahoma City, doesn't have to fight 
the discount bugaboo any more. Prospects 
realize they can't get HUDSON S on discounts 
and they're saving their breath. This is be- 



cause Jack has a death-grip on list price. 
The idea is a money-maker. 

J. H. Phillips, St. Louis, has his crack sales- 
man on a "task" basis of 6 cars a week as a 
result of that Triangle article by Mr. Broad- 
well. They're stepping some, true, but the 
orders are coming as fast as they step. 

The "Big Family" has in its midst the 
fountain-head of happiness. He is Mr. J. C. 
Jolly, the Motor House' Co., Ltd., Ragoon, 
India. He is adopting Triangle selling 
suggestions, undoubtedly because the ideas 
work. He uses the Triangle circular letter 
among other things. 

Frank H. Jennings, Kansas City, Kansas, 
helped Mr. Boxberger, a purchaser, take his 
car out of storage where it had been four 
months. It was empty of gasoline, but the 
starter worked. They drove it two blocks on 
acetylene to a garage to get gasoline. The 
idea was a good advertisement for The 
Northwestern Garage & Storage Company. 

The lady bookkeeper at Memphis says of 
the Triangle: "Those fellows just EAT that 
thing every Tuesday — Triangle day." 

J. Guy Davis and J. F. Esperon, pro- 
prietors of the Pioneer Motor Car Company, 
Pittsburg, were at the factory but escaped 
without being photographed. 

But the foot-work of the Triangle's 
staff photog was too rapid for Cowan Rod- 
gers, Knoxville, Tenn., and we got him good. 

How many prospects did you call upon yes- 
terday ? 

Get any orders? 

Being a genius is being a hard worker. 

Richard Bacon, Jr., and C. M. Babbitt are 
still to be heard from regarding notes for the 
personal column. Everybody else has come 
through. Dick proposed the idea. 

Onh 48 days left. 



"Task" System Blackboard 

Is Good Idea Memphis Uses 



By L. J. Robinson, Southern District Sales Manager. 

XFIND the "task" system as illustrated 
by Mr. Broadwell and Mr. Morse in the 
Triangle is catching on everywhere 
through the south and every one seems to be 
enthusiastic about it, especially with spring 
here. 

One typical instance is at Memphis, where 
George S. Danaher, manager of the Memphis 
Motor Car Company, has a "task" blackboard 
on which is registered each man's name and 
the number of cars which constitutes his 
"task." 

The big blackboard shows each salesman's 
task for the current week as well as his total 
task for the month. Each man decides his 
own "task" — he decides the number of cars he 
will sell. Then it is up to him to get those 
orders. It makes keen competition between 
the salesman and the air just snaps around 
the place. 

From the porter up the thing is infectious 
and is producing gratifying results. 

One salesman, C. E. Faulhaber — at the time 
I was there — still had 5 cars to sell for the 
month of April. He was so enthusiastically 
confident that he would meet his "task" that 
he certainly convinced me. 

The "task" system is getting results in 
Memphis. No question about that. 

I came down to the store about 8:30 and 
found three of Danaher' s salesmen waiting 
for the Triangle. When the mailman came 
they pounced upon him like hungry wolves. 
There was a Triangle for each man. It was a 
fact that after the Triangle came — Tuesday is 
Triangle day in Memphis — you could not get 
a word out of anyone on any other subject than 
the contents of the Triangle. 
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You've Got to Get Out 

And FIGHT For Business 



a FACTORY man was visiting a dis- 
tributor in the Middle West who 
attended to both his wholesale and 
his retail business himself. 

But, because it was difficult to pay visits 
at that time to his outlying territory, he 
had not done it. The consequence was he 
had not looked up the right men and 
awarded them agencies. 

The distributor thought that he could 
best devote his energies to the retail busi- 
ness in his own town and his business had 
resolved itself into the endeavor to sell the 
people who came into his store. 

The factory man got out a map and 
showed him the unoccupied territory. 
There were hundreds of thousands of 
people in the territory who had not been 



approached by this distributor to buy cars. 
He had placed no agencies near them, had 
made no effort to do it. It was a criminal 
waste of business — business that simply 
awaited the establishment of agencies. 

"Just the Time They're Home" 

HET'S go out and award some of this 
territory to good dealers," urged the 
factory man. "We'll get this territory work- 
ing. It's wasted ground right now." 

"No use doing it this fierce weather," re- 
plied the distributor. But the factory man 
suggested that "This is just the kind of 
weather to catch them at home." And 
finally they started out. 

Well, in less than a week they had actual- 
ly sold fifteen cars at wholesale and two at 



retail — and a wasted territory that had 
never been worked before was being fine- 
combed for business by the live dealers to 
whom it had been awarded. 

That was an eye-opening verdict on get- 
ting out after business. And today that 
distributor, profiting by the experience, is 
'one of the livest members of the "Big 
Family." You would recognize him in an 
instant were his name told here, for his 
name has often appeared in the Triangle. 
And you would be amazed that the little inci- 
dent told here is responsible for that man's 
bigness as an automobile merchant. 

Get Out and Fight! 

j^\HE more cars every one of us sells, 
^^y the more money we make, naturally. 
Then in order to do that you've got to get 
out and fight for business. 

The business man or merchant who is 
known to be aggressive is admired by the 
very customers his aggressiveness sells. 

But the biggest dividend from fighting for 
business is in the direct profits. 
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Does Your FACE Betray 

INSINCERITY to Prospects? 



By E. C. MORSE, General Sales Manager 



uWOW did you happen to buy a Hudson?" 

j J T asked a man to whom I was intro- 
duced the other evening in Detroit, after he 
had informed me he drove a "33." I was 
anxious to know what sold him. 

1 can better tell you 

why I didn't buy a ," 

he replied with a smile. 

"I went to the 

store, after I had just 
about made up my mind 
on their car and was on 
the point of placing the 
order. The salesman 
practically reiterated what 
I had known about the 
car, but there was an ex- 
pression on his face which 
sort of made me think the 
man didn't believe these 
things himself. 

"He wasn't sincere 
about it, somehow. When 
I looked at him, he would 
shift his eyes and to tell 
you the truth I put him 
down as an honest man 
who was telling untruths 
and his face told on him. 
Well, he made me lose 
faith in his car, that's all." 

"Xo," I interrupted, "he 
was simply insincere in 
his statements. He prob- 
ably wasn't sold on his 
product himself. And he 
didn't have enough con- 
trol over his facial ex- 
pression to hide his insin- 
cerity or his lack of 
knowledge." 

This incident of the loss 
of a sale where it had 
been practically made hit 



— confirms the words he has spoken. 

When I was selling goods I actually prac- 
ticed facial expression with a mirror before 
me — and I'm not ashamed to admit it because 
I developed sincerity of expression which I 



SOME BIG FAMILY FACES THAT SPELL SINCERITY 



buy those goods with his own money. Simply 
because a man can't, with any great degree of 
success, sell a product in which he does not 
believe. 

That is why every man has got to believe 
firmly in the goods he sells. If he doesn't 
believe in those goods over all other goods 
of that type and price, he had better quit 
because he is killing his own future. 

You are dishonest with yourself, if you are 
not thoroughly and completely sold on the 
car you sell. If you want to sell yourself 
look at the cars you sell 
which are giving such ex- 
cellent service everywhere. 
Read the letters from 
owners. Note the contrast 
between the mediocre ser- 
vice given by some cars 
and compare it with the 
excellent running qualities 
of the Hudson. 

You have got to sell 
yourself constantly. You 
will have to review the en- 
thusiasm of Hudson own- 
ers, read their testimon- 
ials, make comparisons 
with other cars, and go 
over the situation earnest- 
ly every week. 

We all get our bumps. 
And whije we need them, 
they dampen our enthus- 
iasm.' That means you've 
got to generate new en- 
thusiasm constantly. 

Then Control Your 
Face 



Photographs Picked at Random From Factory Files 



j^vHE moment you have 



he goods they sold, 
sales those men lost 
ist observant. 

Let Your Face Tell Sincerity 

OID you ever see a boxer tuning up his 
muscles for a match? 

He adow box- 
ing," around a 
ring, >nt, getting 
away, ow on the 
body It is one 
of th raining. 

The nan to dis- 
cover f his facial 
expre confidence 



know helped me land orders in larger propor- 
tion than my fellow salesman did. 

And you ought to know whether you appear 
sincere, whether your face says the words 
you speak are the truth, or whether your face 
instantly gives the lie to your lips. Most 
men know. They can develop sincerity to an 
astonishing degree by mirror practice. 

It is a wonderful aid and will quickly teach 
you what expressions to use and what not to 
use. Sincerity begets sincerity. Lack of it 
creates distrust. 

Next-Sell Yourself 

QO salesman ever sold goods successfully, 
for any length of time, if he wouldn't 



generated enthusiasm 
you will have little or no 
trouble controlling your 
facial expression. The 
moment you sell yourself 
your face will brand as 
truth the things you tell a 
customer. 

Remember that business 
is done solely on confi- 
dence of men in each 
other. Your facial ex- 
pression either destroys 
or builds up confidence 
according to the insincerity or sincerity it 
shows. One hundred per cent confidence of 
the prospect in your product is the order- 
producer. 

Make it a point, after you have completely 
sold yourself, to control your facial expres- 
sion. Don't let it radiate anything that can 
be construed as anything other than sincerity. 
Then note the effect on your prospect. 

The man who thinks will get from this ar- 
ticle two ideas : 

' 1 I must he sincere mvseli to convince 
others of my sincerity. 

"2. I must he sold oj^he producUwhich I 

""''^'•"'bi'gi^e^yfeOC 
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A National Magazine Strikingly 

Acknowledges Hudson's Supremacy; 

This Letter Sold Car to Kansan 



fUMNER H. WHITE, Halstead, Kan- 
sas, had narrowed his choice of a car 

down to the New Self-Starting Hud- 
son "33" and one competitive car. The Hutch- 
inson Motor Car Company, Hutchinson, Kan., 
Hudson distributors, had done all in its power 
to swing the order, but Mr. White was on the 
fence. 

He could not seem to make headway either 
way in his decision. 

Finally he decided to put it up to a great na- 
tional publication, a magazine which maintains 
a motor service bureau for the benefit of its 
readers with a motor car expert in charge. 
To anyone who may have the thought in mind, 
the Hudson Motor Car Company does not ad- 
vertise in the magazine. 

The letter Mr. White received in answer 
stated that the Hudson is a better buy, mechan- 
ically, than its competitor. 

A tribute was paid to the Hudson being in 
advance of the other make of car in the con- 
struction of its engine, the valves being en- 
closed. It also stated that the accessibility 
of magneto and pump were important points 
to be considered and the Hudson also had 
the margin on that point. 

Cold, Unvarnished Jfammarg 

XT was a cold, unvarnished summary of 
the supremacy of the Hudson car and 
the letter stated the advantages which the 
car you sell had over its competitor, which 
also applies to other cars you compete with, 
as well. 

The result was that Mr. White, being con- 
vinced by the statements of an uninterested 
expert, shortly afterward placed his order with 
the Hutchinson Motor Car Company for a 
New Self-Starting Hudson "33." 

He is driving it to-day and he is still further 
sold on the saneness of the judgment of the 
magazine's Motor Service Bureau. The letter 
which sold him is reproduced here. The 



Mr. Sununer H. White. 

Hals t sad, Kan. 
Dear Sir: 

We are In receipt of your kiqd 
favor of the 4th Inst, and in reply 
beg to say that we have the highest 
opinion of both of the cars which you 
mention. It leemi to ue, however, that 
one of these two cars which has 
the engine with Its ysItss fully in- 
closed represents somewhat later and 
more refined engineering than the other 
oar which you mention. 

We oonslder the enolosed valve 
mechanism a very valuable feature in an 
engine, and the accessibility of the 
magneto and pump which is brought about 
by the use of the oross-shaft seems to 
be a valuable point. 

There are many other features 
of this more recently designed oar 
which show a degree of refinement not 
found in the earlier designed car, and 
the writer's personal experience with 
the latter of th- two oars shows that 
It has an unusual abundance of power 
and a remarkably sseet running quality. 

You speak of the combined brake 
and clutch pedal used on one of these 
cars. We find that this perhaps is a 
convenience, and the only objection 
that we know to It is that It prevents 
the use of both sets of brakes and the 
braking power of the engine itsslf at 
the same time. This is not a very 
strong point one way or the other. This 
is not a matter upon which we feel like 
giving you any very definite advice, 
but we think you may be able to gather 
our point of view from what we have 
written. 

Very truly yours, 

(signed) 



"other car" is one of the two competitors 
which you meet constantly in your selling — at 
least this is so in the majority of towns and 
cities. 

This letter sold a car — it will help you land 
some orders that are in the balance if you 
will use it. 
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How to Get New Prospects 
From Hudson Owners 

XT pays to work every possible source 
of business. 
Lots of times a merchant will dis- 
cover, almost under his nose, a source of 
new business that was so close to him he 
hadn't seen it before. 

Here's an idea which you may or may not 
be using in one form or another : 

Send out a letter to your owners, enclos- 
ing a blank card with spaces left for the 
names of new prospects whom they may 
know. Also enclose a self-addressed stamped 
envelope, so that you can be positive you get 
the replies. 

George B. Kimball, of the Henley- Kimball 
Company, Boston, has found that is a desir- 
able way to obtain new prospects and is con- 
tributing the plan to the "Big Family." 

Here is the letter which accompanies the 
blank card : 

D1AR SIR, 

Vow tbat you have had your 1912 Hudson 
long enough to realise its good qualities, 
we hope you will not be adverse to putting 
us In touch with any of your friends who nay 
be In the market for an automobile. 

We firmly believe that In selling a man a 
Hudson, we are giving him the best value on 
the market, and we therefore take the liberty 
of asking you to write on the enolosed oard 
the names of any friends or aoqualntaaoes 
who might be interested in a car. 

la sending suoh people advertising matter 
or in oalling on them, your name will not be 
mentioned unless you authorize it. 

Thanking you in advanoe, and hoping we are 
not presuming too muoh on your kindness, we 
are, 

Yours very truly. 

The Henley-Klmball Co. 

OBK/XB 

If you need more prospects, or if you could 
use them if you had them, put this idea to 
working today by calling on the printer right 
away. It is a sure plan for getting them. It 
has already worked out successfully. That 
guarantees its value to you. 



The Thousand Mile Conversationalist 

Mowing Pictures of Man Whose Left Ear Devours the "Big Family's'' Long- 
Distance 'Phone Pleas For More Cars Than the Factory Could Ever Build 



Expectant. 



Puzzled as to Hova to Help 
the Case. 



Doubtful. 



Absorbs Dealer's Kidding. 



Brotherly Advice on 
Shortage. 



WHEN you see "IS," dictation initials on your factory letters, that's Scjfwalt, the man with the bomb-proof left ear. Nothing In the world ever 
disturbed him. If Detroit were swallowed up in an earthquake and you had a shipment starting, you'd And "Sea;" inquiring If "It is off yet." 
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The Picture— Story of a Dealer's GRIT 



A. L. Maxwell, Lawrenceville, HI., was booked for an exhibit at the Mt. Carmel Show. 
Roads were absolutely Impassable, even to horses. There was no way to get there by train. 
But that did not deter Mr. Maxwell. He chartered a barge, loaded the cars aboard, arrived on 
time, got good publicity and made some sales. That's GRIT. Is It any wonder A. L. Maxwell 
has sold his entire allotment already? 
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V^J 'HE live wire dealer of Salisbury N. C, 
/ ^j is H. A. Rouzer, proprietor of the 
^t^/ White House Garage. One week re- 
cently, operating on the "task" system, 
he sold seven cars. Which is some pace. 

Porto Rico has purchased over double the 
number of HUDSONS as it has the car made 
by the HUDSON'S nearest competitor. In 
the list including the very low-priced class of 
cars the Hudson stands ninth in Porto Rico. 

Norman B. Ross moved fast May 1st. It 
was the opening of brook trout season. He 
caught a prize string of trout and sold two 
HUDSON cars the same day at Saratoga, 
N. Y. Go fishing every day, Norman, it seems 
to bring the orders. 

"Crankless for 6,000 Miles" might be the 
newspaper headline over the achievement of 
W. S. Lee, Wilkes Barre, Pa., who has run 
his demonstrator that distance without a 
crank. Wilkes Barreans, in open-mouthed 
wonderment, are depositing checks in his ex- 
chequer because of the feat. He is doing a 
tremendous spring business on the idea. 

Automobiles and dogs are the hobbies of 
Willis D. Sweet, manager 'of the Eureka 
Motoi* Car Company, Scranton, Pa. His fad 
comprises pedigreed canines and his business 
is high-class automobiles. Increasing business 
has necessitated a large addition to the com- 
pany's garage. That looks like prosperity. 

Dick Bacon is sleuthing through the "Big 
Family" for the relative who sold a HUDSON 
roadster, finished in the lead, into Minne- 
apolis, "Cash" Levy's territory. Dick asks the 
Triangle to print this adv : "Come on, agents, 
some one 'fess up and come across to Levy." 
Which motion the Triangle seconds, the facts 
warranting. 

"Hod" Barr, the genial Sioux City dealer, is 
accused of picking up considerable currency, 
these past winter months, singing at funerals. 
Any defense, "Hod"? 

Two Sioux Indians are driving HUDSONS 
they bought of H. H. Dillon, Lincoln, Neb. 
Some Indians show greater discernment than 
some white people in Dillon's territory. 

One of those who are coming long distances 
for the speedway races at Indianapolis is F. R. 
Mahoney, Northwest Canada distributor. 
Then he's coming to Detroit. Welcome, F. R. 

During the blizzards that put all other 
Omaha traffic at a standstill during the winter, 
Guy L. Smith's demonstrator never lost a 
single day of work. That seems to be the 
"Big Family's" snow-plowing record. 



The Triangle circular letters make the 
prospect declare himself one way or the other, 
according to R. B. Blair, Winona, Minn. He 
finds they eliminate the deadwood and ginger 
up the live ones quicker than any other 
method. 

Big Bill Moyer, Des Moines, is buried up to 
his hat in official titles. These were added 
this week: Chairman, House Committee, Des 
Moines Club; Vice-President, Hyperion Field 
Club. Bill is considerable clubbist. 

Smiley Dick Bacon's three-circle smile will 
make its home at Lake Minnetonka this sum- 
mer, where he has taken a cottage. Dick in- 
vites you and me and all of us. 

Mr. Ritter, Madison, Wis., dealer is happy 
again. A month ago he had seven cars to sell 
and ten days ago he was all sold out and 
there was a carload on the way. He declares 
he can sell all the factory can ship. A few 
days make a huge difference. 

Jim Menhall, Beloit, Wis., is full of ginger 
and is snapping up the orders on every hand. 

Keep your eyes open for publicity chances. 
Guy Smith, Omaha, lands publicity at an 
astonishing clip. The other day he shipped 
some cars overland to Platte Center. Next 
morning the papers came out with a three- 
column photo of the occasion. Good work, 
Guy. 

The "task" system is a mighty selling idea. 
Scores of HUDSON dealers are now using 
it with great success. Keep step with pro-, 
gress. Put the "task" plan on in your store. 
Work it on yourself, if you are a salesman. 

S. S. Toback, New York, worked out the 
long letter and short letter problem by actual- 
ly sending out long circular letters and short 
ones. More requests for the book, "How to 
Choose a Motor Car," came in answer to long 
letters. 

H. H. Dillon, Lincoln, Neb., keeps up a 
constant fire of circular letters on his pros- 
pects. Nebraska will show a big HUDSON 
business this year. 

How many prospects can you call on today? 

Get an order, too ! 



Owned Many Cars 
— His Opinion 

By BENSON F. SNYDER, Ogdensburg. N. Y. 

XWISH to say that my car is improving 
every time that I take it out, and I am 
better pleased with the car each day, 
and I will tell you frankly and sincerely, that 
I have never yet seen the car that I would 
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exchange this torpedo for; it suits me to a 
charm, and you no doubt realize what a crank 
I am to please, finicky as you will come in 
contact with over a car — but I AM PLEASED 
WITH THIS CAR— extremely so; it is just 
to my liking, and I KNOW, one of the classi- 
est cars on the market. 

I have experimented with and owned F — s, 

B— - — s, and have driven W s, P s, and 

various other cars, and especially during the 
last year, but for me, I think the Torpedo 
Hudson has them all beat on an average con- 
sidering all things. 

I intend to keep my car without a spot and 
always highly polished. It will always stand 
as a live ad for your business. 

No person can buy a car of better people — 
your house, and Mr. Mann is extremely care- 
ful to have a customer pleased and give them 
the bfst of treatment. 



How To Make Holidays 

Profitable In Orders 



nERE'S an idea, on making a holiday 
profitable, that I would recommend be- 
cause I know its value in landing 
orders : 

Four . days before the holiday send out a 
letter to your hottest prospects. Tell them 
about the holiday, inform them that for the 
benefit of customers the salesroom is to be 
open all day and extend them a cordial invi- 
tation to look over the cars at their leisure, 
when there is no need for haste. Point out 
that this can be done without interruption and 
with best results, inasmuch as they can take 
plenty of time and hasty decisions on certain 
points are out of the question then. 

Two days previous to the holiday mail an- 
other letter reminding them of the invitation 
and the first letter and repeat your request 
that they visit you on that day. Offer to call 
for them in the car at their home, if they de- 
sire. 

This will bring such prospects as can be 
closed on that holiday, if properly handled. 

Holidays have usually been considered use- 
less as business days, but there have been 
several instances where automobile dealers 
have turned them to profit. It is for the pur- 
pose of giving the entire "Big Family" this 
idea that this letter is written. 

Decoration Day, May 30th, is probably the 
next holiday in your territory. Get your let- 
ters ready to send out May 26th and May 28th 
— so that they reach the hot prospects May 
27th and May 29th. Then work hard to close 
them when they have shown responsiveness by 
coming to the store. 

You will find this idea is surprisingly well 
taken by prospects. 
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Factory Beats Its Aftril "Task;" 

Will You Equal Your May "Task?" 



By W. J. McANEENEY, Factory Manager 
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r ACTORY men beat their 
April "task" by thirty-five 
cars. 
That section of the "Big 
Family" exceeded the mark set 
for it by over a car a day. 

Many of these cars that were 
built in April will be sold by you 
in May — this month. 

It is appropriate that every 
salesman set himself a task for 
the remaining 17 working days of 
May — only 42 days remain in the 
fiscal year — and beat that task for 
May. 

It may be interesting for you 
to know how the factory exceeded its April 
"task." 

First let me explain that there are eight 
basic operations upon which the "task" system 
was applied. They occur in the following 
order : 

1 — Material Delivery. 

2 — Chassis Assembly 

3 — Rough Test. 

A — Painting. 

5 — Final Assembly. 

6 — Final Test. 

7 — Final Inspection. 

8 — Shipping. 

Their Tas\ Is Set 

?^1*T the beginning of the month of April 
^ I we notified all departments that we 
would expect them to produce an average of 
26 cars per day. 

The first effect of this is to bring about a 
friendly rivalry between each of the depart- 
ments and a general desire to keep up to 
schedule. 

Despite this enthusiasm, however, it has not 
been possible for us to keep up to schedule in 
all departments, but, fortunately for us, we 
were able to exceed the schedule in the four 
final operations. 

The first operation — delivery of material — 
held up the other departments somewhat, but 
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the fact that each foreman 
thoroughly understood his task 
for each day and knew imme- 
diately when he dropped below 
schedule and the necessity for 
keeping it up, resulted in the ex- 
cellent final result. 

Don't Overdo It 

XT would be a very simple 
matter to overdo the task sys- 
tem as applied in any line of work. 
Had we set a task of 800 or 
850 cars for the month we would 
naturally have fallen behind, and 
this would have had a tendency 
to discourage all departments. 

It therefore behooves a man who sets the 
task to be reasonable and to take into con- 
sideration all of the delays that might occur. 
For instance — a man in a town of a few 
thousand who sets himself, as a salesman, or 
his salesman, a task of selling one automobile 
per day is unfair. There is no likelihood of a 
salesman being able to accomplish the task, and 
unless you guess very closely on the possibili- 
ties of the market or the accomplishment — a 
task system would be a total failure. 

Now Yon Sell Them 

HET the factory's victory in beating its 
"task" be an incentive to you to pro- 
duce the equivalent of that feat during the 
remaining 17 days of May. I think the knowl- 
edge should be a stimulant to every salesman 
who is selling HUDSONS today. 

And when you consider that there are only 
42 davs left of the entire fiscal year of 300 
days it behooves us to get the orders just as 
fast as human energies will allow. 

Set yourself a task for the 42 days that are 
left — then fit enough of that total "task" to 
your remaining 17 days of May to give you 
something to shoot at. 

THEN BEAT YOUR MAY "TASK"! 
START TODAY! TIME IS FLYING' 




THE BIG IDEA 

Ever Lose a Sale This Way? 

By C. C. W1NNINGHAM, Adv. Mgr. 



gMAN who looked like ready money 
walked into the store of the HUDSON 
dealer in a certain town and said he 
wanted to buy a coupe. He made that flat 
statement and inasmuch as he had hunted up 
the Hudson dealer's establishment he had 
probably sold himself on the HUDSON, partly 
at least. He probably was familiar with 
prices, too. 

As the salesman led him over to the coupe 
which stood on the floor the prospect re- 



marked : "I don't want to pay over $1,200." 

"We have nothing at that price," the sales- 
man replied abruptly, "I'm sorry, but we can't 
do anything for you," and his manner changed 
from solicitude to indifference as he named 
the price of the HUDSON coupe. 

The prospect hurried out of the door with- 
out leaving his name. It had not been re- 
quested by the salesman. That was all there 
was to the interview. It took very little more 
time than it has taken you to read these lines. 
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It might be considered, that inasmuch as the 
man's attitude regarding price stamped him 
as a man without more than $1,200 to invest in 
a car, the salesman acted correctly in not wast- 
ing any more time on him. 

Facts in the Case 

X HAPPENED to know that man. 
If a HUDSON coupe cost $10,000 and 
he happened to want it, he wouldn't have 
batted an eyelash at the price. He is a man 
worth probably half a million dollars. But, 
like hundreds of other men, he will name a 
poverty price when buying goods, the infer- 
ence to the seller of those goods being that 
he cannot pay more. 

It is one of the commonest practices in busi- 
ness. Recognizing it is a part of the kinder- 
garten of business. But it went square over 
the salesman's head and he actually repulsed 
the order for a coupe. 

The prospect, who had come to the HUD- 
SON store first, walked down the street a 
ways and within an hour placed an order for 
a P coupe for which he paid $5,000. 

"They didn't seem to want to sell a HUD- 
SON coupe very badly," the prospect told me. 
"And I'm sure I wouldn't force anyone to 
take my business. So I passed it up." 
How He Could Hate Had the Sale 

I'M NOT reciting this instance because it 
makes me feel good to repeat it, but be- 
cause it will allow you, who are reading it — 
whether you sell cars in 'Frisco, New York, 
Portland, Me., or Seattle — to recognize the 
symptom and conquer it. I am punishing my- 
self by continuing to think about it. 

Inasmuch as that salesman couldn't sell the 
man the HUDSON price at that instant he 
should have instantly proceeded to forget 
price and sell him the car. 

He should have disregarded the man's re- 
mark entirely, for the time being, and plunged 
into his selling talk about the comfort of the 
car, its easy-riding qualities — the fact that it 
combined the function of an electric and a 
gas car — the absence from trouble, how it was 
built on the HUDSON "33" chassis, its lux- 
uriousness and the myriad other selling points 
relating to the coupe. 

In short, he should have begun selling the 
car. By the time that was done the prospect 
would undoubtedly ask the price, which gave 
the opportunity to make comparisons with 
higher priced coupes and thereby establish in 
the prospect's mind the basis of the price. 

And by that time the salesman would have 
known through the man's interest whether he 
had more than $1,200. 

With that foundation sufficiently planted, 
then is the time to spring the price proposition. 

Don't Lose Sales Ghat Way 

il^ITH these facts revealed to you, don't 
vlx lose any sales that way. Before you 
have talked with a prospect very many mo- 
ments you will have learned his case. 

And when a man looses the oldr story about 
not wanting to fay more than so much — aiui 
you realize that he must know something or 
your ear, its price, etc., or he wouldn't have 
come to the store — you know back in y«w 
head that he's got the price or he wouldn't be 
there looking over the car. 

So for the same reason that you steer away 
from other resistances in selling, omit price 
until you have sold the man on the car. 

For instance — whenever I go into a haber- 
dashery to buy shirts the first thing I ask is 
to look at the $1.50 shirts and I just as in- 
variably wind up by buying $3 shirts. You 
wouldn't think salesmanship would be at such 
a premium in that line of business, but my 
case proves it. 

Upon inquiry I have found that the plan of 
working a customer up to better goods is a 
science in selling haberdashery. You can add 
it to your selling equipment if you will re; 
fuse to be balked by the man who deliberately 
comes to you and rates the price he wants to 
pay as lower than the price at which your car 
sells. 

Don't lose any more sales on such phantom 
snags. 
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to get the first sales. It came to him that at 
that time he was full of enthusiasm. He fair- 
ly dragged the orders away from reluctant 
prospects. He literally carried people away 
with his enthusiasm. 

Then he said to himself: "I certainly ought 
to be dozens of times more enthusiastic than 
I was then because the cars have made good 
beyond every expectation of every man who 
has purchased a Hudson." 

As he thought of what a salesman he had 
proved himself before, his opinion of him- 
self rose. He forgot his failure. He began 
to get a little conceited about his success. The 
knowledge that he had a good car began to 
cheer him up. And with the renewed growth 
of his self-respect he began to feel "power- 
ful" — irresistible. 

Again ^ he read over what he had written 
about the results from the various cars and 
the owners' statements. Again he reviewed 
competitive cars' results. Again he hashed 
over in his mind the fact that he was "some 
salesman." 

This dealer was again beginning to believe 
in himself and the goods he sold. He was 
getting back his self-confidence, his punch. He 
felt that right then he'd like to tackle some 
hard prospect. There being none at hand he 
laid out a list upon which to call the next day. 
By that time he was enthusiastic. 

He had re-sold himself! 

He had generated his enthusiasm all over 
again. He had won back self-respect. He 
was prime for giving any competitor a stiff 
battle for business. 

Cheerful Again— the Result 

aND I tell you I was cheerful again after 
a month of glooms. I slept soundly that 
night for the first time in a month because I 
had decided to get out and give them the fight 
of their lives the next day," he told the writer 
in recounting the experience. 

"Well, the next morning bright and early I 
went over my dope again. I had it typewrit- 
ten and I studied it— I guess I knew it by 
heart when I started out to make my first 
call in my demonstrator. I called on 10 pros- 
pects and my enthusiasm, confidence and ab- 
solute belief in the car, founded on facts, 
landed an order from the man I considered 
the easiest prospect of the lot. 

"That started me going. You couldn't have 
held me inside of iron bars. I went to it -ham- 
mer and tongs with every prospect on the list. 
Before the end of that same week I had 
knocked down two more orders from the orig- 
inal list of ten hot prospects. And business 
kept up steadily for me from that day to 
this. 



Keeping YOURSELF Sold 



By E. H. BROADWELL, Vice-President. 



^l'HE story behind the success of a cer- 
I ^j tain Hudson dealer in a small territory 
^^X in the west contains a strong moral 
for every man selling automobiles today. 

This dealer of course did all his own sell- 
ing. He had one man who tended to the gar- 
age and furnished owners and others with 
service. 

The dealer had made a number of sales 
within the six months previous to this inci- 
dent. But about the time our story com- 
mences he was in the dumps. He had been 
that way for several months. He had lost 
his self-respect. He had begun to think he 
personally wasn't of much account because he 
was not landing the orders. Competitors were 
breaking in on his small list of prospects and 
things were gloomy. 

He simply wasn't getting the business — and 
he laid it to himself, which was correct, for 
he seemed to have lost his punch with the 
rapid disappearance of his own respect for 
his own selling ability as a result of loss of 
sales. 

One night he got to musing over the list 
of people who were going to buy cars within 
the next month or so and he couldn't see much 
chance of landing their orders. His respect 
for himself and his product were dwindling 
fearfully. 

He was very despondent. 

With a pad of paper in front of him he 
began instinctively to write down the names 
of the few owners of cars which he had sold. 
Opposite them he set down the probable mile- 
age which these owners had secured. That 
set a train of thought to working and he esti- 



mated the work which had been done on the 
cars since they were purchased. 

Take An Inventory 

^T\HEN in another space opposite the names 
^y he wrote remarks which had been made 
to him by the owners as to their opinions of 
the cars after having driven them considerable 
distance. 

He next summed up the whole thing and 
revolved in his mind some of the experiences 
of prospects who had bought competing cars. 
The net of it was that the Hudson had shown 
up several hundred per cent ahead of the 
competitive makes. 

Figuring and thinking for several hours 
gradually produced in his mind a definite re- 
spect for the product he was unsuccessfully 
trying to sell. He thought of his dealings 
with the Hudson company. They had all been 
pleasant. 

Surely with the right car, the fault lay at 
his door for his failure. 

He determined he must be talking the car 
wrong. He analyzed his usual discussion 
with prospects. Positively it did not have the 
punch of the selling talks which had sold the 
first few cars. That brought to mind the 
points and discussions which had resulted in 
his early success — which brought his first or- 
ders when only one or two cars were work- 
ing in the territory. 

Revitalizes Early Selling Talk 

HOOKING backward he began to admire 
himself for closing the first few sales. 
He guessed as to what had done it. He re- 
viewed the selling talk that he had handed out 
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"That is the thing that has made me a suc- 
cessful automobile dealer and salesman. I 
wouldn't be worth shucks if I hadn't discov- 
ered how to keep myself sold on f y<> ur s truly' 
and on the car itself." 

That dealer is one of the most suc- 
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cessful personal salesmen, his field and terri- 
tory considered, in the "Big Family" today. 
He keeps himself sold every minute. The min- 
ute he begins to get "unsold" he becomes 
panicky and remedies the condition. 

Be Honest With Yourself 

©UT when he wasn't sold himself, he was 
not honest with himself. He was doing 
himself an injustice trying to sell goods that 
he didn't believe in himself. 

You must be sold if you expect to sell any- 
body else. No man can persuade others to 
buy goods that he doesn't believe in him- 
self, because people don't buy because you 
"want" the order. You've got to make them 
"want" the goods. 

Making them want the goods means you've 
got to be sold. You can sell yourself just 
as did this dealer. Then you'll be honest with 
yourself, for you'll be full of pep and you'll 
be willing to lay down your own money for 
the goods you ask others to pay for. 

Now then, my friend, if this doesn't hit 
you square between the eyes, it at least partly 
fits your case. Because you can never be too 
well sold on the car. 

Run over these incidents, in detail and fully, 
in your mind and then go out and ram out 
some home runs in sales. It's that enthusiasm, 
ginger and sincere belief that knocks the or- 
ders down where you can reach them. Start 
this scheme today. // works. 



Little Selling Stories 
That Contain Valuble Tips 

/ — It Pays Ncoer to Give Up 
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By E. W. LESLIE, Sales Manager 
Hudson Sales Company, Los. Angeles 

[EMBERS of the "Big Family" will be 
interested, I believe, in hearing of a 
recent Johnny-on-the-spot deal which 
was pulled off by Mr. A. L. Arnold, manager 
of this company. It was surely a mighty good 
one. 

A doctor 'phoned to Mr. Arnold about 5:14 
one evening asking the price of a New Self- 
Starting Hudson "33" and when it was sug- 
gested that he look the car over before con- 
sidering the price, he stated that he had 
already made a deposit on an O . 

He was just wondering, he stated, what the 
price of our car was. 

A little persuasion was used by Mr. Arnold 
and while the conversation was being carried 
on Mr. Arnold hustled one of our energetic 
men to the office and succeeded in getting the 
doctor to take a few moments and look over* 
the Hudson roadster. 

The physician stated that he was pleased 
with the car and regretted somewhat that he 
had made a deposit, also that his wife had her 

heart set on an O . Fortunately, the 

lady was present and replied that she had not 
had an opportunity to see the Hudson and in 
fact was very much pleased with the car and 
would not permit him to make such an excuse 
as she really preferred the Hudson after see- 
ing it. 

At this crucial point Mr. Arnold insisted 
upon her taking a short ride. She got into 
the car and when they returned she was 
deeply impressed. That was at 5 :40 p. m. 

At 5 :45 p. m. the doctor wrote out his check 
for the Hudson. That shows the sale may 
never be lost — not even after the prospect 
has made his deposit. Such instances as this 
are rare, but you can readily believe that it 
pays never to let up. 

The doctor walked next door with a pleasant 
smile and told our neighbor that he had 
changed his mind and had purchased and paid 
for a Hudson. What became of the deposit 
we did not ascertain. We were really not 
much concerned, as the doctor is accustomed 
to "handling serious cases with successful 
results." 



Louie Wins Hat by Exceeding 

"Task"— £irf Sells Wrong Car! 

By L. J. ROBINSON. Southern District Sales Manager 



/f^\ E careful the "task" system doesn't 
jf^l catch you in its back-lash like it did 
^i^ Mr. M , southern district man- 
ager for the M car. It was a huge 

joke on him. 

Louie Vaughn is the star city salesman for 
our Atlanta, Ga., distributors, who also sell 
that car. Mr. M. was visiting Atlanta a few 
weeks ago. He had a happy thought with 
which he aimed to stimulate Louie into selling 
some of his cars. 

So he set Louie a "task" of 3 sales between 
that Saturday morning and Saturday of the 
following week by betting him a hat he 
couldn't sell 3 cars in that time. 

Louie gritted his teeth and went to it. 
Before 6 o'clock the night the bet was made 
the salesman had sold and delivered 2 new 
cars from the stock on the showroom floor. 
The next Monday the third sale came across 
the pan and before the end of the week 
Vaughn's total was 6 cars — almost a car a day. 
This was one of the biggest weeks in Louie's 
career as an automobile salesman and the 
"task" system was responsible. 



Sold the Wrong Car 

©UT the awful tragedy of the bet was that 
they were Hudson cars he sold, not 

M cars, the southern district manager 

discovered when he happened into Atlanta 
next time. Unfortunately he had stipulated 

"cars," not "M " cars, and Louie 

naturally hued to the lines of least resistance 
so that he is to-day the proud possessor of a 
new hat for selling Hudson cars at the other 
company's expense. 

After I heard about it in Atlanta, it was 
recited to me by Mr. M. himself. He says it's 
a good joke on himself. He said that when 
he made the proposition he thought of course 
his own cars would be sold, but did not state 
that such was to be the case when the bet was 
made. 

"Setting a 'task' for the other fellow's bene- 
fit" is the way the M man puts it, but 

it goes to show what a man can do with the 
"task" system if he actually makes up his 
mind. It gives him a definite mark to shoot 
at. Louie overshot his mark 100% ! 

Now, Louie, I'll bet you a hat you can't do 
it again. Take me up? 



Making Your TELEPHONE Conduct Correct 



^^■J ELE PHONE conversations frequently 
€ J indulged in by salesmen in calling up 
^^^ prospective purchasers and in answer- 
ing inquiries made by customers have an im- 
portant bearing upon the standing of the firm 
and the salesman in his community. 

So important is this fact considered that 
one prominent firm gives each of its employes 
a printed slip which reads as follows : 

"In talking over the telephone the tone of 
your voice will make either a friend or an 
enemy for us! If you are talking with a cus- 
tomer face to face, and let impatience get into 
your voice, he may overlook it because he 
sees by your face that you really mean to be 
courteous; but if you let the slightest touch 
of impatience or irritability get into your 
voice when talking over the telephone you are 
sure to lose for the house." 

Another very important automobile com- 
pany makes it a point to keep in personal 
touch with its salesmen and other employes 
in the general matters of policy and behavior. 
It urges against the tendency of undue haste 
that comes from the possible swiftness of 



doing business by telephone. 

Ta%e Plenty of Time 

"(C\ E sure to take plenty of time to make 
*^/ your position understood, and espec- 
ially if you are telling a man that you cannot 
meet his views or his proposition." This is of 
great importance in cases where claims are de- 
manded and criticisms are made of service. 

The United Cigar Stores Company requires 
all its employes to say "Thank you" to every 
customer. It must not only be said but it must 
be said as if the clerk really meant it and not 
perfunctorily. The telephone is a time saver 
but it also is a customer loser if the operator 
or the clerk or the salesman shows undue 
haste or irritation at the questions that are 
asked over the telephone. 

Dealers and their salesmen will profit a great 
deal if they will observe the manner of speak- 
ing of themselves and their associates. To the 
man who calls you on the telephone and asks 
even an absurd question, to him it is a vital 
subject and his good will is essential to your 
success. 
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But the Lyon people saw a selling advantage 
in the factory's telegram and theirs. They 
saw that the two telegrams and the story 
behind them was "inside information" for 
prospects that Hudson cars would quickly be 
at a premium, because demand was in excess 
of factory production. 

They saw the opportunity. They grasped 
it by putting the two telegrams into a page 
advertisement which was closely related, in its 
wording, to the prize contest then going on. 
The advertisement is herewith reproduced 
and it strongly demonstrated to motorists 
that an actual shortage was imminent; that 
quick action was necessary if the prospect 
was considering the New Self-Starting Hud- 
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Bacon, have planned a big chicken shoot for 
this fall. Great destruction of game is ex- 
pected. 

The sympathy of the Big Family is extended 
to Dr. E. I. Williams, director of athletics at 



Strictly 



G BERLIN BOYD, Kansas City, Mo., 
put across 17 sales in the past 2 weeks. 
•He had 10 days of fine weather and 
worked day and night making it yield the big- 
gest possible profit. Hats off to the K. C. 
bunch. 

An Oklahoma banker came to Oklahoma 
City to shop for cars. Jack McClelland got 
on his trail about 20 minutes after he landed 
and got the order for 3 cars. 

Pete Calhoun of the Fulton Auto Co., 
Hudson distributors at Atlanta, says that 
one of the greatest assets to getting the busi- 
ness is to have a goodly number of our cars 
on tfie streets. Guess Pete knows. It seems 
as though every other car that passes in 
Atlanta is a Hudson 33 and Pete and his asso- 
ciates keep putting them over at a rate of 
about six a week. 

President J. W. Goldsmith of the Fulton 
Company vows on his oath that a man, whom 
he had never seen before, came into the store 
the other day and said: "I want to buy one 'o 
you-all Hudson cars. Just don't dare buy 
anything else. Seems like every car on the 
street is a Hudson and I guess that's good 
enough recommendation for me." He bought. 

Jim Frazer of the Imperial Motor Car Co., 
which concern sells Hudson cars in the Nash- 
ville territory, is a booster for advertising and 
publicity in the local papers. Jim began an 
extensive advertising campaign the first of the 
year and since that time has sold more cars 
than ever before in his entire automobile 
career. In addition to selling Hudson cars 
Mr. Frazer and his company operate a taxi- 
cab line. An old truck which was formerly 
used as a hurry-up wagon to taxi cabs in 
distress has recently been put into service 
carrying the early editions of newspapers to 
the trains out of Nashville and in return The 
Imperial Company gets all of the publicity it 
can make copy for. Of course they do display 
advertising but even this gets preferred position 
and that is usually worth half the price of the 
add. Jim says he can use all of the publicity 
and all the Hudson "33's" the factory care to 
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The Best Salesman is a "Factory of Ideas" 



\^^/EXANS have got to be shown as much 
M ^J as Missourians. With this thought 
^_iV in mind, C. W. Roberts, who covers 
outside territory for Fred P. Warren Com- 
pany, San Antonio, started out to dig up and 
sell prospects in that section of Texas. 

"You can't sit in an office chair and talk 
over the top of a mahogany desk and get 
the business," Mr. Roberts reasoned. Con- 
sequently he became a human idea factory and 
racked his brain for ways to prove the merit 
of the product he had to sell. 

He pulled off dozens of little stunts to sell 
his prospects and today he is the holder of a 
splendid selling record and has secured a great 
number of orders out in a territory that is 
considered hard to work. 

One of his ideas, which is responsible for 
his bigness as a salesman, is described by the 
editor of the Hondo (Tex.) Times in a front- 
page story— another valuable advantage Mr. 
Roberts gained by digging up selling ideas. 
As you go over this, read between the lines 
for the selling value of the trip: 

BADIATOB SEALED. 
Car Makes Trip Covering 950 Milefl. 

"After being out for fourteen days and covering 
over 950 miles, C. W. Roberts returned Friday morn- 
ing to Hondo in his "Hudson 33," the radiator of his 



car still sealed as it was when he left here on 
March 21. 

"Mr. Roberts set out to demonstrate the perfect 
qualities of the motor used in Hudson cars. In 
order to prove this he asked that the radiator be 
sealed so that it would be impossible to refill it 
without breaking the seal. This was done, Mr. P. 
Jungman sealing it with his seal. 

"From here Mr. Roberts drove the car to Uvalde, 
Barksdale, Rocksprings, Sonora, Eldorado, San 
Angelo and^ back to Sonora. From Sonora to Junc- 
tion City, Kerrville, Boerne and San Antonio. Then 
from San Antoifio to New Braunfels and back, to 
Jourdanton and back, and then to Hondo, covering 
in all a distance of 950 miles. Besides this several 
side trips and demonstrating trips were made. Two 
dajS were spent pulling through mud, which has a 
great tendency to heat the engine, as will be readily 
understood by automobile users. 

"That the truth of the statements made by Hudson 
people in regard to the motors are well-founded has 
been proved beyond a doubt. 

"The radiator on this car when full contains about 
four gallons of water, and when it was refilled in 
Hondo Friday by the editor and Mr. Roberts, it was 
found to take only about three quarts. 

"That the trip was actually made as stated the 
editor has evidence to prove, as cards were forwarded 
here by Mr. Roberts from a number of the points 
visited." 

That trip and Mr. Roberts' spectacular 
method of playing it up, getting the radiator 
sealed, getting the editor in on the deal and 
other points, are responsible for its success. 
It pays to be a human idea factory. 

It pays in orders. 



Competition and MANNERS 

XX THE DAYS when the store at the crossroads was the only uiie 
in eighteen miles, the storekeeper with his feet on the counter 
miLi'lit continue his target practice at the sawdust box until he had 
finished telling the loafers how lie caught six coons tip one tree, while 
the impatient customer waited for him to reach the period where he 
would turn and aggrievedly demand, "Something ?" When there was a 
store on each side oi him, and one across the street, he learned to put on 
a clean shirt, sweep the lloor, smile and saw "(lood morning! I low's 
crops?" When Mrs. J I eight's husband had three competitors crowd- 
ing him close, she does not snub the wives of his patrons. Where a 
man is undisputed boss of his territory, either in business or politics, he 
i- too strongly inclined to acquire the manners of a despot, (jiven 
plenty o\ competition, he soon leans to rub off sharp corners, bottle 
up has;\ temper, restrain glaringly selfish inclinations, and treat his 
fellow men with consideration, ( i« «>d manners are infectious. When 
the merchant, and the railroad, and ihe politician, and the professional 
man become polite to all the people, the people rapidlv acquire good 
manners aNo. There are some who are insliuciively courteous ami 
well-mannered regardless of any material coiiMderation, but most men's 
manners are shaped, like their lives, by forces that make their dailv 
bread.- Collier's. 



Get Your Gear Out of Neutral ! 

Jent llvln' 'louj? from dny V day, 

Nothin' perticler doin,' 
Jent pokln' 'round th* Name oV way, 

Not nearln' wealth or rooin.' 



Old Hens and Small Chickens 
Rouse Fear in Arnold's Heart 



HITTLE things ofttimes unseat the fond- 
est hopes. 
When Rameses sprang the above line 
on the philosophers of his time, he little knew 
that the fittest application of his regal wheeze 
was to be the offer of an Orange, Cal., man 
to trade a furnished residence, a good horse 
and buggy, a five-year-old mare, a rubber- 
tired rig, a few fruit trees, a dozen old hens 
and fifty small chickens for a New Self-Start- 
ing Hudson "33" 

Where Rameses' line fits in, however, is in 
the fact that Manager H. L. Arnold of the 
Hudson Sales Company, Los Angeles, was 
scared out by the small chickens. He was 
seriously considering the trade when he be- 
came aware of the truth that the small chick- 
ens would be included — fifty of them — and 
then he changed his mind, feeling that the care 
of the chicks might prove a little strenuous. 

To get a keen grasp of the situation, you 
must read the offer: 

"Dear Sir: — As I have seen your ad in the paper, 
a Hudson for sale, I would like to know if you 
wanted to trade for a residence in Orange, furnished 
house five rooms, good horse and buggy, five-year-old 
mare and rubber tired rig. There are also a few 
chickens, a dozen old hens and fifty small chickens. 
There are a few fruit trees just loaded with fruit, 
good lawn, lots of roses and different flowers. It is 
one block and a quarter from the Santa Fe Depot 
and two blocks from Main street in town. 

"Property is selling all around in this neighborhood 
for $3,000 and up. But ask $2750 for ours because 
we want to go North and I want a machine (a Hud- 
son) three passenger in good order of course. So if 
you have anything in trade let me know. 1" 

The mention of the small chickens proved 
the undoing of the deal. That scared Mr. 
Arnold away. Perhaps they were too small. 
Frys at least should be demanded in ex- 
change for a car. Too bad. 



Magnificence of Coupe 

Puzzles a New Relative 



XT takes a new member of the "Big 
Family" to give you a correct perspec- 
tive on the excellence of the product 
you, as a salesman, are selling. 

Old "Big Family" members get used to the 
beauty of the car. They see it all the time. 
But a fresh viewpoint is afforded when you 
get the enthusiasm for a new "Big Family" 
member. That's the acid test of the goods. 

James W. Buck, of the Buck Motor Car 
Company, has the Davenport, Iowa, territory 
for the Packard also. The first coupe he re- 
ceived was a genuine surprise to him. He 
thought it was a car for show purposes. His 
letter tells the story and give a fresh perspec- 
tive that is valuable to you: 

"The Hudson coupe which you recently shipped to 
us arrived a few days ago and we wish to assure you 
that it was a genuine surprise to us. We had no 
reason to expect anything so elegant and so well-made 
as the body of this car. 

"There is just a little doubt in our minds as to 
whether this is a regular body or gotten up for show 
purposes, and as we expect to sell more of this type 
if you can furnish them we would like to hear from 
you as to whether the coupe you furnished us is 
regular stock. Assuring you again of our apprecia- 
tion of this fine job, we are, yours very respectfully, 
Buck Motor Car Company, J. W. Buck.' 1 

The car was merely a standard job, of 
which a number have been sold this year. 

This has another value to you, in that it is 
the opinion of a Packard man. That is the 
last word in motor car judgment. 
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DEATH GETS 'MAN WHO STOOD STILL' 
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Aurera, 111.. May IS.— The^ death 
of D. W. 8tockwell, of this city, In 
Hawarden, Canada, marked thr. 
passing* of one of the quaintest 
characters in Illinois. 

He was known as the "man who 
stood still." J 

An owner of one of the biggest 
stores In northern Illinois, outside of 
Chicago, during the civil war..- he 
prospered. After the war he failed 
to keep abreast of' the times 'and 
I he tame goods which he can I ad 
then today adorn the shelves and 
show windows of the store. 

Iftve >ears after the war he was 



still making a proat. Jn 10 years 
more the *lace was a curiosity 
shop, and has continued* so. The 
hjop skirt, barber-striped hose, J*t 
jVwelry and like antlqult'e* con- 
tinued a part of his stock. 

In latter years, ne was the only 
one who entered the place except 
viiltors to the city. He did no ad- 
%crtlt'.ng. He had abou*. Sio.uoo 
vicrth of goods and settled dwn .o 
wait for customers who never 
tame. He was at business at 7 
o'clock each morning, and Remained 
until 6 o'clock »n the evening. He 
was 77 years old. 
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EAD the above article, and then ask 
yourself the question, "do I in any 
way resemble this "Man Who Stood 



Still ?" 

"Am I one of those distributors or dealers or 
salesmen who are adhering to old ideas, old 
fancies, who cannot make up their mind to 
change — to adopt new and modern ideas?" 

Are you one of those who are content and 
satisfied to let "well enough" alone? Are you 
one of those who are not taking advantage 
of the opportunities around them, who con- 



Los Angeles Most Success- 
ful Automobile Merchant 



duct their business in a listless sort of a way, 
who do not cover all parts of their territory, 
who do not keep their salesrooms clean, neat 
and orderly at all times, who do not have the 
highest degree of efficiency in their salesmen 
and employees and do not give careful con- 
sideration to the suggestions of the company 
with a view of constantly increasing the 
efficiency of their organization and profit to 
them in the business? 

There are only two classes of men who do 
not change their minds — fools and dead men. 
We progress through change. You can never 
make any improvement without change. If 
you do not change, you are standing still and, 
like the "Man who stood still," eventually your 
trade leaves you — you become an object of 
curiosity and literally, a DEAD ONE. 

A Powerful Reason 

J^\AKE the lesson taught by the "Man who 
\^S stood still" to heart; consider this in the 
right spirit and make up your mind now that 
you are going to improve every opportunity 
that comes your way; that you are going to 
improve your organization, increase your sales 
and make more money in your business. 

You can do it if you will. 

The beginning is the hardest part. Deter- 
mine to have an open mind, to listen to sug- 
gestions to you on new ways, new plans and 
above all, get action. To remain inactive, to 
stand still, not to advance and improve, mark 
inevitably the approach of decay and ultimate 
death in a business way, just as it does in life. 
The principle is the same. 

Are you one of those who continually look 
for an excuse or a reason as to why they are 
not following the suggestions of others who 
have been successful? Too frequently, it is 
the case that we find it easy to make excuses 
for ourselves and our shortcomings. If we 
are not doing as we should, we say that con- 
ditions surrounding us are not the same — 
that, it is different in our case. 

AliVe to Every Suggestion 

QO greater mistake can be made in assum- 
ing this attitude. The person who is 
accustomed to looking at every suggestion as 



Two Big Automobile Men 



Dr. Steese (at left). Secretary of the A. Elliott 
Kanney Company, Mew York, and A. Elliott 
Ranney During a Recent Visit to the Hudson 
factory. 



if it had to do with something away and apart 
from him, forms a bad habit. It is like a shell 
which surrounds him and keeps him, as it 
were, in a cage. It is impossible for good 
to reach him. He dies like an animal in a 
trap. 

Are you one of those in a shell? If not, 
then you will be alive to every suggestion. You 
will apply every thought which has been suc- 
cessful in a business way to your business 
and conscientiously see if you cannot get some 
advantage out of it. 

Some dealers and salesmen fail because of 
their pride. They think that an idea which did 
not originate with them cannot be a very good 
one. They are not open minded. They are 
not willing to listen to the suggestions of 
others who have been successful. How fool- 
ish this is. Around us everywhere we find 
suggestions, we find successful people, we get 
ideas from them. It costs us nothing. Why 
not try these ideas and suggestions? 

Many of them have been offered by the 
Hudson Motor Car Company, yet, generally 
speaking, some of the suggestions have not 
been adopted by you and carried out as thor- 
oughly as they should have been. Are you 
going to continue to do this? It is your suc- 
cess and your advantage which demands your 
first consideration in answering this question. 
Don't stand still. 



Plan Your Work- 
Then Work Your Plan 
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"Whistling Mac" Who Performs 
4 Stunts at a Mile-a-Minute 




m 



A. McCULLA, 
alias "Whist- 
re ling Mac" — a 
member of the Hud- 
son engineering board 
— took some of the 
factory men for a ride 
the other day. 

Now Mac is a de- 
mon driver. He is a 
former racing driver 
and has a string of 
victories several miles 
long. To show his de- 
moniacal nerve, once 
he won a race in Aus- 
tralia after driving 
nearly 500 miles with a 
broken jaw. 
So when Mac took the factory men for a 
ride, their timidity compelled him to keep the 
speed down to 60 miles an hour. It had been 
raining 2 days and the roads were 2 feet deep 
in mud. 

The ordinary man on such ferocious roads, 
at 30 miles an hour, would have been busier 
than a one-armed paper hanger with the hives. 
Yes it was pretty tame for Mac, but while 
doing a mile a minute he busied himself 
whistling, cleaning the rain off the windshield 
with his right hand, keeping the car in the 
road with his left hand on the steering wheel 
and telling funny stories occasionally. 

The factory men in the car gasped, their 
eyes rolled and several of their goats just 
naturally disappeared over the side. But Mac 
kept whistling, cleaning off rain and telling 
stories. 

When they came to a good road and the 
palor had vanished they nicknamed him 
"Whistling Mac." Their gratitude for Mac 
saving them from being dashed to pieces was 
expressed in a box of good cigars. 



Consulting Engineer 

A Hudson Enthusiast 



By T. J. WEBER 

Consulting Engineer, United Light & Railway Company, 

Grand Rapids, Mich. 

XT would be a pretty hard matter for me 
to pass criticism or to make comment 
on any particular part of my Hudson 
car for the reason that the Hudson car in its 
entirety is not only graceful in design but 
every part of the material in the car, as well 
as its workmanship, is of the highest class. 

I consider the motor in the Hudson about 
as perfect in operation as to bring it in a class 
of superiority in itself. 

The extremely courteous treatment and at- 
tention that has been extended to the writer 
since purchasing this car from your company 
(Stratton & Woodcock Auto Co.) should 
prove a large asset to the Hudson Motor Car 
Company, and for these facts you can feel at 
liberty in using my name as a reference to an\ 
prospective customer. 



Water Boils in Cars in Shrin- 
ers' Parade ; Hudson's Cool 



What SIZE Man Am /? 



aSK yourself that question: "What size 
man am I?" Are you a "10-car sales- 
man" in a small city or a "30-car sales- 
man" in a large city? 

A good salesman in cities the size of Den- 
ver, Detroit, Minneapolis, St. Paul, Des 
Moines, Dallas, Kansas City, Los Angeles, 
'Frisco, Seattle, St. Louis, New Orleans, 
Atlanta, Pittsburg, Buffalo, Cleveland, Indian- 
apolis and Louisville usually can sell from 30 
to 35 cars a year, retail. 

In New York, Boston, Chicago and Phila- 
delphia the figure is bigger. 

But the thing to do is equal or exceed stand- 
ards of the very best salesmen of those cities 
and work against that kind of a "task." Find 
out whether you are a 10-car man, a 25, 30 or 
35-car man. Decide which class you belong 
to. If you figure you can sell 10 cars a year 
then put your annual "task" just a little higher. 
Make 10, 18. 25, 30 or 35 cars your "task." 

Progressive Hudson dealers and salesmen 
in all sections of the United States are work- 
ing on the "task" system — and getting better 
results than when they worked without any 
target to shoot at. 

The first of each month they size up con- 
ditions. They decide that from their number 
of prospects, from their knowledge of which 
prospects are closest to the point of ordering, 
from the number of cars they can get, that 
they can sell 5 or 6 or 10 cars that month. 

Then they get out and sell that number. 
Many dealers have put all their salesmen on a 
"task" basis because it is of mutual benefit. 



OURING the week of the Shriners' fiesta 
in Los Angeles the Hudson car was 
called upon to take a very prominent part in 
all the parades, it being given the honor of 
leading all three main parades. 

The cars were driven at a walking pace — on 
low speed for over three and one-half hours 
in every event, and it is remarkable that any 
car could remain cool under these conditions, 
but the Hudsons did, while a bunch of others 
boiled badly. 



The salesman and dealer both profit as a 
result. 

Onlp S Daps Left in Mop 

i^vHERE are only 5 days left in May. 
^^y You can be a "35-car salesman" for 
those days if you will merely decide to be. 

The way to do it is to figure out carefully 
the number of cars you can sell during the 
remaining 5 days of May. Then add a car 
to that number for good measure. Make that 
figure your "task." 

Then get out and sell those cars. Go at it 
with as much energy as if your salary abso- 
lutely depended upon it. 

Your progress does depend upon it. Your 
bigness as a salesman depends upon it. 

Line up your prospects and then go to it 
hard. First go to the easiest-to-sell prospects 
on the list. Concentrate on them for a good 
part of your time. Use every strategic plan 
you can think of to get their orders and com- 
plete your "task." 

The way to successfully utilize the "task" 
system is with plain hard work. 

You will be surprised how you can hit the 
bulls-eye when you combine hard work with 
the "task" system — an actual mark to fire at. 

Ask yourself how many cars you can sell 
for that last 5 days of May. Then sell that 
number — and more, if you can. 

That will answer the question: "What size 
man am I?" 





Strictly Persona/"! 





^" g*OU have a new relative in New Orleans. 
1^1. He is H. A. Testard, the oldest in the 
yS^ business in the Crescent City, and, be- 
lieve us, the livest and most representative. 
He was the pioneer of the bicycle business in 
New- Orleans as well as the pioneer auto- 
mobile dealer. He had the first automobile 
that was ever shipped to New Orleans. It was 
a three-wheeled vehicle. He ran it three 
blocks. Then he shipped it back to Milwaukee. 
But he stuck to the business and when regular 
automobiles began to be built, Testard was 
there. 

He has always handled a good car. 

Three years ago he wanted the Hudson 
lin?. He came to Detroit and applied for the 
agencv. Then he waited for it. This past 
year he turned down probably half a doz^n 
agency propositions, some of them generally 



considered good. He wanted the Hudson, a 
car he could do justice to. 

His salesroom has the best location in New 
Orleans. It is on St. Charles street in the 
business center of the city. New Orleans peo- 
ple are guided by friends' advice in purchasing 
motor cars. Scores of New Orleans people 
when asked about what cars are performing 
well will say : "Go see Testard. He'll advise 
you well and you won't go wrong on what he 
tells you." 

Two notable automobile men, A. Elliott 
Ranney and Dr. Steese of the A. Elliott Ran- 
ney Company, New York distributors, were 
factory visitors last week. In addition to the 
automobile business Mr. Ranney is interested 
in several big New York enterprises. Dr- 
Steese, when not concerned with the number 
of Hudsons Manhattan buys, maintains the 



Actor John Drew at the Hudson Factory. Both He and His 

Manager, J. H. Mears Bought Cars, Delivered to Them 

Through the A. Elliott Ranney Co., New York. 
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reputation of being one of America's greatest 
oculists. 

E. T. Jones, Akron, O., called at the factory 
for a touring car he had specified in March. 
His territory is yielding him a big Hudson 
business this year. 

With two prospects he sold last winer in 
tow, E. E. Parker, Kalamazoo, Mich., jour- 
neyed in to the factory and assisted by the cus- 
tomers, drove home a roadster, touring car and 
torpedo. Parker is closing them in handfuls 
just now. 

A. B. Mohr, Mohr Auto Company, Bay City, 
Mich., swooped down upon the factory with 
the hankering for the touring car he had or- 
dered for spring delivery and drove away one 
of maroon. 

J. E. Gomery, Gomery- Schwartz Company, 
Philadelphia, was also a factory caller. Ed 
isn't much on vanity and while the Triangle 
hankers for his photo, we don't know 
how to put the proposition. In the act of ap- 
proaching him we suddenly lost courage and 
inquired about business in Philadelphia, which 
was good. 

President Arthur M. Day of the A. Elliott 
Ranney Company, and Samuel S. Toback, gen- 
eral manager, surprised the factory with a 
flying visit last week. Lots of notables last 
week. The Ranney men are ripping off the 
orders with some celerity. 

Eight orders last week — over a car a day — 
is the clip at which the Hudson Sales Com- 
pany, Dallas, Tex., is traveling. Rose and Fos- 
dick and their men are to be congratulated on 
that sort of work. Things are picking up in 
great shape. 

Jesse Illingsworth, of Dallas, can't drive in 
the Farm and Ranch magazine endurance run. 
Jesse discovered it is for farmers only. Tough, 
Jesse. We're thinking of buying Jesse a farm 
to see him win out. Jesse is considerable 
driver. 

Our Mr. Labadie says tying Galveston to 
Houston by means of the new causeway will 
be a wonderful stimulant to the automobile 
business in Galveston. 

Reinforcements for the "Big Family" 
chicken fancying battalion have arrived in the 
person of M. L. Burkehead, El Paso. He is 
with us once again. His game chickens are 
born enemies of all Mexican chickens. Being 



born that way they invariably trim the opposi- 
tion. 

Messrs. Archey and Atkins, Indianapolis, 
drove all the way to the factory and back this 
week. Archey is the demon road artist. Well, 
he lives close to the Indianapolis international 
speedway, anyhow. 

Manager H. L. Arnold of the Hudson Sales 
Company, Los Angeles, was at the factory. He 
reports the spring business as the greatest in 
the history of the Pacific coast city. 

Jean Bemb. from the Pacific coast, would 
like to put this personal question before the 
house: "In that pair of photographs in the 
Triangle, why are all the district man- 
agers so happy and the officers serious?" To 
which we reply that it is a serious proposition 
to have the district managers in a happy mood. 

Referring to the edibility of the Triangle 
— you remember the lady bookkeeper at 
Memphis said "those fellows just EAT that 
thing" — Los Angeles modestly calls attention 
to the fact that "we don't eat the Triangle, 
we read it." The height of precaution. 

This personal column is strictly for enter- 
tainment purposes. We have shut the door 
on ponderousness. And we're glad to print 
your regular funny stuff, if it is young and 
properly shaved so as to be recognizable. 

Three orders in one day — one of them to 
the Mayor himself — is the rapid-fire feat of 
W. K. Patterson, Portsmouth, O. Pat is the 
publicity speed merchant too. They use 72 
point, double column headlines, on his stuff in 
the Portsmouth Blade. They play it up as big 
news. We have our ear to the ground, Pat. 

Big Bill Mover, Des Moines Hudson dis- 
tributor, who is president of the State Auto- 
mobile Association, has started the pathfinding 
trip for the annual endurance run for the or- 
ganization, and he started it in a Hudson. He 
will circle the state, including every possible 
road condition, and give a thorough test for 
all the cars in it. According to Bill, there will 
not be any perfect scores, because he has laid 
out a route which is calculated to fracture any 
perfect score. The tour will cover 1.000 miles 
and it ought to sell cars for every Iowa mem- 
ber of the "Big Family," because the Hudson 
is the pathfinder and the tour shows what the 
car can do. 



KEEP the Car Sold 

By C. C. W1NN1NGHAM, Advertising Manager 

your man how to operate it." 



a BIG western dealer has less trouble with 
the persons to whom he delivers his 
cars, now that he has found a way of 
overcoming these objections, than he had for- 
merly. 

He sold a car to a prominent banker of his 
town. This banker had a gardener who had 
had some experience with an automobile. The 
banker had every confidence in the world in 
the gardener's ability to operate the car. When 
the car failed to give service, when it could 
not climb hills, when it would not get up 
speed, the buyer complained of the car. He 
completely lost confidence in it. 

He was so thoroughly disgusted that he went 
back to the dealer and said, "I don't believe 
that all Hudson cars are bad. I just think 
that the one delivered to me is, and therefore 
I want you to give me a new car." 

The dealer could not do that so he said, 
Til tell you what I will do. I am absolutely 
certain there is nothing the matter with this 
car and I don't believe that your man under- 
stands it. Therefore I will put one of our 
men on the car to drive it for you. There 
will be no expense to you. You keep him just 
as long as you think is necessary and when 
you say the car is all right, you can send him 
back to me. He will not overhaul the car. 
He will merely operate it as it should be 
operated and in the meantime he will teach 



Gasoline in Radiator 

i^sHE buyer accepted this. 
^^y Among the things that acre discovered 
that the gardener zvas doing to the car was 
that one day h? /'<<* gasoline in the radiator. 
He had changed the adjustment of the carbu- 



Mr. Ingalls of Montgomery. 



Member of the Firm of Patterson * Ingalls 
as Shot by the Staff Photographer WhlleHlt- 
tlng It Up at the Factory. He Does Things So 
Rapidly lie Kicked Ills Left Foot Out of the 
Picture and It Had to Be Painted on By a 
Foot Specialist. Mr. Ingalls Is a Big Auto- 
mobile Merchant. 



retor. He had had the magneto apart. 

Now he naturally, to strengthen his own 
position with his employer, had professed to 
know a whole lot about an automobile and 
consequently anything that was not satisfac- 
tory in the service of the car was due in the 
owner's opinion solely to the car. That is 
why the owner wanted a new automobile and 
why he had lost confidence in this machine. 

At the end of four days the dealer's driver 
was returned and the buyer said, "I am satis- 
fied." The result of that arrangement was 
that the buyer of the car now has more confi- 
dence in the Hudson "33" than he has in his 
driver and when the driver makes complaint 
as a good many of them do, to every dealer's 
knowledge, the owner will not place as much 
confidence in his man's statement. He knows 
a thing or two himself. 



Your June "Task"— 

Year's Best Month 

How many cars can you sell during the beautiful 
June weather — the best selling month in the year? 
Set yourself a task — a certain number of cars to 
sell— and BRAT It. Determine you will sell MORE 
than that number and then FIGHT for the orders. 



Handsomely Colored Painted Sign Board Put Up by Fred 

Warren, San Antonio, ^exas, Opposite Historical Alamo. 
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Chicago Speed 



Rapid Footwork of the Trio that Hold* the Hudson Reins in Chicago — J. L. McLaren, F. M. Busby 
and Lonis Geyler (left to right) burning: up the factory speedways. 




What a Business Detective Saw on a 4000-Mile 
Trip Among Hudson Dealers 

By the Business Detective 
ARTICLE No. I 

I HAVE just finished a 4,000 mile trip among Hudson dealers 
and salesmen in the interests of the Triangle, in the endeavor to 
answer the question which some automobile merchants and sales- 
men are asking themselves: 

"What's the matter with my business?" 
I found out what is the matter with many businesses — the solutions 
are here. 

I will register the good and bad impressions which were left with 
me by the different salesrooms, salesmen, methods and ideas. I will 
not mention names of the three score cities I visited, so there can be 
no clue to the identity of those criticized. 

This story of my travels is of value to you because it gives you a prospective 
on your own business problems. In dozens of instances the answer is here given 
to the question as to what is the matter with various businesses. 



Those conditions fit elsewhere also. There 
are good ideas, too, which you can well adopt 
if you are not already using them. But, re- 
member, the vitrol and the sugar are going 
to be handed out here, regardless of who gets 
burned. 

Methods ef a 8ncceMfnl Dealer 

gT the first place I visited, I was much 
impressed with the general appearance 
and the atmosphere of the salesroom. In the 
mind of this dealer there was evidently the 
purpose to make his salesroom as attractive 
as possible to the prospective purchaser. Other 
methods that he is pursuing to keep Hudson 
owners sold on the car after the sale and to 
promote the sale very much impressed me, and 
are certainly worth mentioning. The same 
desire carefully carried out would undoubt- 
edly bring equally excellent results in other 
territories. 

One of the methods is that of giving Hud- 
son owners one year's service free. This is 
working out splendid results, as every Hud- 
son owner in this particular territory is a great 
booster for Hudson cars. 

Of course, dealers will understand by free 
service that it does not cover work done on 
an owner's car which was necessitated by acci- 
dent or fault of the owner. The dealer cited 
several instances where sales were directly 
traceable to this splendid service he is giving 
his customers. 

&•■«*> Oat Pfcetoa of List 

VoJHE second method above mentioned has 
^^J sold a number of cars for him. It is a 
framed Hudson owners list hanging on his 
salesroom wall and post card photographs of 
this list which he always encloses in his cor- 
respondence to prospects. 

In talking the car to a new prospect, before 



The Order It Tucked 

Within HU Inside Pocket 




This photo chronicles the Jnst-rot-the-order 
smile and manner of George D. Wray, Shreve- 
port. La. 
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giving him a demonstration, he hands him one 
of those postal cards on which is the photo- 
graph of the owners list. He asks him not 
to take his word for the goodness of the car, 
but to call up any one of the owners before 
taking the demonstration and ask his opinion. 
If followed out by the prospect this plan 
almost invariably results in a sale. 

It struck me that this is one idea which 
could be carried out by every automobile 
dealer, as we all concede the truth of the old 
adage that — "a satisfied owner is the best 
advertisement." 

Incidentally, I might say right here that the 
cost to this dealer of giving one year's service 
gratis to Hudson owners figures only a small 
amount per car, and on his books this cost 
is figured in both the advertising and the ser- 
vice account. This particular dealer charges 
the most of it to advertising, and considers it 
the cheapest advertising he can do. 

Appearance Destroys Cealeeaee. 

aT another agency the first impression 
(and first impressions are generally last- 
ing), was of the disorderliness, carelessness 
and dirt. Not only would the place not attract 
a buyer of tasty habits, but it was not the 
place into which one could invite a woman 
buyer to see the car. 

Remember, in many sales the woman's word 
is the deciding factor and many sales have 
probably been lost because the average woman 
dislikes grime and dirt. 

Dust and litter were over everything and I 
couldn't help but think that at the smallest 
possible expense and thought, the place could 
have been transformed to one of beautiful 
appearance. In my opinion, such a transfor- 
mation would mean tremendously increased 
business. That was what was the matter with 
this dealer's business — he admitted something 
was the matter. 

Makes lacleeataU the Bl* Tfclags 

aT another place the one great thing that 
filled my eye upon first entering, was the 
garage and the garage business. To put it 
another way, the car for which the proprietor 
of the garage was agent was enshrouded in 
gloom. 

While there were a number of Hudson 
cars in the garage, it is my opinion that the 
dealer would multiply his sales by a con- 
siderable number if the first prominent thing 
one saw on entering his door was a perfectly 
polished new car. 

This would give it the best possible setting, 
according to the conditions of his place of 
business. I was glad to hear the dealer state 
it has been his belief that in order to get the 
greatest number of sales in his territory he 
could easily see that greater stress must be put 
upon the selling of cars and less time and at- 
tention given to general garage business. He 
actually knew what the difficulty -was, but did 
not remedy it. 

Small Tawa— Wall Staged 

gT another town of 35,000 which I visited, 
it was gratifying to see the Hudson car 
in an exhibit room by itself, and with a com- 
fortable settee where prospect or prospects 
might be seated in looking over the car or in 
talking with the dealer. 

While this special room was small, just 
accommodating the one car, there was an 
attempt to get the best possible effect in it in 
the way the car was placed, and the way the 
electric lights were situated. 

They were placed so as to throw the light 
straight down upon the beautiful lines of the 
car. 

Another thing that struck me in connection 
with this same place was the general neatness 
of the garage and the repair shop. They were 
entirely separate from the garage and sales- 
room, thus taking the old, unsightly and crip- 
pled cars out of the eyes of strangers or a 
purchaser visiting the place. And this dealer 
was selling cars at a rapid clip. In a year he 
had made it a "Hudson town" — more Hud- 
n)N'> there than any other car anywhere near 
its price-class. 

(Continued in Next Week's Triangle.) 



"All Set" for the Shriners at Los Angeles 

Hudson Sales Company's Stora Decorations Upon Occasion of Shriners' Fiesta 



Little Selling Stories 2 

That Contain Valuable Tips » 

3-Talk "Car" First-Price Later. 3 



By GEORGE S. DANAHER, 
Manager Memphis Motor Car Co., Memphis, Tenn. 

j^i^HE writer recalls a trip a short while 
M *J back made by one of our salesmen, 
^t*e*/ namely Mr. Faulhaber. 

We got one of yAir regular cards with a 
letter attached, giving the name of a pros- 
pective buyer. This card was turned over to 
the salesman about noon. 

Along in the afternoon, late, he gave a 
demonstration to the party and ran out of 
gasoline about nine miles out of the city. The 
buyer, up to this time, had refused to buy the 
car, saying it was too much money. The 
salesman told stories of some remarkable re- 
sults Hudsons had given right in this terri- 
tory and recalled to the prospect's mind the 
superiority of those results over achievements 
of cars with which the man was familiar. 
Finally the prospect began to forget price and 
began to realize the car's extraordinary value. 
After visiting together for about an hour 
while out of gasoline, his mind was changed 
and about 6:30 that evening he came in with 
a check for the car. 

It might be a good stunt for all demonstra- 
tors to be equipped with a small supply of 
gasoline. 



Herewith is a picture taken of a Hudson 
assembled in Memphis. 

As you will notice, this is a show chassis 




shipped to us in February, on which we put a 
regular maroon touring body, leaving the 
chassis trimmed in the white as originally 
shipped. 

We will say one thing : That nobody ever 
sees this car on the street that doesn't look to 
see what kind it is. 

Possibly this might be a good stunt for 
demonstrators, in certain sections. We hope it 
will be of use to vou. 



Earl of Harrington, After 
10,000 Miles, In Ecstacies Over 
His Self-Starting Hudson 



nERE is a letter from the Earl of Har- 
rington, Elvaston Castle, Derby, Eng- 
land, which prolifically shows what the 
New Self-Starting Hudson "33" is good for. 
The Earl is the master of fox hounds and 
necessarily has to give his car a good deal of 
hard work. Some months ago the Triangle 
printed an interesting letter from the Earl, 
after he had driven the car about a thousand 
miles. He was in ecstacies then, too. He is 
far more delighted today, as you will note in 
this missive to the Rawlinson-Hudson Motor 
Car Company, Ltd. : 

"I have had the 25 h. p. Huosox since the 
19th October, and it has only missed going 
out two days, except Sundays, since it was 
delivered. The distance covered is now over 
10,000 miles, and I have not had to stop 
once, although neither the valves nor anv 
other part or the engine has been touched, 
and it averages over 20 miles to the gallon 
of petrol. 

"It is certainly the most remarkable hill- 
climber I have ever seen, and the easiest 
car to drive. It is the best car I have been 
in. and I cannot pick a single hole in it. — 

Harrington." 



Olt Sails For Europe 



aOHN A. OLT, manager ot the Export De- 
partment, sailed away to Europe on a 
pleasure trip the other day, accompanied by 
Mrs. Olt. 

^m^ While abroad Mr. Olt 

01^ will call upon the Raw- 

^^|J| linson-Hudson Coom- 
^VK^BT pany, members of the 

^J "Big Family." He will 

^^PP also pay visits to the 

"Big Family relatives 
in France, Germany, 
Belgium, Spain and 
other countries. 
Mr. Olt lived in Europe for years and his 
experience abroad is of value to the dealers 
and distributors with whom he comes in con- 
tact. While in Germany. Mr. Olt will make 
his headquarters with Civilingenieur Max 
Deesz. Hudson distributor, with main offices 
in Berlin and Dusseldorf. 




A Stiff Fight-But 
He Got the Order 



By E. A. Sluder, Sales Manager Hudson Auto 
Sales Company, Houston, Texas 



© 



HE hardest sale that I have been up 

against was one to a Mr. B . 

This prospect was one of the first that 
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I received when I came here two months and 
a half ago. I had been in to see him almost 
daily, and had taken him out riding on four 
different occasions and taught him how to 
drive the car and to shift the gears on these 
rides. 

In calling on Mr. B I could not get 

him to make up his mind to place his order, 

he kept making comparisons with the W 

car and the K car. 

He seemed to want to acquire all the details 
of the make of a car that was necessary be- 
fore I secured his order. He wanted me to 
have the rear system taken out from under a 
car taken apart, so that he might see the 
size of the gears, and know just what the 
differential looked like. 

Also he wanted me to take the lower half 
of the crank case off so that he could see the 
workings of a crank shaft and connecting rod. 

He was very skeptical of a two-bearing 
crank shaft, and I had to explain how much 
larger our crank shaft is than one that would 
be used in a three or five-bearing motor. 

Convinced on On# Point 

I THINK that the argument that con- 
vinced him in favor of a two-bearing 
crank shaft was the simplicity of alignment, 
and a demonstration showing how much 
harder it would be to get a five-bearing crank 
shaft absolutely true. Finally, about two days 
after the last of these demonstrations, when I 
dropped in to see him I told him that the last 
car that I could deliver within 30 days was 
the one that he had been looking at. If he 
did not take this car it would be 30 days or 
more before I could give him delivery of a car 
I told him, and it was a fact. 

That landed his order I had "jammed" him 
with the "now-or-never" talk. 

Immediately after signing the order and 
giving me a check he wanted to know if he 
could have delivery that evening. It was then 
about 4 :30 P. M. 

After explaining that it was impossible to 
get all the extras on the car in that length of 
time, he then wanted the car by 9 :30 the fol- 
lowing morning. 

But of all the arguments that were used, I 
think it was the constant, steady, hammering 
"follow up" that finally landed his order. 

(EDITORIAL NOTE— This sale was a hard one 
heeanse the prospect Insisted on getting: down to 
technical details — the short -cat past such a sltua- 
tloa Is provided In the talking: of the fascinating: 
engineering: career of Howard E. Coffin, telling: of 
his six famous cars and how his masterpiece, the 
new Self-Starting Hudson "S3," is far in advance of 
It* day*. Tell the names of the famous cars Mr. 
Coffin designed, of his holding: every Important part 
In engineering: circles longer than any other man 
—hew be designed more cars than any other engi- 
neer — how every car he designed has been the car of 
the boor. Tell how Coffin's name in motor car 
engineering circles is spoken like that of Thomas 
A. Edison In electricity — the supreme authority. 
And the masterpiece — the latest car — of Howard E. 
Coffin is the New Self-Starting Hudson "33." That 
I* the guarantee that it is the most advanced and 
greatest car of Its day. That selling talk arouses 
the desired confidence far quicker than allowing 
the prospect to get down to technical details and In 
dosens of instances where technical discussions 
were strung out for days, a half -hour talking Coffin 
hss landed orders. 

A Kansas dealer was plunged Into a technical 
discussion with a prospect recently. He saw a 
nerer-cndlng line of arguments ahead. So he lit- 
erally dragged his prospect out of the seat of the 
salesroom car over to a photograph of Mr. Coffin 
sn the wall. Then he recited a story of Mr. Coffin's 
Interesting career, building confidence that way, 
instead of by the technical route. In twenty-five 
minutes the man had signed for the car. Talking 
technicalities it would have been a week before he 
secured the order. If at all. 

This Is not a criticism of Mr. Sluder. His keen 
grasp of the things necessary to secure the order 
was strategic. In all probability he did the right 
thing. More often the Howard E. Coffin talk is 
the short-rut to the order and it uniquely sidesteps 
technicalities and arrives at the dotted line far 
quicker.* 



"Today Starts That 
June Task" 

Decide Today How Many Cart 

You WiU Sell— Then Start Work. 

ing to Set Your "Task" 
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shook hands with him and came back to the 
show-room. I was mighty gloomy about it, 
too. The order had been within easy reach. 

The thing that cost me that order was 
tardiness. I didn't regard an appointment as 
a thing to be kept to the minute. Within 15 
minutes of the time was close enough. 

But that thing taught me an everlasting 
lesson : Be on Time. And now I make it a 
point to be punctual to the minute when I 
make an appointment with a man. I surprise 
him by walking into his office or up to the 
front door of his home on the minute. And 
that gives a person a feeling of confidence in 
you. Because you do as you say you will do. 
That helps the sale of the car too in more 
ways than one. When you say upkeep is in- 
significant on a Hudson it sinks deep, I tell 
you, if he has no cause to doubt your word. 

Get There On Time 

llNCE I received that lesson I have never 
. _ been late — not once — and you won't find 
tardiness in my make-up. I know how it 
helps land them. It gives the prospect con- 
fidence in you. Don't get there too early — 
that shows over-eagerness — but be there on 
the instant. Wait outside if necessary. 

We all have faults. I don't think there is a 
perfect salesman. But at the same time there 
are a lot of radically wrong things about 
each of us that can easily be corrected and 
the result is an increase in the number of 
orders we get. One of these faults with the 
writer was tardiness. That's corrected and it's 
making money for me. 

If this shoe fits anybody else in the "Big 
Family," just put it on and keep your appoint- 
ments to the minute. 





Strictly Personal | 





HOR president of the "Big Family Ath- 
letic Association, we nominate athlete 
F. D. Stoop, Kalispell, Mont., Hudson 
dealer. He is a demon salesman. The week 

of May 7th he sold 4 Hudsons, a F , an 

E and a S . Seven in all. but 4 

were the car you sell. F. D., our ear is close 
to the ground — keep up the same proportion — 
4 to 1, always. 

From Phoenix, Ariz., to St. Louis, Mo., is 
the trip being made in a New Self-Starting 
Hudson "33" by Edward and P. M. Jewett. 
Southwest dealers, please copy — in your note- 
books. The Jewetts are doing good publicity 
work. They are quoted in El Paso papers as 
saying: "The Hudson is the best car in the 
country and we are giving it a good tryout on 
this trip." Watch for the Jewetts, 'phone your 
newspapers and get the essential publicity. 

For the real honest-to-goodness athletic 
member of the "Big Family" Athletic Asso- 
ciation, gentlemen, may we propose for mem- 
bership the name of that celebrated basketball 
player, that indefatigable frat member — 
Byron Darst, of Bloomington, 111.? By, old 
top, consider yourself initiated. 

Anybody who can't sell cars this beautiful 
weather, couldn't sell candy to a school kid at 
2 sticks for nothing. Bill, get out and dig — 
wait until next winter before you contract 
spring fever. 

A car a day is too easy in this wonderful 
weather. 

To show you how easy it is, J. H. Phillips, 
St. Louis, Mo., locked up his w. k. W r inter 
Automobile Exhibit and beat it for the sum- 
mer headquarters on Delmar Boulevard. His is 
ripping off the orders so fast he hasn't time 
to write the factory about it. He sends word. 

Read about the man whose car sank in the 
ocean quick-sand in Florida? He was taking 
things too easy. In these strenuous automobile 
selling days, taking things easy means getting 
buried in the competitive quick-sands. Double 
the speed. 

Louis Geyler, L. L. McLaren and F. M. 
Busby, big men of the Louis Geyler Company. 
Chicago, were at the factory last week. Mr. 



McLaren dropped into the store one noon 
recently. "I just landed one in Marshall 
Field's," nonchalantly remarked Mr. McLaren. 
"You have nothing on me," replied Mr. Geyler. 
"I just landed one in Marshall Field's store." 
And it developed that, unknown to each other, 
both officials were working on different pros- 
pects in the same store — and both orders were 
secured within a few moments of each other. 
Last week the Geyler organization got 3 or- 
ders one day and 5 the next. A big prize con- 
test is on among the Geyler salesmen. Sales- 
man Louis Orme, at the moment this is being 
written, was a nose ahead, tightly pursued by 
the others. 

"What we want to know is," inquires the 
lady manager at Grand Rapids, "How all those 
men get their photos in the Triangle? They're 
not much on looks." And quickly throwing 
up the fortifications we rush this into print: 
"Their photos scarcely do them justice, as it 
were, but the staff photographer is largely to 
blame — not they — because they try to pose 
themselves as beautifully as possible." 

Pretty soon we are going to try to get all 
the lady members of the "Big Family" to- 
gether for a posed photo. This, we expect, 
will be a masterpiece. We have one photo 
already, but hesitate to use it. We're afraid it 
doesn't do her justice. 

Manager J. W. Holliday of the Wyeth Auto 
Supply Company, St. Joe, Missouri, is hard at 
it these days, for business is good in St. Joe. 
One of the biggest business men in the city — 
Alden Swift, son of the late packer Swift — 
drives a New Self-Starting Hudson "33." 

Roadsters are getting decidedly popular in 
and around Lawrenceville, 111., the stamping 
ground of A. L. Maxwell He keeps the wires 
hot ordering more. 

Driving from Detroit to South Bend, Ind., 
in a car he specified in April, Mr. Kerslake, 
South Bend, says he is coming back within a 
week for 6 more he had specified. 

The rumbling you hear from down in the oil 
country is Rupert Cox, Beaumont, Tex., scin- 
tillating around among those excellent pros- 



pects who have accumulated in his files. Make 
them owners, Rupert. Believe us, he will. No 
seconds are needed in this motion. 

Melons, beans and automobiles have their 
headquarters near the place of A. C. Burton 
and his live-wire aid, E. A. Sluder, Houston, 
Tex. Near the salesroom is Mr. Burton's 
farm, where he raises A No. 1 top-notch mel- 
ons and beans and things. 

Are you reading the Triangle's first con- 
tinued story about the sleuth? You'll get a 
lot of good things out of it. 

Set your "task" for June — only 24 days left. 

Make it as stiff a "task" as you can accom- 
plish. 

For the benefit of new "Big Family" mem- 
bers we will state that this "task" business 
consists of the first of the month looking over 
your prospect list, deciding how many can buy 
cars this month and making that number your 
June "task." Make the sale of that number 
of cars your "task." Determine absolutely to 
sell that number and you'll find with an actual 
target to shoot at, you'll succeed. Of course 
youve got to work hard, but you'll succeed, 
if you determine to. 

Mr. Ingalls, of Montgomery, Ala., was at the 
factory. He is the big automobile merchant 
of his city. The staff photographer got him, 
as shown in last week's Triangle, when he 
was entering the factory. 

The Macon, Ga., delegation consisted of Mr. 
J. C. Wheeler, a young man and the progres- 
sive element of automobile circles in Macon. 
He is selling cars faster than the supply 
comes. 

Remember that June "task." You'll sell more 
cars if you do. And you'll fix a "task" for 
yourself if it is actually your desire to make 
more money this month. 

More automobiles are sold in Tune than in 
any other month of the year. You'd better 
fix a "task" and get the cream of the business. 

No "task" system ever did anybody any good 
unused. 



\ The Hardest Sale I Ever Made j 



By Frank E. Howes, Manager Aatoeiated Gara*e, Ltd.. Honolulu, T. H. 



a LONG about the first of this year we 
received a communication from Mr. L. 
Von Tempsky, a big cattle raiser, who 
has a ranch on the side of Haleakala, the 
largest extinct volucano in the world, on the 
Island of Maui, telling us that he was con- 
templating buying a car and asked us for 
advice as to which car he should buy. We, of 
course, recommended the Hudson in our letter 
to him and explained all the advantages in 
owning one. 

W r e did not hear from Mr. Von Tempsky 
again until the last of February, when he ap- 
peared in Honolulu. W r hen I approached him 
about buying a car he said that he had already 
decided upon a C . and was at that mo- 
ment trying one out and had about concluded 
to buy it. We asked him to wait one day 
more before purchasing so as to give us an 
opportunity to take him out in a Hudson, to 
which he agreed and we made an appointment 
for the next day. 

Competitive Salesman Goes Along 

If f T the appointed time, Mr. Von Tempsky 
^ \ appeared, but much to the writer's sur- 
prise he said that he had invited our com- 
petitor, the C salesman, to go with 

him so that he might get his opinion of the 
Hudson. This looked bad for us, but I imme- 
diately acquiesced and drove around and 

picked up the C salesman, and gave a 

demonstration that must have made some im- 
pression, for the touring car worked perfectly 
and never hesitated for hill or dale. When we 



returned there was silence so great one could 
hear it, just like hesitating before one of those 
"Stop! Look! Listen!" signs. Mr. Von 
Tempsky calmly informed us that he would 
not purchase until after he had returned home 
and had time to think it over. 

Tries to Cinch Sale— Rebuffed 

I DID not feel satisfied with this, so, on 
the following Tuesday, I boarded one 
of the Inter-Island steamers and went to Maui, 
hoping to steal a march on my competitor and 
"cinch" the sale. But I was again rebuked and 
advised that in the Saturday morning's mail I 
would receive a definite answer. 

I returned to Honolulu on Friday morning 
and again decided to force the issue, so 
shipped a Hudson touring car to the nearest 
port to Mr. Von Tempsky's ranch on "spec." 

Ships Car Ahead of Order 

J^vHE car landed there on Saturday morning 
^^y with instructions to one of our mechan- 
ics who was doing some work there to look 
after it. In the Saturday morning's mail we 
received an order from Mr. Von Tempsky for 
a Hudson touring car, provided we could de- 
liver at once. 

It needed only the use of the wireless to 
advise him that the car was on the wharf for 
his acceptance. 

Thus, after a strenuous campaign, I landed 
the hardest sale I ever made, due mostly to 
the superior merits of the Hudson, exposed by 
direct comparison with the Hudson's strong- 
est competitor. 
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The Pioneer of the 1912 line, after having run over 15*000 miles, wm pressed Into service for the 
trip to the Indianapolis races without any tuning np before, during or after the 600-mile Trip. Not 
a minute's work was done on the ear, and it has seen harder work around the factory and on the 
fierce Michigan roads than can be Imagined. The Pioneer took part in the Wolverine Club run, 
Detroit to Indianapolis. She led the 100 cars Into Fort Wayne and into Indianapolis by miles. 
Returning to Detroit no 1012 car anywhere near the "33V price held to the 40-mile an hour grind the 
way she did without a finger touching the machinery. 



fceerarag Sales Past 



ftttiie Old Tirk 

By E. H. BROADWELL, Vice-President 
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X WALKED into an automobile show 
room recently and stood on the oppo- 
site side of a car from a prospect who was 
in the hands of a man who looked like a 
mighty keen salesman. While I was inspect- 
ing the car, I listened to the conversation. 

"By the way," asked the prospect, "What 
price car is this?" 

The salesman seemed to overlook the ques- 
tion. 

"I want to have you sit in the seat a mo- 
ment and note the driving position," the sales- 
man said. "Now then" — after the prospect 
had climbed in — "note the comfort, the ease 
with which it is possible to operate the car 
from that seat. Note the roominess of the 
front of the car." 

Then he pointed out other details, such as 
the lock on the shift lever, the handy carbur- 
etor adjustment on the dash. 

When the prospect got out of the car, he 
again put the question of price. 

"First I want to show you how astonishing- 
ly simple this car is," the salesman came 
back. Then he explained the simplicity of 
the car, how it cut upkeep cost, how a layman 
could handle such a car's mechanism with- 
out any difficulty and how such a simple car 
had no litter of rods and supports to get out 



of order. "Being self -starting, your wife 
or daughter, can drive it also — that gives it 
additional value to you." 

Then he told how owners were getting ex- 
traordinarily long mileage. He went into this 



prospect's mind. 

So he built the value clear up to $2,500 — 
then instantly he shot the price of $1,600 at the 
man. The price was so distinctly lower than 
the value this salesman had created upon the 
car that it left a lasting impression upon the 
prospect. It hit him squarely between the 
eyes as the one best buy he had seen. It was 
cheap at such a price. 

The Idea Got the Order 

J^nHE prospect believed the car was cheap 
^^/ at the price because the salesman had 
proved his point by telling how simplicity 
cut the cost of building the car. 

The impression that his talk left, I noticed 
when the man left the store, was great. 

And the reason I am telling this story is be- 
cause that salesman got the order. 

He got it in the face of this man's close- 
fistedness. He got it where a competitor 



"Wild" Bill Tremaine, Jean Bemb and Arizona Cactus 
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Wild BUI Tre- 
maine, Phoenix, 
Arlx., dealer (at 
left), Jean Bemb 
and the cactus at 
rlffht. "Wild 
Bill" knows ev- 
ery road In Aii- 
sona. He has 
driven In three 
Los An gel es - 
Phoenlz raees, 
and is the tour- 
ing encyclopedia 
of the southwest. 
The photo is typ- 
ical of BUI. He 
knows every 
man. woman and 
child in Phoenix, 
and has made it 
Hudson" 
Town. ,— I s^ 

— me. — 
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"Big Business " 

From Birmingham 



. Ala. (at left), 

_„ __ „ welcome by the 

Thousand Dollar Smile of Mr. Morse at the 
factory. 



Charles Deneffre, Blrmlnghc 
being riven the "Bhr Family' 



stated the Hudson coupe price. 

You've got to build value before you let 
your prospect in on the price, should he be 
a man who is not familiar with the price. 
Unless you create an idea of immense value 
in any man's mind in connection with a high- 
priced article you can't close him with any 
speed. He will try to find out for himself 
and from your competitors. Then you are at 
their mercy. 

Make this your slogan — Sell the car first; 
then the price will sell itself. 



selling a $1,500 car had failed, because in all 
probability the competitor had acceded to 
the man's request to tell him the price the first 
time he asked it. The "Big Family" member 
held off the price until he had created an im- 
pression of big value. 

That is the way to steer past the "price" 
snag. Yet I am sorry to say that I know 
of several sales that have been lost in the 
"Big Family" because salesmen did not care- 
fully size up the prospect who was over- 
anxious to know the price before the seller 
had built up a correct standard of value in 
his mind. Hence the prospects, having had 
their attention called to no definite $1,600 
value, instantly thought the price was too 
great for their pocketbooks. 

And that objection, clear through the rest 
of the solicitations, kept the prospects from 
enthusing with the result that when the time 
came to close the orders, price wrecked the 
chance of making the sales. 

Hold Price a Secret 

^rtHEN you get such a prospect, — and you 
\J/ generally know if you study your man, — 
then keep off the price talk at least until you 
have given him an idea of the car's actual 
value. 

If he seems to get irritated, as one out of 
a hundred may, then tell him this : 

"Now before I inform you on the price, I 
want to show you the car. I want you to 
understand its tremendous value over anything 
in its class. If I do that neither you nor 
I need argue about price. If I can't show 
you that value, you wouldn't want this car 
anyway. Isn't that right? Then I'll tell you 
the price after we go over the car." 

There are some men who ask the price, 
although they know it beforehand. They 
can be handled effectively the same way. 

This method of handling also staves off 
the man who comes in with the old story 
about wanting a car for less price than the 
Hudson and then asks to look at a Hudson. 
You remember the incident told in the Tri- 
angle in which a wealthy man who was 
known in his business as a "close" buyer came 
into a Hudson store and said he wanted to 
buy a $1200 coupe. He went down the street 
and bought a $5,000 coupe when the salesman 
told him he had nothing at that price and 



Strictly Personal 
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[ESSRS. ROSE AND FOSDICK, Dal- 
las, Tex., and their rapid-fire organi- 
zation slipped across 20 orders in May. 
That is good work. Dallas is a branch house 
territory, into which the life-o'-trade jams 
its best scrappers. But the Fosdick-Rose foot- 
work is too good. 

How's the June Task Coming'? 
The far west and the far east rubbed elbows 
at the factory last week. S. G. Chapman of 
'Frisco, and Messrs. Henley and Kimball, 
Boston, were visitors. 

Ths "Task" Idea is Getting Them. 

Also there was the far north and the far 
south. H. A. Testard of New Orleans, and 
Frank Mahoney of Regina, Canada, each en- 
lightened the other in reverse gear. 

Smllss Ball Mora Goods Than Frowns. 

Many "Big Family" members met Mr. Test- 
ard for the first time. Unanimously they all 
stamped him O. K. Fine personality, shrewd 
business man and an all-'round likeable person. 
Persistence Usually Wins. 

At last we got the photograph of Ed. Go- 
mery, Philadelphia. We had to hire a Hearst 
newspaper photographer to get him, the photo 
being taken through a hole in a telegraph 
post. 

Keep the Paoe — Don't Give Up. 

That sizzling live-wire, M. B. Aultman, Jack- 
sonville, Fla., was at the Indianapolis races, 
then came to Detroit. In the south M. B. 
is the luckiest man alive. At Indianapolis he 
put a dollar in a pot. He picked Bruce- 
Brown. The load was too heavy for Bruce- 
Brown. He carried the dollar about two laps 
and quit. 

Sell the Car — Then Sell the Price. 

The Triangle's dollar was on Bob Burman, 
who turned a double somersault and quit. 
That's a dollar's worth. 

What is Tour June "Task"? 

A complete, leather-bound recipe book is 
now being published by F. C. Benson, Syra- 
cuse. If you will write to him, he will tell 
you how to make a "Stinger," which — though 
it tastes wonderful — is a concentrated tor- 
nado. Three of them will crank a man-o'- 
war. 

Practice Absolute Sincerity. 

Going to Indianapolis for the races, the 
New Self-Starting Hudson "33" was first into 
Fort Wayne — the end of the first day's jour- 
ney from Detroit. It also led the caravan 
into Indianapolis. John Machesky, ex-Glid- 
den tour driver, piloted it. 

And it led coming back, too. 

It had no speedometer, was the first 1912 

car built by the factory, hasn't missed a day 

in service and not a minute's work was done 

on the car during or after the 600 mile run. 

Cut the Ozone — Talk Pacts. 

For a whole-hearted, red-blooded Southern 
gentleman, you want to meet F. W. Gold- 
smith of Atlanta. He could sell anybody 
Manhattan Island, but he wouldn't. He is 
equally rapid in selling Hudsons in and around 
Atlanta. 

Smile — Then Keep Smiling. 

And the genial Mr. Stenersen, Charlotte, 
N. C. gave a vivid demonstration of the live- 
lier attributed to him by his press agent, L. 



J. Robinson. His initials ought to be "L. 
YV.," meaning Live Wire, argues Robbie. 
"iave Wire" Merely Means a Hard Worker. 

"Oil King" Rupert Cox thundered into the 
factory last week from Beaumont, Tex. Your 
"Big Family" relative from there is a big man 
in physique, mind and salesmanship. He's 
there, believe us. 

Pat Snap Into the Work. 

Speaking of thundering, roaring and things 
bring to mind the fact that E. B. Lyon — the 
opportunity-grasper as explained in a recent 
Triangle — with James M. Black, was at the 
factory also. Mr. Lyon is head of the E. B. 
Lyon Motor Car Company. 

Study the Prospect £ist for Openings. 

The man in whose brain was conceived the 
idea of taking photos of owners' cars in his 
territory, getting a testimonial from the owner 
and getting out a book on the subject, was 
here also. The idea was worthy of an old, 
battle-scarred veteran, but Frank H. Jen- 
nings, Kansas City, Kansas, is a young man 
in years. He's quiet, but a fighter. You 
know barking dogs seldom bite. 

Ho Quitter Brer Got There. 

Speaking of thundering again reminds us 
that the high-pressure area in the vicinity of 
Washington, D. C, was removed to Detroit 
when C. M. Storm — who has started one 
among the life-o'-trade there — rumbled in. His 
friend and right-hand counsellor, "Duke" Sib- 
bald, came also. They constitute a great busi- 
ness combination. 

"Genius" is Hard Work. 

Trailing a splendid selling record, C. Berlin 
Boyd, Kansas City, came to the factory. With 
line weather the sales have been coming rap- 
idly there and June will be the biggest month 
ever for the Hudson in K. C. 

Life is Too Short for After- Thoughts. 

We hesitate to chronicle the death of the 
Indiana chicken over whose frame the car 
carrying S. G. Chapman, Frisco, to the Indi- 
anapolis races, ran. For, be it known, Mr. 
Chapman denied the chicken its usual death- 
gurgle, that being Oslerized with the rest of 
its anatomy. 

Dawson Hong On Till He Won — Try It. 

Regarding the pot at the Indianapolis races, 
C. C. Winningham won it. He had left for 
Muncie, Ind., when Joe Dawson — the psychic 
strain being removed — won out. 



Syracuse and Atlanta Shake 

Hands at the Factory 



F. C. Benson, Syracuse, N. Y. (at left), and 
J. W. Goldsmith, Atlanta, Ga., being Introduced 
at the factory. 
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" The Original Hudson Man " 



M. B. Aultman, Jacksonville, Fla., ante, 
•leeps, talks, dreams and sells Hndsons. He Is 
Just about the most enthusiastic Hudson fan 
In the "Bl* Family." 



Little Selling Stories that 

Contain Valuable Tips 



4 — Qood 'Prospects Sometimes Wear 
Poor Clothes 

By J. S. DRAPER 

a FEW years ago a roughly clad man 
walked into the Coliseum during the 
Chicago automobile show. He wore a coon- 
skin cap, buffalo robe and carried a grip- 
sack that looked like a knapsack. 

He was unlike the average run of farmers. 
He didn't look like a prospect to us. 

He intercepted a salesman and asked a few 
questions. The salesman seemed to feel he 
was wasting every word of information he 
gave the man. While I myself felt he wasn't 
a prospect by any means, I felt that it was a 
shame to slight anybody that way. 

"He wants to take a ride of about two 
blocks," the salesman whispered in my ear. 
"Don't want to monkey with him, do you?" 

I don't know why I said so, but I told the 
salesman to take him for two blocks and pay 
him as much attention as he would an ordi- 
nary human being. I saw the man was being 
slighted and it made me kind of sore. 

Well, sir, that man — he happened to be a 
stockman — when he returned opened up that 
frowzy knapsack and extracted a roll of bills 
that would choke a horse. He peeled off a 
couple of them and bought the car spot cash 
without any further question. 

It taught me not to take clothes as an in- 
dication of a man's power to buy a car. 

A poor suit of clothes will carry just as 
much money as a good suit. I've seen a 
hundred such instances. When Mr. Poor 
Suit walks in to look over your car he usually 
knows pretty well that he's got the money 
and you don't have to determine it. His 
presence in your store or his inquiry about 
the car is your guarantee. 

By WALTER J. BEMB 

a NEGRO walked into a middle-western 
automobile store recently. Nobody paid 
any attention to him or they were engaged 
in other pursuits. Being at leisure, I accosted 
him and asked him if there was anything I 
could explain or show him. 
He was an old negro and didn't seem to me 



to be a chauffeur, so he had me guessing. 
But I told him everything he wanted to know 
and explained a lot of things he didn't ask 
about. That took about half an hour or a 
little more. 

Presently in walked the proprietor of the 
establishment. "Why, how do you do ," 

he said to the black. "Are you getting proper 
attention?" The negro said he was. Ap- 
parently he was of some importance for the 
dealer took him in hand himself and dealt out 
all the information he wanted. The negro 
went away smiling. 

"Who was he?" I asked the dealer. I was 
puzzled. "Why, he does most of the buying 
for Mrs. Benjamin Harrison, wife of the 
former president of the United States. She'll 
buy this car, see if she doesn't. That black 
wouldn't let her buy anything else. I treated 
him right. He's a foxy old negro." 

And, sure enough, the next time I struck 
town I learned that Mrs. Benjamin Harrison 
had purchased the car. The negro had swap- 
ped the sale for a little human courtesy and 
had persuaded her to purchase this car. 

Who would have suspected that this aged 
negro had the power to swing a sale and 
swing it quick? I certainly didn't, but it 
taught me not to judge anyone on their 
clothes. 

By E. O. PATTERSON 

g PROSPECT— one who had the money 
— was secured by A. E. Kirk of the 
Hutchinson Motor Car Company, Hutchin- 
son, Kan., last February. Mr. Kirk had 



"Senators" 

Dealer C. M. Storm at Left and Hi* Right Hand Man, 
"Duke"Sibbald, of Washington. D. C. 



given him a number of demonstrations and 
had spent a lot of time with him. 

He did not feel that he could close him 
before the man could use the car, and, in- 
asmuch as competitdrs had the prospect's name 
he was not certain he could get him at all, 
although Hutchinson is a Hudson town. 

Finally April came along and the grass 
commenced to get green and the budding 
trees inspired Mr. Kirk to go after him with 
a view to closing him. He gave him another 
demonstration, got him into the store, but 
somehow every strategy he seemed to try on 
the prospect, worked in the wrong direction. 

The sale slipped away half a dozen times. 
It looked as if the man would have to per- 
suade himself to purchase a Hudson. Mr. 
Kirk couldn't seem to find the route and 
when HE can't find it, it is doubtful if there 
is any plan that will get it, for Kirk is a 
great salesman. 

In desperation, an idea struck Mr. Kirk. 
"The total story of the New Self-Starting 
Hudson '33,' " he reasoned to himself, "Is 
in that Hudson Digest." In less time than it 



takes to tell it, Mr. Kirk had grabbed his 
Digest and thrust it into the prospect's hands 
with the command : "Read that all the way 
through tonight — it is an encyclopedia on Hud- 
son cars. Return it tomorrow." 

That at least would get the man back into 
the store the following day, Mr. Kirk felt. 
But the next day came and no prospect showed 
up. Then came the second day following and 
while Mr. Kirk was wondering what had be- 
come of prospect and Digest, the 'phone rang. 

"Hello, Kirk, this is Mr. B., to whom you 
loaned the Hudson book. I've decided I want 
that torpedo. How long will it take to get 
it ready for me?" 

Mr. Kirk nearly fell over dead, the shock 
was so great. He delivered the car immedi- 
ately and got the money. 

It just needed a good smash to close the 
sale and the Digest, in this case at least, was 
the knockout punch. Maybe you've got a 
hard nut to crack. Perhaps the Digest will 
help you deliver the final punch. You might 
try it, but be sure you don't loan the book 
where you are liable to lose it. It gives away 
your full selling equipment to competitors, 
if you do. It is a great weapon. But be 
careful it doesn't back-fire. 



Opportunities That 


Were Not Lost 


2— Grasped by Mr. Albright 



OEALER ALBRIGHT, Richmond, Ind., 
was being bothered by price-cutters. 
They seemed to forget that if they sold a 
car for 20 off, they lost money. It's better 
not to sell a car at all than to pocket an 
absolute loss on it. 

Albright nobly held to the price and began 
to get a reputation for being a sound busi- 
ness man, unlike his competitors. Customers 
of the latter couldn't tell what the bottom 
prices were — that made prospects uneasy in 
purchasing of them. They knew the bottom 
price on the New Self-Starting Hudson "33" 
was $1,600, however. They concluded that 
while competitors' $1,800 cars sold at $1,500 or 
$1,450 the latter figure must constitute their 
real value. 

The Hudson, then, must actually be $100 
to $150 greater value than the cut-price $1,800 



Mr. E. T. Stenersen 

of Charlotte, N. C. 



He la the Demon-ami ler and the Demon order- 
getter. 



Digitized by VjOOQ IC 



THE HUDSON TRIANGLE 



cars, that was the way they reasoned. And 
Albright stuck for the price and got it. He 
is known as the most prosperous automobile 
dealer there. He does the biggest volume of 
business, which proves his contention that 
upholding the price sells more cars than spas- 
modic cuts. 

The thought struck him one day that the 
Hudson, while not the highest-priced car at 
list, sold for the highest price of any car 
in Richmond. Logically, people suppose that 
"highest price" means highest quality, backed 
by the best engineering brains. 

Competition had prepared its own trap. 

Mr. Albright advertised the New Self-Start- 
ing Hudson "33" as the "Highest Priced Car 
Sold in Richmond," and advertised the $1,600 
price! Several immediate sales were directly 
traceable to this advertising and to the fact 
that people regard selling price as the indi- 
cator of value. 

The same principle is shown in the fact that 
there are thousands upon thousands of pounds 
of fish rotting in New York because it is 
so cheap people fear it cannot be good, yet 
it is the best fish of the year. 

The opportunity presented itself; Mr. Al- 
bright grasped it instantly, and put it into 
action. It is making money for him. 

When you see your own big selling oppor- 
tunity, don't let it slip by — grasp it. It pays 
in real money. 



The Pillars at Dallas 



W. A. FOSDICK 



E. W. ROSE 



What's The Matter With My Business? 

What a Business Detective Saw on a 4,000 Mile Trip 
Among Hudson Salesmen and Dealers 

By the Business Detective 
ARTICLE No. II 



y^J'WO of the striking contrasts which I 
£ ^jencountered on this trip were system 
^^^and confusion. 

Some places were neat, orderly, and you 
could lay your hand on anything at an instant's 
notice. They inspired confidence in prospects. 
In others the disorderliness in their sales- 
rooms, garages and service departments would 
kill half a dozen sales before they'd make one. 

At one place the writer was impressed with 
the good management back of the business. 
System was in evidence almost everywhere. 
The dealer showed me his books, one of them 
being Moore's Loose Leaf Ledger, in which 
strict account was kept of every big or little 
thing that was purchased and brought into 
the shop. That served not only to stop the 
leaks resulting in loss in seven out of ten 
repair shops, but also served as a daily inven- 
tory and enabled the dealer to see at a glance 
each night just the amount of stock of each 
kind on hand and what was necessary to be 
added to the stock room in order to keep it 
complete. , 

The lack in connection with this agency, and 
which to me was a more general lack than 
any other one, was the failure to make the 
car which he represented stand out promi- 
nently before the eyes of the purchasers enter- 
ing his place of business. 

"Star the Car" 
J^^HE words that came immediately into 
^^my mind as giving the dealer the idea 
I had in mind in connection with making the 
car prominent in his place was to "star the 
car," and I think that there is no need of 
entering into an explanation of what I mean 
by these three words. 

A merchant, in staging special goods, places 
them so prominently in his store that a cus- 
tomer entering his salesroom sees them prac- 
tically to the exclusion of everything else. 

A dealer representing a car is specializing 
on that car all the time, and it should be dis- 
played in exactly the same way and with the 
same idea in mind which the merchant has 
in connection with selling his special goods. 



At another point I visited I felt immediately 
upon entering the salesroom that there were 
too many cars on the floor. Two or three 
could have been arranged more effectively and 
with better effect upon prospective buyers. I 
also felt at this point the longer that I talked 
with the dealer and his salesman that there 
was absence of progressive ideas. 

Too much reliance was being placed upon 
old selling methods, whereas, more time could 
have been devoted to new ideas and their 
working out with greatly increased profit to 
the agency. 

Wording Etrerp Idea— Maying flionep 
J^^HAT I refer to above will be better seen 
C^bv stating that at the next agency I 

Rupert Cox, Beaumont, Texas 



From the oil conn try of Texas. He It a treat 
salesman. 



visited the dealer was working every pos3ible 
idea which had been advanced by the factory 
advertising department and every idea his own 
brain could conceive to further sales. 

For example, he was using the free publicity 
furnished him by the advertising department 
of the Hudson Motor Car Company and was 
having no difficulty in getting the publisher 
of his paper to insert this material gratis. I 
am fully convinced that his constant use of 
this material is serving to keep the Hudson 
car always before the readers of that paper. 
He has made it a Hudson town. 

He has a table in his office on which are 
bearings and gears and other parts of the 
Hudson car, and also similar parts of another 
make of car, and with a knife and file which 
he keeps on the table he shows the prospective 
buyer, whom he takes into this private room 
after having talked with him in the general 
salesroom the superior quality of the material 
in the bearings and gears of the Hudson car. 

This never fails to make a deep impression 
upon the buyer, and it was jokingly told me 
— but I haven't a doubt but that it was true- 
that before a prospective buyer gets out of 
this private room the dealer rarely fails to 
get his signature to an order and his deposit 

Beautiful Room— Bad Visptap 

J^^HESE are only two of the many ideas 
^^ which this particular dealer is working 
all the time. Another thing which he is 
doing, and which without question has much 
to do with Hudson owners' satisfaction in 
their cars, is that when he sells a car to a 
person never having driven a car before, he 
has him take a complete course of instruction 
under him, not only teaching him how to 
drive the car, but the necessity of keeping it 
lubricated, of looking after it very carefully, 
where to look for trouble in case motor will 
not start, and a lot of other little things that 
draw out the intense interest of the buyer in 
his own car and makes him an enthusiastic 
user of it. 

At another point visited, while the dealer 
has a beautiful display space, being situ- 
ated on a corner, he was losing out by having 
no car in this space. He has the opportunity 
of displaying his car on a covered raised 
platform to the finest possible advantage. I 
could see how a car displayed in this way 
in his corner salesroom would attract the 
attention of every passerby. 

(Continued in next week's Triangle) 



The Main Obstacle for 
Modern Business Men 

By SAUNDERS NORVELL 

Formerly Vice-President Simmons Hardware Co.. 

Now Editor of the Hardware Reporter 



a NY Sales Manager knows and will join 
with me in saying that the greatest 
obstacle he has to confront in the 
problems of Modern Business is ignorance. 

Men of today are inclined to know a little 
about a great many things and not enough 
about any one thing. They are afflicted with 
poor memories. 

I remember, we used to carry a special 
brand of porcelain ware which we tried to 
push especially. We had spent a great deal 
of money in drawings and literature describing 
this ware and how it was made, and why it 
was the thing to buy. We took all new sales- 
men to this department, and explained very 
carefully all about this ware of ours, empha- 
sizing all its points. As the new men came 
back from their trip around the factory. I 
usually made it a point to meet them, and dur- 
ing our conversation I usually asked : 

"You saw that new line of porcelain ware, 
did you not?" 

"Yes, sir." 

"Well, can you tell me what is the name of 
that ware?" 

In a great many cases the salesman had for- 
gotten, althoughit was mentioned particularly 
and called especially to his attention. 
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XAM convinced that the average automo- 
bile salesman has got to do a lot of study- 
ing of human nature and motor cars be- 
fore he acquires a very large degree of salesman- 
ship. There are too few real automobile sales- 
men. 

For instance, on this 4,000-mile trip that I 
made among members of the "Big Family." I 
heard scores upon scores of platitudinous selling 
talks. 1 should say "alleged selling talks." 

The net of them was "this car is the best." 
Just think how idiotic it must sound for the 
buyer to hear every salesman for every car tell- 
ng him virtually that same thing — meaning 
absolutely nothing to him after he has talked 
with several salesmen. 

I am going to tell a story here that will amaze 
you. Yet it took place in one of the Hudson 
agencies in which the organization is generally 
believed to be live wires — a bunch of keen order- 
getters. 

A lot of orders are lost because the salesman 
is afraid to ask for the order — or he asks for it 
too late. That's the subject of this story. 

Planned to Buy Competitor's Car 

I WENT to a certain town — a good sized one 
— and found a Hudson salesman who said 
that he had a prospect who was slipping away 
from him. He was going to buy a C. car, and 



he just couldn't seem to close the man. 

I said I would go with him to the man's place 
of business and see wherein lay the difficulty, 
that, even if this sale were lost, the salesman 
could profit by his mistake the next time he ran 
into the same situation. Also the salesman 
would be able to recognize the difficulty the next 
time it stared him in the face during the pros- 
pects' progress toward the dotted line. 

So we went over to the prospect's office and I 
talked with the latter in the attempt to locate 
the snag. After discussing the car to some extent 
the prospect excused himself to go into another 
room. 

That gave me an opportunity to talk to the 
salesman. 

"Now get out your pencil and paper and start 
figuring on what this man wants on his car, so 
you can tell him the price. Then ask him for 
the order when you get it totaled up. He'll buy 
a car all right. You just haven't asked him for 
the order. That's all the difficulty there is here." 

The prospect returned. 

Ask Him for Order 

JriE salesman did just as I had told him to 
do. His hand quivered when he began to 
add up the column of figures opposite the list of 
things wanted on the car. because the salesman 
knew the next thing was the stiflfest of them all — 



add i 



^ 



_ then push. By that I mean come out flat 
and ask for the order. Not roughly, or bluntly, 
but make the point plain nevertheless. 

There are a lot of things to be learned about 
closing the order, and I'll venture to say that 
not one salesman in one hundred does trie best 
he is capable of in closing sales. 

Few men ever hold out a "clincher" — that 
is a good selling point about the car — to spring 
at the psychological moment, when a man is 
just hovering over the dotted line. 

It is a mistake if you shoot your entire ammu- 
nition and don't hold out a big point to throw in 
to your selling talk a moment before you finally 
ask for the order. Study the subtle art of clos- 
ing sales. You'll find there is an amazing 
amount of knowledge that will make you a big- 
ger salesman or a bigger dealer. 

This was one of the striking answers to "What's 
the Matter With My Business" which I dis- 
covered on this trip. It is worth a lot of hard 
study. 

(Continued in next week's TRIANGLE.) 



^Another Hudson Boost in the 
State of Texas 

By W. A. FOSDICK, Dallas. Tex. 



DEARLY every Hudson in Dallas county 
was in the big parade of the National Ad. 
Men's Convention at Dallas. The parade 
from 11 a. m. until about 2:30 p. m., and 
the Hudsons came out in grand shape. 

We had no complaints at all in regard to hot 
motor or the water giving out, while some of the 
$3,000 $4,000 and $5,000 cars were either forced 
to remove the radiator cap or quit the parade 
altogether. 

This feature was noticeable to great numbers 
in the crowd, and Texas is beginning to lean 
towards the Hudson more than ever. 
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Your "Big Family" Relative at Macon, Ga. 



The Convivial Buyer 

By GUY SMITH. Omaha, Neb. 

XT WAS about six o'clock in the evening when the convivial prospect dropped 
into my salesroom, arid it was easy to be seen that he had been imbibing freely. 
Announcing in a loud voice that he wanted to buy an automobile, he leaned 
against a fender and waited for hostilities to begin. 

I showed him the beautiful dark blue Hudson "33" touring car, but his enthu- 
siasm refused to awaken. 

He stood there for perhaps ten minutes, star- 
ing blankly beyond rhe. All of a sudden his 
eyes brightened, and with difficulty he navi- 
gated toward a red four passenger torpedo. 

"There's the car I want," he shouted, "bring 
it out to my house tomorrow, and if my wife and 
son like it, I will sign the order." 



"TT'C 



J. C. Wheeler's tense order-gettlngf -expression 
was secured by the staff photographer after 
considerable maneuvering. Wheeler is there, 
both in expression and ability. 



Six Salesmen In Ahead 

£~Yt)U can bet your life I was on the job next 
^5^' morning, but much to my astonishment 
found a string of demonstrators ahead of me. 

This prospect had promised to buy no less 
than six different cars. I did some skillful man- 
euvering, and finally got the family into the 
Hudson. 

They showed the right enthusiasm, and before 
I left, I had the written preference for the Hud- 
son "33." 

My next move was to get to the old man. and 
arriving at his office, I found four automobile 
salesmen waiting in the front of his store. Sizing 
up the danger of the situation, I beat a hasty re- 
treat, and you should have seen those salesmen 
laugh, as they thought 1 was too scared to stick. 
I left my demonstrator in a side street, and being 



How PUNCTUALITY Landed the ORDER 

By GEORGE W. JIMENEZ, Salesman for Tom Botterill, Denver, Col. 



^^^^HREE months of hard work upon a man 
M ^j who not only used the excuse which we 
^^V hear so often about being extremely busy, 
but who actually is an extremely busy man, made 
the outlook quite discouraging to me. When 
upon my daily or semi-weekly visits I would en- 
counter two or perhaps three other automobile 
men on the job, and when I found my man so 
extremely busy that he would lose patience and 
give me a great many short answers, I felt it was 
a hard proposition. 

And that was what 1 encountered while trying 
to sell Mr. H. the Hudson. 

One of the most freezing receptions that Mr. H. 
gave me was upon a visit when I found him very 
much occupied. When he saw me he remarked 
that I had been the sixth or seventh man that 
had called upon him that day. 

He said, ' If you persist on coming here before 
I have had the time to look into your proposition 
I promise you I will put off entirely buying a car." 

I apologized in a sincere fashion and said that 
if I had known he was too busy to talk, and was 
willing to make an appointment at some future 
date when we could talk the matter over to his 
thorough satisfaction, I would be glad to do so. 

Very Busy for Two Weeks 

XT SEEMED to impress Mr. H., not so 
much the words but the manner in which I 
spoke, because he dropped what he was doing 
and began in an apologetic way to explain how 
he would be very busy for the next two weeks, 
at which time he expected to take a few days 
away from business and select a car and take the 
time to be taught to drive it properly. 

I asked him when he would expect to be at 
leisure and he told me the day — which was last 
Tuesday. 

In the meantime, I did not lose sight of the 
fact that Mrs. and Miss H. were also talking 
with their husband and father about cars. Mrs. 
H. had her mind made up for an E. car, the 
daughter for an Electric, and the father for a 
very cheap make of car. During the time with 
Mr. H. had put me off, I had demonstrated to 
the wife and daughter. 

The appointed day arrived, and as customary 
I looked into my list of prospects who were to be 



looked up on that particular day and found Mr. 
H's name. 

The System He Uses 

C—i SYSTEM by which we can record the 
J 1 most interesting points of the conversation 
during a visit, and that also brings up the man's 
name at certain periods during the month is a 
good system, I have found. 

This was the system which made me call upon 
Mr. H. the Tuesday of the appointment. 

To my great surprise, although I had come 
pretty early in the morming, I was told by people 
in his office that he was in the building. But he 
was on a lower floor, getting shaved, as he in- 
tended to go away for the day. Not taking any 
chances that he might leave the building before 
coming back to his office, I proceeded to the 
barber shop where Mr. H. was sitting in a chair. 
I approached him and told him that 1 had called 
according to his arrangement to talk the matter 
of cars with him, and was rejoiced when Mr. H. 
assured me that he had taken away three or four 
days from business, and that he would surely 
decide upon a car and to learn to run it in that 
time. 

Got to Him First 

iY CAR was down stairs, which I always 
have handy, and after he was shaved, I 
took him out. I demonstrated the HUDSON, 
and finished at our office with him. 

It is almost needless to say that although 
there were half a dozen dealers in town who were 
expecting a visit from Mr. H. that day, or within 
a few days to decide on their car, the Hudson 
is the car he is now driving. 

He told all of us he would call and inspect each 
of our cars. 

/ knew that likely our competitors would take 
him at his word and await his call. That left me a 
clear field to pay him a special visit — to beat him 
to the inspection. His order resulted from punc- 
tuality in carrying out that resolve. 
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The ease with which you can make some 
one else believe a thing is measured by the 
sincerity of your own belief in it. 



careful that I was not observed, sneaked in that 
store through a back door. 

Uses Back Door 

"CAUGHT my prospect, showed him the 
^Jl^ family endorsement and induced him to 
follow me out of the back door. We got into 
the car and started for a ride. 

During the demonstration he insisted on 
stopping at every saloon. 

When I saw that he was in danger of getting 
overloaded, I refused to stop again until my 
salesroom was reached. 

Then I made out a sales order with particular 
stress on the Red Body. 

I talked nothing but red, and handed him the 
order blank. 

He laid that order on the fender of the car and 
signed it without a protest. 

I was correct in my assumption that in his 
examination of the various cars the night before 
the red body on the Hudson was the only im- 
pression that had stuck in his mind. 

Even today he advises his friends to buy a 
Hudson "33" with a red body. That particular 
color has made the car worth 50% more to him 



iiC BIG FAMILY' GOSSIP 

Strictly Personal 



^^^^HE peanut king of Virginia, after selling 
i °J $293,000 worth of the food, is now in the 
^bjr^ automobile business. In a year Mr. 
Elliott of Suffolk, Va., has made it a "Hudson 
Town." The good salesmanship that sold car- 
loads of peanuts sells carloads of Hudsons. 
There's a tip for all of us. 



We regret to report the frog-leg shortage in 
Detroit. Mysterious strangers, say the police, 
are responsible because of abnormal consump- 
tion of the legs of the varmints. Under sur- 
veillance is M. B. Aultman, Jacksonville, Fla .. 
member of the "Big Family." He was detected 
alone buying $8 worth in Canada. 

Shooting at the swinging eagle and punctur- 
ing a chicken on the flying horses was the shoot- 
ing gallery feat performed by E. B. Lyon. 
Durham, S. C, at a Detroit amusement park. 
Salesmanlike, he then called attention to the 
fact that his brother is the champion rifle shot 
of South Carolina. He aimed at the chicken, 
he said, but fooled us by looking at the eagle 



Cupid and Jean Bemb are kidding each other. 
Jean is threatened with matrimony. 

Officer, have that policeman call a cop to ar- 
rest Jess Draper. Jim Gil lis, Rochester, N. Y.. 
is in town. Jim is Jess' pal. 



While hurtling to press last week the TRI- 
ANGLE was pinched for speeding. This 
number of the TRIANGLE was bustled to 
press up side streets. 

Tom Botterill from Denver, and his brother. 
Frank, from Salt Lake, were at the factory. 
The staff photog. nailed them both in unposed 
pictures, the one of Frank being an imitation of 
Horace de Cognac. 

Mr. Moody, of Elgin, III., and A. L. Maxwell, 
of Lawrence vi He, 111., stormed the factory for 
more cars, which produced regretfulness, bc- 
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cause the few that weren't cleaned out were 
specified way ahead. 

The "Big Family" album is getting there. 
One hundred carefully selected visages now 
mark its pages. 

Which reminds us that the handsome coun- 
tenance of Guy L. Smith, Omaha, is still missing. 
Guy is coming to the factory this week. He 
shall be added. 



Speaking of pictures again, the two ex- 
National Cash Register demons, Messrs. Yeazell 
and De Ville, were snapped in the act of setting 
"tasks" for each other on the quiet. 



Bombarder H. H. Dillon, from William Jen- 
nings Bryan's town — Lincoln, Neb. — states 
that Lincoln business will not be bothered by the 
presidential election this year. Neither are the 
conventions interfering with the effectiveness of 
Mr. Dillon s twice-a-day follow-up letters. 

By the way, how's your June "task " You're 
selling more cars than you ever sold before if 
you are using the "task" system. 

Get the smile habit. 



A Hudson car started across the continent the 
other day from Los Angeles. Exemplifying the 
liveness of Manager H. L. Arnold and Sales- 
manager E. W. Leslie was the page photograph 
of the start in the Los Angeles Tribune and their 
notification of every Hudson dealer through 
whose territory the transcontinental tourists 
will pass. 

For the "Big Family" quartette we nominate 
Walter J. Bemb as leader. We do it on a hunch. 

Champion sharpshooters and ring tossers have 
developed among visiting dealers. 

As we dash to press a cloud of dust in the 
offing signifies the approach of the section of the 
"Big Family" that didn't specify cars early 
enough. This is a very personal item. 

Tom Barrett, of Buffalo, visited the factory to 
see his old "Big Family" friends again. 

Is there in the "Big Family" a regular poet 
Our kingdom for a poem that won't upset any- 
body's stomach. And, we neglected to mention, 
a sanitary poem such as the U. S. postoffice de- 
partment wont issue a fraud order against. 

This is Bill Tremaine's week for selling three 
cars in Phoenix, Arizona. Good work. Bill — 
you've got the grit we like. 

There is a seat in heaven for us when we pay 
our respects and our parts account at one and 
the same time without anything up either sleeve. 

Go to it on that June "task." 

Only 12 days left. 

End the month at top speed. 

Get the orders. 



IMAGINATION Wins Sales 

^j^HE salesman with imagination is the man 
I *jwho sees the possibilities of new orders in 
^^^offkes, stores and homes, where no other 
salesman thought it worth while to go. This 
type of salesman does big things and smashes 
hundred-point records. Napoleon said: "Imag- 
ination Kules the World." It certainly is a 
tremendous factor in the rule of the commercial 
world. 



Give That Final PUNCH! 

QEVER lose heart. A salesman often con- 
verts his prospect, but doesn't know it. 
That man you have been working on for a 
fortnight may be ready to sign the order today. 
He is ready for your final punch, but the bell 
rings, the round is over and the punch is never 
delivered — because you lost heart. 



3:30 a. m. Impromptu Demonstration 
Wins Unexpected Sale for Foster. 

By LOUIS GEYLER. Chicago. 

mimniMitiMiiittaiiMfHuiiammi^ 



eEORGE FOSTER, Hudson dealer at 
Wilmette, recently sold a car under pe- 
culiar conditions. The Foster Company 
also handles trucks, one of which Mr. Foster 
was endeavoring to sell to a wealthy farmer 
named Ernest Gosch, of Mt. Prospect, 111. 

Mr. Foster got up at 3:35 one morning, took 
his Hudson car and drove out to the farm to 
bring the prospect in to show him a new model 
truck which he had just received. 

On their way to Wilmette, the farmer was 
much impressed with the fine riding qualities of 
the Hudson. 

When he finally got to the Foster establish- 
ment he not only gave an order for the truck, 
but also for a new Self -Starting Hudson "33." 
That was the way an impromptu demonstration 
by an early bird Drought an unexpected order. 
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DONT Let Anyone Else Drive 
YOUR DEMONSTRATOR! 

Told by J. E. GOMERY, 

Gomery-Schwartz Company, Philadelphia 

**Thc prospect'* entire Jedgotent of the HoeVon In 
based solely oa hew YUl'K demonstrator runs."— 
J. £. OOMKRY. 

'VERY time anyone else drives the car in 
which you do your demonstrating, you 

_ _ are detracting a certain per cent from the 
effectiveness of your efforts to sell any prospect. 

Because a car is as sensitive to the touch of a 
man who does not drive it regularly as is a horse. 
And if you let someone else drive your car while 
you are not using it for demonstrating purposes 
you are hurting that car. 

You may not detract much from its efficiency, 
but ever so small a hair-line margin of difference 
between the performance of your demonstrator 
and your competitor's may cost you sales — 
probably it has cost you some already. 

I know it has cost the Gomery-Schwartz Com- 
pany some sales. 

Consequently I have issued an unbreakable 
order — I have not the power to break it myself — 
that no demonstrator be used for any other pur- 
pose, even though it should be necessary to rent 
a car of someone else in an emergency. The job 
of the men who demonstrate cars amounts to 
keeping those cars in the best of trim that me- 
chanical skill can guarantee. 

They must run better than the first day gas and 
oil was poured into them. This efficiency must 
always be present. My men hold their jobs on 
the way demonstrators run. I know that a 
noiseless, smooth-running, perfect-acting dem- 
onstrator getslorders. 

That is why neither Mr. Schwartz nor I nor 
any man in our establishment dares loan or use 
for any other purpose our demonstrators. 

A Case in Point 

XKNOW of a demonstrator which was in ex- 
cellent shape the day previous to a schedul- 
ed demonstration to an important prospect. 
That night it was loaned to a man who didn't 
know much about an automobile. He couldn't 
hurt the mechanism, but somehow he scratched 
the fender up pretty badly. The demonstration 
was made to a man and his wife who were fairly 
well sold. The car looked wrong to me for a 
demonstration — chiefly on account of the woman 
who was going to help decide. 

The woman tried to decide on the looks of the 
car — that was all she knew anything about. Well, 
the net of it was that the sale was lost. There 
was no mistaking the fact that it was the car's 
appearance, because she literally stuck up her 
nose at it after she left the scat. Yet she knew 
that all cars weren't scratched like that. 

Appearance counts a whole lot — a little thing 
will completely turn a buyer against a car — yet 
no prospect would openly admit that such tiny- 
points were responsible for the decision against 
one car. 

I find that many Hudson distributors and 



Big Bill Moyer, Giant of the 
Big Family. 

BIU Is The HI* Family at Doe Moines. He la Preel- 

teat of Every thin* Pertaining to Aotomobllea 

la Iowa. Bill l> there, 4© way*. 




dealers are doing the same thing — protecting the 
demonstrator against use for any other purpose. 
You should safeguard your demonstrator with 
as much zeal as if it were the very nucleus of 
your business, for it is. 

It is the typical Hudson car, the car on which 
you place your whole chance to get or lose the 
order. A little piston noise, a body squeak, or a 
spring squeak — the relic of the car's use over 
rough roads last night — may cost you an order 
today. 

Protect your demonstrator against usage for 
any other purpose other than to demonstrate to 
your prospects. You'll land more orders. 



i Valuable Selling Stories 
That Contain Good Tips 



5— HOW TO MAKE MOST 
SALES. 
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alesmen lose 10 or 20 per cent cf- 
through working their territories 
iscientious but haphazard manner, 
ustrates this point as well as a 
sntly by a sales agent at a district 
sales convention of one of the great western in- 
dustrial companies. 

"I was 'back home' on the farm during my last 
vacation," said this sales agent, "and went rab- 
bit hunting with an old friend who knows the 
woods and the fields better than any naturalist 1 
ever heard of. After tramping a couple of miles, 
we came to a big square field surrounded by a 
fence. It had the reputation of being a 'rabbit 
field.' 

" You take the lead. It's your day,' said my 
friend with a little smile. 

"Nothing loth. I started out with my com- 
panion following close after me. Well. I tramped 
through that field cross ways, and side ways, up 
and down, slanting and straight, from morning 
till noon, but never a rabbit did wc sight. 

^^ Unearthed Nothing 

**i^\HERE wasn't a single rabbit in the 

^^y blamed field, I concluded. 

"But as we sat on the old rail fence eating a 
snack, my pal said: 

" Waal, I reckon I'll hcv to show you how to 
ketch rabbits.' 

"To make a long story short, we started 
through the field again — this time with mv 
friend in the front. 

"We went on a straight line and the old rabbit 
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All of these men tell the same cars you sell they find successful the same talking points that win orders for you- the same advertising that attracts buyers to their 
stores, attracts it to yours, yet they are thousands of miles apart. Consider how human nature is much the same the world over. 



hunter stopped at every hummock of grass and 
poked his stick into it. 

"He did not pass one hummock. 

"Gentlemen, It would surprise you and I 
would get a life membership in the Annanias club 
were I to tell you the number of rabbits we bagged 
in the very rield that I had searched in vain. 

"Methodical hunting did it. 

Same Thin* In Helling 

ENTLEMEN, I want to tell you that the 
same principle holds good in working your 
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territory. Since applying the rabbit hunting 
principle to my sales work, I dare say I have 
increased my efficiency 100%. I know I am making 
twice as much money this year as I did last year. 

"Every man can do the same. 

"Let me say this to you: 

"Don't pass any hummocks in your field, be- 
cause you may not think they are worth while. 

"Don't overlook a single prospect. 

"Don't waste time and money dashing from one 
end of your territory to another, hit or miss. 

"Travel in a straight line if you can, and en 



route call at every house or store, as the case 
may be. The old door-to-door rule is still a 
mighty good one to follow. 

"Poke your rabbit stick into every store and 
you will be surprised and pleased at the number 
of live prospects you will unearth. 

"Don't take it for granted that a man is not 
a prospect. 

"Overlook nobody. 

"That's the way to be a mighty hunter of 
prospects and cash orders. 
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First News of the 1913 Hudson Line 

^ — =^^= 

America's automobile buying public will read the first news of the 1913 Hudson 
line in the Saturday Evening Post, July 3rd. 

The announcement ad will occupy 2 pages in the exact center of the Saturday 
Evening Post issue of July 6th, which appears on the streets of your city on July 
3rd. 

This announcement will dominate the Saturday Evening Post. 

It is estimated that an average of 4 different persons read each copy of the Sat- 
urday Evening Post. The average American family consists of 5 persons. 

2,225,000 copies of the Saturday Evening Post will be purchased between July 
3rd and July 11th, when the following issue comes out. That means approximately 
9,000,000 persons will see the first news of the 1913 line. 

By 'phoning the Saturday Evening Post agent for your city and territory you can 
learn how many copies of this announcement will be read in your territory. 

This announcement ad. can bring you only such prospects as you know personally, 
unless you use some means of acquainting all motorists of the fact that you handle 
the car. If you will watch the JUNE 29th issue of the TRIANGLE, the way to 
corral this accumulated interest will be shown. 

Keep the double-page ad in mind. Watch the JUNE 29th TRIANGLE. 

First 1913 News July 3rd. 
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Business Manners 

By HERBERT G. STOCKWELL 



Thk article flu the automobile business to a 
T, and reading its interesting truths must 
" I every salesman, dealer and distributor 



X WONDER at the amount of 
business lost through dis- 
courtesy and bad manners. 
We have no leisure to permit of 
the close scrutiny of forbidding 
people in the hope that underly- 
ing the rough exterior golden 
thoughts may be found. 

A freezing exterior may kill a sale. 
The proprietor rarely hears about such 
things, because the salesman will not 
tell him, even if he has sense enough to 
know why he has failed. In most cases 
no one other than the lost customer 
knows anything about the circumstances 
of how it happened, and very few cus- 
tomers will take the trouble to write of 
their experiences to the proprietors. 

Cmrtness Radiated Front Superiors 

X CALLED one day by appointment on the 
manager of a department in a large retail 
store. His clerk invited me to sit down, ex- 
plaining that the manager would return to his 
office in a few minutes. After waiting what 
seemed to me to be a sufficient length of time, I 
called the office boy and requested him to find 
the manager and inform him that I was there, 
by appointment, waiting. "Oh," said the boy. 



in as haughty a manner as an office boy can as- 
sume. "I would not dare disturb him. He is in 
consultation with the assistant manager." I 
left the store with a feeling of what seemed to me 
to be righteous indignation, not fully dissipated 
later when 1 received the explanation of the 
department manager that though he had not for- 
gotten our appointment, he could not leave his 
principal until the business in hand was com- 
pleted. That was the explanation. I could 
accept it or reject it, as I chose. 

The proprietors who are constantly dealing 
with facts in large proportions and people in 
crowds, rarely coming in contact with individual 
customers, too often exhibit to their assistants 
curtness of manner which is radiated from them 
to the customers with whom the actual business 
is transacted. 

Benders Bayer a Favor 

JN ANOTHER department store I stopped at 
^Jl^ a counter on which were displayed large 
quantities of sponges. Behind the counter was 
a young man engaged in tacking a small sign to 
one of the shelves. His back was turned to me. 
To attract his attention I said, "I want to look 
at the sponges." "You will have to sec that 
lady over there," came curtly over his shoulder, 
indicating a middle-aged woman who sat behind 
the next counter reading a newspaper. "I don't 
think I ought to be compelled to find some one to 
wait on me." 1 remarked, turning away from the 
counter. "Sales!" he called in a loud tone, his 
only response. Soon came leisurely toward the 
counter, not the woman indicated by the young 
man, but, in her stead, another whose manne r 



indicated her belief that in coming to attend to 
my wants she was rendering some one a favor. 

It soon became apparent that she knew noth- 
ing whatever regarding the relative quality of the 
various sponges, yet she conveyed the impres- 
sion that 1 ought to know by the price alone just 
what kind of a sponge would meet my require- 
ments. 

Clerks* Indifference to Customers 

H SIMILAR experience met me at the brush 
counter, where the saleswoman would not 
try to explain the difference between the Qual- 
ities of two brushes, one marked $3.50, and an- 
other of the same size, style, and apparently of 
similar quality, marked $1.75. just one-half the 
price of the first one. This ignorance could 
hardly be concealed by the best possible man- 
ners, but manifested desire to please would 
overcome much of the irritating effect of ignor- 
ant attendance; and, further, earnest effort to 
satisfy customers will inevitably lead to better 
knowledge of the business at hand. So the cul- 
tivation of genuinely good manners acts and re- 
acts to the advantage of the possessor. 

Early in the summer I called at a man's fur- 
nishing goods store and asked the clerk at the 
counter to show me some soft white flannel col- 
lars. "I haven't got one!" was. the clerk's un- 
interested response. "Can you tell me where I 
can get them " I inquired. "No, 1 don't know, 
I'm sure," he returned, indifferently. Turning 
to go from the store, I was accosted by one of the 
older clerks, who recognized me. Upon learning 
of my wants, he said, 'Why, we have them; they 
arc not exactly flannel, but I would like to show 
them to you." Calling to the young man whom 
I had first addressed, he said, "Just show this 
gentleman some of those pique and the white 
silk collars." 

"Is that what he wants He said flannel," 
was the retort of the clerk, who then ungraciously 
displayed the collars which 1 had supposed were 
made of flannel. He could have made a friend 
of me by trying to learn just what 1 required. 

A part, perhaps a fundamental part, of this 
trouble is due to the over-emphasis of the pre- 
vailing idea in large shops that customers must 
not be solicited to buy goods; in fact, to such an 
extent has this idea been carried that only a 
short time ago. when I had occasion to buy an 
article of furniture, no attention whatever was 
paid to me in the furniture department, and it 
was necessary to make a number of inquiries be- 
fore 1 could find a man willing to come and take 
my order. 

Good Manners Exceptional 

IT IS not in stores alone that bad manners are 
exhibited. You will notice it everywhere; 
in shops, offices, and even in railway "informa- 
tion" bureaus. 

Go into two banks and compare the atmos- 
phere. In one you are chilled with the frigid in- 
difference to your small necessities; in the other 
the good manners bespeak the well-managed in- 
stitution. 

Manners form the outward means by which 
business men and customers come in contact. 
Proprietors should study the manners of their 
employees, that their outward appearance and 
conduct may be perfectly adapted to the position 
occupied. There is no honest business which 
may not be ennobled by the fitting conduct of 
the proprietor and his clerks. If they feel re- 
spect for their business and for their customers. 
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Convention of Special Hudson Salesmen 



their manners ought to be trained to exhibit it 
plainly. 

No elaborate flourish or suave expression is 
required to advertise the possession of good 
manners. The slight gesture or evidence of 
polite attention appropriately timed is a sum- 
mons to all to take heed of the presence of re- 
finement. 

I have known of friendship formed and busi- 
ness obtained the origin of which was traced to 
apparently unnoticed courtesy used upon enter- 
ing a public elevator. Respect for gentlemanly 
conduct is too deep-seated to be uprooted even in 
this busy age. Did you ever notice the color 
mount in the face of the brusque individual when, 
in homeward evening crowding, you made way 
for him with that slight inclination of the head 
and shoulders so expressive of the well-bred. 

Over-Anxiety to Please 
^T\HERE is another kind of bad manners 
^^y which arises out of over-anxiety to please. I 
called the other day at my tailor's to order some 
clothes. The proprietor of the business was not 
in. My wants, however, were attended to by 
two clerks, who were so anxious to represent 
their employer that they overdid the matter, 
covering me with flattery and unnecessary at- 
tention; yet I could not help comparing the dif- 
ference between the manners of these two clerks 
and those in the department stores. The tailor's 
clerks went to extremes, but a few hints from the 
proprietor of the tailor shop will correct their 
manners, because, fundamentally, they have 
the desire to please and the desire to self goods ; 
but a large amount of patient training will be 
required to reform the unbusinesslike attitude 
of the average salesman. — The Outlook. 



40,000 Mile Livery Car 

Wins Prize in Race Meet 

By A. J. MILLS, Lawrence, Mass. 



*/* f T THE Rockingham Park automobile 
A I races a Hudson "33" won second prize in 
3. 1» the handicap. 

This is the first car which I bought in 1911, 
and has been run over 40,000 miles, and used for 
livery business here right up until the day before 
the race. 

As she was always kind of speedy, we decided 
to rake her down and put her in the race, more 
for the fun of it than anything else, but she 
turned out to be a very fast and good running 
little car, as you can see by the result. 



These are the IToum* 
men -who Comprise 
the Special Mtaff ef 
Hudson Malesmen. 
They eame to the 
factory for their semi- 
Annual Convention. 
Host of them had not 
been home for several 
months. Note the 
happiness. Indicating 
enthusiasm over our 
new cars. From left 
to riff ht, they are : 

A. Wood 
W.A.Hamil 
L. V. Smith 
A. Ii. Duthrie 
C. A. Wads worth 
P. 1». Btubbs 

Ass't Hales M*r. 
R. R. Thatcher 
8. J.Penbuthy 
C.O.Cibbert 
R. W.Uean 



♦ YOUR Selling Field More PROSPEROUS | 

• TaDA Y Than During Past FEW YEARS • 



"According to figures up to this date, the year 1912 has an 
opportunity to go down in business history as a record business 
year during a presidential campaign." — General Letter on Trade 
Conditions for June, by National Bank of Commerce. 



^sj -*F YOU were a farmer and discovered that 

I through some extraordinary phenomenon 
^M^a certain field of yours had suddenly de- 
veloped soil of amazing richness, not an inch of 
that land would escape intensive cultivation. 

You would work yourself to the utmost to 
make the maximum profit, because you had been 
given an unusual opportunity — the opportunity 
of a life-time. 

An equal opportunity is knocking at your door 
today. 

Your territory at the present time is enjoying 
the greatest prosperity it has seen in three years 
— that is trie general trend throughout the 
United States. 

It is an extraordinary opportunity to get re- 
sults by fine-combing it for business — every volt 
of energy you use up getting after business will 
land more orders than the same amount of 
energy last year. 

Authoritative reports from banks and similar 
institutions show some strong facts that should 
back up the knowledge of conditions possessed 
by every dealer, distributor and salesman. 

"The best business conditions are to be found 
in the east, southwest and west while business 
through the central part of the country is about 
normal," states the National Bank of (Commerce. 

The same authority on business states that 
"producers and manufacturers of all kinds are 
so busy that the matter of who is to be President 
of the United States seems to be assuming less 
and less importance." According to the figures 
up to this date, the year 1912 has an opportunity 
to go down in business history as a record busi- 
ness year during a Presidential campaign. 

Real Test of Prosperity 

©U1LDING industries feel prosperity quick- 
est. The quickening of the building business 
is a sure indication of the wave of prosperity 
that is reaching its crest. Total operations in 

2 



125 cities during April were nearly $18,000,000 
larger than April, 1911. and $8,000,000 larger 
than April, 1910. 

Building operations for the year to the date of 
issuance of these statistics had shattered a rec- 
ord. 

A total wheat production equaling or slightly 
exceeding the 10-year average is looked for by 
business authorities. 

The soil is the basis of all wealth. In Iowa 
corn has already reached proportions where op- 
timism over the outlook is at its highest pitch in 
several years. Farmers say that the winter 
snows melting, combined with the spring rains, 
make bumper crops of most all kinds of grain and 
produce likely. 

One farm authority states that he believes 
though there was to be a drought throughout 
the entire summer, a failure would be impossible 
in the state of Michigan because of the stored-up 
moisture. That fits many states, probably 
yours. 

Opportunity Knocks — Open the Door 

^rtlTH business in such splendid shape and a 
\MS record year in prospect you may well regard 
the fact as important that opportunity is knock- 
ing at your door — whether you are salesman, 
dealer or distributor. 

Because with that added impetus people have 
already begun to buy heavily. They buy easier 
as a consequence. Your sales come easier. That 
should be the incentive to work the harder, 
because the field is rich. 

The way you can do it is to set yourself a 
"task" — or, if you have already set it, to in- 
crease it — which officials of the Hudson Motor 
Car Company have unqualifiedly gone on record 
in favor of, and which has been advised a dozen 
times in the TRIANGLE. 

Decide today the number of sales that you 
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should be able to close the last 5 days of June, 
for only 5 days remain. Make that number of 
sales your "task/" Then go to work on an or- 
ganized plan to get those orders and give your- 
self the satisfaction of knowing that you have 
got for yourself the maximum number of orders. 
The country is prosperous — there is no richer 
field upon which to apply your "task" than the 
last 5 days of June, for those days are : 

Biggest automobile selling period of the 
year. 
A period of prosperity. 
The opening of the touring season. 

Get out today and rake over that list of pros^ 
pects like it was never raked over before. "Jam" 
them if necessary — but, backed up by a tremen- 
dous wave of prosperity, make the last 5 days 
of June your banner week of the whole year. 



Twice-a-Dav Follow- Up 
Letters That Quickly 
Close Dillons Sales 

Told by H. H. DILLON. Lincoln, Neb. 



Y~T PROSPECT would get angry if you went 
1 — I to see him every morning about purchas- 
here is a way to solicit 
hot prospects every 
day if you desire. Or 
you can solicit them 
twice a day if you 
think that competitors 
may break in ahead of 
you and get the order. 
Do it with follow-up 
letters. Send one at 
night and one in the 
morning. Then in 
closing up the follow- 
up at the end of a week 
if you desire to finish 
it at that time, send 
your prospect a special 
delivery letter with a 
hand-written notation 
on the corner — a plea- 
sant greeting or some 
personal suggestion about a demonstration. 
A friend of an insurance man sent the latter to 
my store under protest recently. "I'm just 
looking around. Don't want to buy a Hudson, 
because I'm going to buy a B. car. Wouldn't 
have come only he forced me to it." Under 
protest I gave him a demonstration — it was 
against his will. 

That evening I passed his home, and he and 
his family were out on the front porch. I 



stopped and invited them to take a ride. This 
they did under his protest again. I found out 
that he was going to get some money Saturday 
with which he intended buying the B. car. 
This was Tuesday night. 

The next morning lsent him the first follow- 
up letter; that night another; the next morning 
another, and so on until Saturday morning, 
when he received a special delivery letter from 
me. and three hours later he walked into the 
store, still protesting, but expressing interest in 
the Hudson's great value. I stuck to him an 
hour, and he asked questions which were sug- 
gested to him by the follow-up. I found he had 
read every letter. 

It was at the end of that hour that he agreed 
to sign the order. 

If it hadn't been for the twice a day follow-up 
I would have lost him, for I could n't have called 
on him that often without arousing his anger. 

I have had a dozen sales this year directly 
attributable to the rapid-fire follow-up. It 
certainly pays me and pays well. It pulls 
across sales that I would otherwise lose. 



r 



A Failure is a fifan V(fho is | 
Unable to Cash in His Expert'- ♦ 
ences — Elbert Hubbard | 




YOUR LOUISVILLE RELATIVE 

This U Chris Urwick, the "Big Family" 
Head at Louisville, Ky. 
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What's the MATTER With 
MY Business ? 

What a Business Detective Saw on a 4,000 Mile Trip Among Salesmen, 
Dealers and Distributors. 

BY THE BUSINESS DETECTIVE. 
IV.-Rumou. Selling Leaks That a "Taak" Syt.m Stop*. 

■^ ^ CZX EZTZXZ3 tn^n^ i i ^^t f ^r— i— 

^TTSJEX)UBTEDLY the quickest summing up of the cause of slump- 
V^ m & sales 1^ * n a mans refusal to abandon old ideas for new 
ones. 
We progress solely through change and utilization of the new ideas 
advanced to help pull up the orders. 

The Hudson salesman and dealer usually finds when he adopts a plan that 
everybody has found to work more successfully than his old method, that he usu- 
ally makes more money. Of course much depends on the man. 



The first thought that occurred to me when I 
walked into the store of a certain dealer was that 
his organization was a lazy one. Not that the 
store was not a good looking place, because it 
was, and was apparently kept up to standard in 
every respect. But there was little or no life 
about the place. The salesmen were not out 
among their prospects, it seemed, and when the 
matter was inferentially brought to the dealer's 
attention he stated that they had been very short 
of prospective buyers that year, though the pro- 
portion of sales to prospects showed a higher 
percentage. 

"But,' I said, "why are you not working the 
prospects you have to the limit?" 

Business Running Well 

V^E STATED that the business was running 
X-J* profitably; that each of the salesmen was 
showing a profit on the amount paid him, and 
that the business was in good shape. 

"But 1 will admit, however," said the dealer, 
"that there are plenty of sales leakages in this 
business. I grant you that neither myself or my 
men are getting the maximum amount of sales 
that we could get if the entire organization was 
actually pushed." 

"Then why don't you push them," I asked the 
dealer. 

"To tell you the truth," he replied, "1 never 
had figured out a method which 1 considered ef- 
fective. It is pretty hard to push a man to in- 
crease the results that he is getting; it is easier 
to lead a man — but the difficulty is that men 
who can lead other men are few and far between." 



Iiaeked.Meeessmry Initiative 

% "TT'SAT down with this dealer in his office and 
^JL explained to him the "task" system which 
has been written about by Vice President E. H. 
Broadwell in the Triangle. 

He had read of the system, and had decided 
that it was a good thing, but he actually lacked 
the initiative to put this plan into his business. 

I told him to take each salesman's selling rec- 
ord and to include his own in the list; to decide 
upon a certain number of sales for the month to 
follow, and notify each man that that was the 
number of orders he was expected to get to make 
the business show a satisfactory profit. 

The number of sales assigned each man for the 
month following constituted his task. I sug- 
gested to the dealer that it might be a good 
idea to put up a blackboard and have the names 
of the salesmen chalked upon it; also the number 
of prospects each had. and the number of sales 
each had made to date for that month. 

"Or," I said, "take the number of dollars each 
sale amounts to and make one point equal $100. 
Every time a salesman sells a car at $600 without 
any other equipment than that which comes on 
the car, he receives six points for the sale. In 
this way a percentage is established and your men 
are constantly on edge to not only make more 
sales but to increase the profit from each sale by 
selling the prospective buyer extra tires, speed- 
ometer and other accessories." 

^T\0 MAKE a long story short the dealer put 
V^/ the "task" system into effect in his place. 
Within two weeks from the time it went into 
effect the business showed an increase of 20 per 
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Setting "Tasks" for Yeazell and De Ville 



•ra. YmmII »»d !>«• 
_ each other's Jane 

i fkctory reeeatly. They know the 

▼sine efthe **Twik M system Atom experience at the N»- 
tleeal Cash Register Co., Dayton, where It was first us«d. 



The Ph otogra pher canaht Messn 
Tllle. BaTtoa, Ohio, deeMlnff on e 
"Task" when at the factory recently. 



cent per week. He set the "task" system on a 
month's basis, assigned each man the number of 
sales he was competent the man could make if 
he worked hard, and the result was that there was 
no more appearance of laziness about the place. 
The men got out and worked harder, ana each 
prospect was regarded as more valuable. 

The selling leakages had been stopped and the 
dealer had gained a remarkably quick increase 
in his business by stimulating the men to action 
with the "task" system. 

One of the men alone doubled his best previous 
selling record by the use of the "task" system. 
The plan effectively stopped the leakage in this 
case and answered the question of "What is the 
matter with my business," to this dealer con- 
vincingly. 

But I found that without a single exception, 
'wherever the task system was used, the place 
was doing a larger business, population and com- 
petition considered, than where this plan was 
not used. 

(To be continued in an early number of the 
TRIANGLE.) 



"Big Family Gossip 



♦ 
♦ 



♦ 



Strictly Personal 



H OR baseball statistician of the "Big Fam- 
ily" may we place in nomination the 
name of Col. Ike Craft, Tampa, Fla., rela- 
tive. In addition to that function Ike is ripping 
things wide open in a selling way in his terri- 
tory. He visited the factory recently with Mr. 
Hinson, also of Tampa. 

Nero fiddled while Rome flickered, but you 
can see from the photo that the staff photog. 
grabbed of Jack Phillips, St. Louis, while the 
latter s garage was burning to the ground, that 
the fiddling idea is obsolete. His garage was 
insured, however. The business is going on just 
the same. The fire happened when Mr. Phillips 
was at the factory. 

The sales department's red touring car was 
stolen the other night from in front of the Pont- 
chartrain hotel, Detroit. Dealer Sid Bolton 



drove over to the factory from Saginaw in a red 
torpedo, thereby getting two distinct galaxies 
of Sherlock Holmes on his trail. Police stopped 
him twice to hear his family history and listen 
to why he drove a red car. Sid is a good satis- 
fies so he was not inconvenienced. 

For a keen, aggressive, live one, we have yet 
to meet anybody who has it on C. S. Ransom, 
your Albany relative. Watch for the photo- 
graph. The keenness gets you. 

Officer! Please hurry up the permanent in- 
junction against the 5-nights-in-a-sleeping-car- 
2200-miles-without-stopping story that is being 
circulated by C. M. Babbitt — he who travels 
the effete east. 

As we thunder to press, the mist in the offing 
breaks — or busts, we should say — and H. B. 
Gray, Fort Plain, tears in upon us with his win- 
some smile. 

Among the prominent visitors to the factory 
lately was General Manager A. M. Thompson of 
the Dominion Auto Company, Toronto, a true 
British gentleman. 

With the same enthusiasm which marked 
Columbus' recital of the discovery of America 
to the queen, we relate the discovery of the fact 
that the "Big Family" is to be increased by 
TWO Mrs. Bembs. Jean and Walter have both 
been punctured by the traditional dart. 

The factory, growing as it does, has become 
something of a labyrinth, and it took 2 hours to 
locate Mr. Thomas, of WarsaV, Ind., so as to 
secure an impression of his visage for these col- 
umns. 



Valuable Selling Stories t 
That Contain Good Tips 

By L. J. ROBINSON 
6— CLOTHES SOMETIMES LIE 



^w^HEN in the western section of Michigan 
ill recently, I was with the owner of an auto- 
\mf mobile in his garage, assisting him in 
making an adjustment. Presently a man step- 
ped into the doorway. He looked like a tramp. 
His clothes were torn, the soles were half off his 
shoes, his hat was a big, dilapidated straw, and 
I actually believed him to be a tramp who was 
gazing upon the work in curiosity. 

Not a word was spoken for ten minutes. 
Then he remarked: "Pretty good car " The 
owner said, "Yes, she's a great car." And we 
wondered why he should take any interest. In 
a moment our question was answered. 

"Do you want to sell her!" 

"Certainly," said the owner in amazement 
"I'd sell anything I've got." 

"How much do you want for the car " asked 
the man. 

The owner placed the price pretty stiff for this 
car. 

"All right, I'll buy it," replied the supposed 
tramp. And he disappeared out of the door. 
We, of course, knew he was joshing us. 

But in about two hours he was back with a 
wad of bills and he paid spot cash for the car. I 
took him out on the road and taught him how to 
drive it on his way home. 

Was a Wealty Farmer 

>|<E DISCOVERED that he was a wealthy 

VJy farmer and owned about a thousand acres 
of Michigan land. But he lived in the back- 
woods and probably had not bought a new suit 
of clothes in fifteen years. He probably had not 
bought a new pair of shoes in five years. The 
consequence was that his method of living com- 
pletely covered up the fact that he was well-to- 
do, and his appearance was in reality that of a 
tramp. 

But the keen salesman is the man who educates 
everybody with whom he comes in contact, and 
from that he usually gets a number of unex- 



pected sales like the one quoted in the article 
above. 

By A. L. McCORMICK 
V^l'HE first car I ever sold taueht me one of 
§ c J the best lessons that can be learned in 
^_n connection with salesmanship. 

It was in Boston. Announcement had just 
been made of the first side-door model car. 
People buy automobiles quick in Boston, arid 
consequently 1 was endeavoring to sell the mayor 
of Brookline — the richest American city, per 
capita — a car simultaneously with his having 
become a prospect for an automobile. 

At the point this story begins 1 was demon- 
strating my car to the mayor. I had no idea of 
what he wanted in a car. I was just trying to 
demonstrate the best way I could. After a 
mile or two 1 came to a street car track. I 
gently touched the brake, pulled her down to 6 
miles an hour, took my foot off the accelerator 
and smoothly slid over the street car track with- 
out a jar of any kind. 

"That's good enough for me. That is all the 
convincement I want in a car. If it will ride 
smooth like that, it's the car I want." the 
mayor enthusiastically remarked. 

I could have fallen over dead I was so sur- 
prised. I stuttered a reply and swung the car 
around toward the salesroom, being careful to 
avoid street car tracks, now that he was sold. 
We arrived and he signed the order blank. It 
was the first car I had ever sold, and the first 
side-door car they had ever seen in Boston. 

But I had not the least inkling of this mans 
likes or dislikes regarding an automobile. I did 
not know that there was only one thing I had to 
prove to him — smooth riding. 1 thought I'd 
have to prove a hundred things before I had 
thoroughly convinced him. 

HBold Moat Cara That Way 
ATER, after serving my time as a salesman, 
1 became an automobile dealer. When I 
would go to get a man for the purpose of dem- 
onstrating the car I would always try to find out 
just the thing on which he was going to test the 
car. I'd get him out to the curb in front of his 
home and say: 

"Now, I can better explain the car here than 
when driving." So I would go into the details 
and try to draw him out as to what he expected 
in a car. Some men expected speed, some power, 
some comfort or easy-riding, and others wanted 
other things. Once I nailed the big point in his 
mind, 1 concentrated on that and nothing else. 

It is much easier to firmly convince a man on 
one point than it is to half convince him on a 
hundred points. The thing to do is to find his 

g)int. Then convincing him on that is easy, 
ut you must get it out of him subtly, perhaps 
through a chance remark of his. You must 
listen carefully to his conversation and draw 
your conclusions. 

And I found that when it was possible to dis- 
cover the BIG POINT I usually got the order. 
Try it yourself. You'll be remarkably surprised 
at the amazing effectiveness of the plan. 



Digitized by 



Google 



.Six vSchomos ! |X o.r lUyotiittf 'Avtt 

Mo«//5 Of 1913 Uno To Your Storo 

-OflRST news of the 1913 Hudson line this week! 

J^7 Owing to the fact that Thursday is the Fourth of July, the Saturday Evening Post will appear 

Wednesday, July 3. 

The double-page spread announcing the new line dominates every one of the 2,225,000 copies of 
the Saturday Evening Post, for it is the exact center of the entire magazine. 

It is said that 4 persons read each number of the Saturday Evening Post. Hence the important commercial news to the 
9,000,000 persons who read the magazine will be the First News of the Car You Sell. 

Consequently an average of 10% of the population of your territory will see the Hudson announcement. Those 
who are logically prospects for an automobile will read it clear through. 



Because practically every 
motorist reads the Saturday 
Evening Post, the majority of 
automobile prospects of your 
territory will see and read the 
First News. 

"How Can I Profit t" 

j^vHIS announcement, natur- 
^^^ ally arouses tremendous 
interest "with practically every 
automobile prospect in your ter- 
ritory. 

If you can rivet that interest to 
your store you achieve 100% 
efficiency from the advertising. 

The elementary way to do it 
is to stretch a large muslin sign 
across the front of the store, 
the banner bearing the words: 

New Hudson '37— the Com- 
posite Masterpiece of 48 Noted 
Engineers." 

This plan informs all motor- 
ists and prospects who may happen to pass the 
store that the new car is for sale there. In the 
large city, of course, this gives you only a tiny 
percentage of the prospects. Vet that small 
percentage is far more than worth the effort. 
It is a known fact that this method has often 
brought in prospects who later purchased cars. 

How To Use The Ad 

^rtHEN the Saturday Evening Post is placed 
Vl/on sale early in the morning of July 3rd, 
purchase a copy. Open the page in the exact 
center where the Hudson advertisement appears. 
Dab some paste on each of the four corners and 
stick it on your window five feet eight inches 
from the ground, the height of the average man. 

This also attracts the interest of prospective 
purchasers of motor cars who may be "shopping" 
for cars. Seen from the street it instantly links 
up, in the prospect s mind, the memory of the 
big ad and your store. Later, if he is in the 
market for a car the double impression he has 
secured will bring him in to see the car later. 

Every owner of an automobile will sooner or 
later be in the market for the New Hudson 
"37." " Consequently it is worth your while to 
place before every owner of a car the story about 
the conception of this car The way to do it is 
this: 



— the Six Successful Schemes 



BANNER — Large muslin sign 
word's: "New Hudson "AV— 



stretched clear across front of store, bearing: 
-Composite Masterpiece of 48 Noted Engineers." 



DOrifLE IWtJE AI). — Open Saturday Evening Post at 2 -page Hudson ad. 
and paste on most prominent window at height of 5 feet 8 inches. 

LKTTKKS — A follow-up letter every week or twice a week. The first letter 
in the next number of the TRIANGLE. The rest in early numbers. 

I'l'BLIClTV — Have your newspapers print story on "First Composite Auto- 
mobile Is Built." This story links the big announcement anil your store 
because your name appears in it. 

PROOFS OF BIO A I). — Mail out proofs of double-page Saturday Evening 
Tost announcement ad. to your prospects with letter staging the "first 
news." Secure names from state or county or city license bureau. Thus 
all motorists know of new line. 

'PHONE PROSPECTS — Telephone or write prospects that First News in 
Saturday Evening Tost. Ask what they think of it ami make appoint- 
ment for a call later. Make sure they read the ad. while it is still news. 



Go to the city, county or state automobile 
license bureau and secure a complete list of the 
names of car owners in your territory. There is 
not one of them but who will be a logical pros- 
pect for an automobile within 9 months, if not 
now. 

From the factory secure as many proofs of the 
double page advertisement as you can use. 
They will be printed with your name on the 
bottom, if you desire — or you can stamp your 
name across the bottom of the ad. With a neat 
announcement letter, stating that "here is the 
first news of a remarkable new automobile," 
mail the ad. out to both the list of motorists 
as well as your list of prospects. This idea has 
been very successful in bringing into Hudson 
dealers' stores salable prospects, for in many 
cases dealers have discovered that they do not 
get a chance at more than 50% of the purchasers 
in their price-class. That 50% buys before 
dealers know of their intentions. By this plan 
you miss nobody. 



Follow. op Letter* 

'N EACH number of the TRIANGLE, com- 
mencing with the next issue, you will re- 
ceive a letter which announces the new car and 
which is to be sent to both your list of prospects 
and the entire list of motorists in your territory. 






This letter is aimed to bring 
you a reply from prospects. It 
may bring the reply in the form 
of a letter expressing interest in 
the line or a personal call. Fol- 
lowing this letter there will be 
other letters in the successive 
numbers of the TRIANGLE. 
You want to use these as often 
as they come out. 

Don't for an instant let up in 
your bombardment of these 
prospects. Because you have 
got to keep up interest in the 
new car to bring about the sum- 
mer and fall sales. Competition 
is on the job as well as you, and 
it is by means of quick strategy 
that you arc going to get the 
orders. Taking things easy will 
kill your chances of making a 
killing. 

It is vitally essential that you 
don't let the interest of these 
people die or lag. The way to prevent that 
situation is to keep up the constant hammering. 
You may want to use twice-a-week follow-up 
letters — or every day follow-up letters. If you 
do, write the factory for sufficient letters to take 
care of an every-day follow-up and you will re- 
ceive them promptly. 

Publicity in Local Newspapers 

eET your local newspapers to print the 
story, which you will quickly receive, 
headed ''First Composite Automobile Is Built." 
This story very effectively links up your store 
with the big announcement ad, for the reason 
that your name is mentioned in the story. 

Your newspaper advertising, of course, com- 
mences at a later date, but the preceding pub- 
licity is a good way to bring people into the 
store, especially if it quickly follows the ad. 
Write the factory for the story. 

Another idea — and this scheme you can work 
today — is to telephone to each one of your pros- 
pects the news that the Saturday Evening Post 
which they will read July 3rd, contains the First 
News of the 1913 line. 

Also send a post card, containing the same in- 
formation to all motorists of your territory, as 
well as each prospect. Merely state in a line or 
two that this announcement is to be made in the 
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July 6th number of the Post, and "because it 
marks the creation of the first composite auto- 
mobile, it will be vitally interesting to you as 
one interested in automobiles." Tell them to 
watch for the issue and read the romance of the 
new car. 

If you desire further facts on any of these six 
successful schemes do not hesitate to ask the 
advertising department at the factory for the 
information. 

Double page announcements will also appear 
in Colliers, Outlook, World's Work, Sunset 
Magazine, with full pages in Country Life, 
Suburban Life, Vogue, Town and Country, Life 
Literary Digest. July 20th issue of the Post 
carries a full page ad. August 24th, Sept. 14th 
and Sept. 28th, there are also to be double-page 
spreads in the Saturday Evening Post. 

There are to be four double-page spreads in 
Colliers Weekly, 3 double-pade spreads in Out- 
look, World's Work and Sunset Magazine, and 
full pages in all. 



|— — — — 

"Big Family Gossip 



♦ 
♦ 
♦ 



Strictly Personal 

♦ 

EOR some unknown reason a cop the other 
day, with wild waving of arms and other 
excitement, shouted at C. C. Winning- 
ham as he sped along Jefferson Avenue. Detroit, 
with some dealers in his car. Mr. Winningham 
jammed on the brakes, wreathed his face in his 
most winsome smile and remarked: "Officer, do 
that again. My out-of town friends didn't see 
the first part of the dance." At which the cop 
exploded with illegal laughter, forgot to take the 
name, and the party cruised back to the factory 
unpinched. 

Am letsen Montag war der Herr Doctor 
Schreiber, Milwaukee, hier kruetz. Donner- 
wetter! Diesen sind hupche machina hut er 
gesaght. Wieder kommen. Me in Herr. Our 
grasp of languages indicates that the above re- 
fers to Dr. Schreiber, Milwaukee relative. The 
word "donnerwetter" plainly shows our ex- 
perienced linguist that this must be German, 
eh, Watson? 

Wearing his new spring suit, thereby indicting 
Hudson prosperity in Minneapolis "Cash" Levy 
dashed into the factory, told the story of the 
German nobleman who worked in his repair shop 
this spring, transacted some business and went 
away again. 

The handsomest salesroom in Beloit was the 
subject of conversation when its owner. Jim 



Marshall, dropped in on the factory section of the 
"Big Family. ' He is the man the business de- 
tective told about in the recent story on that 
beautiful showroom that helped to make Beliot 
a "Hudson Town." 

Two old-time pals collaborated together when 
Chris Urwick of Louisville and A. L. McCormick 
of the Hudson Company — former Louisvillian — 
met at the factory. Mac once was the Hudson 
dealer there. Chris and he were competitors 
then. 

George Salzman and Bert Dingley, two famous 
racing drivers, were at the factory. They drove 
the new car. "I never sat in a better car of this 
type, and I "11 be darned if I see how it can be 
built for the money," said George. And Bert 
confirmed the opinion. Naturally they were 
snapshotted and interviewed for that future 
publicity. 

June is gone. Was it as profitable as you were 
advised to make it If not you lost ground. If 
it was you are congratulated. 

Since associating with the business detective 
the editorial staff of the TRIANGLE has become 
Sherlock Holmes-like. • Note the ingenious de- 
ductions above about Dr. Schreiber and "Cash" 
Levy. Nothing up either sleeve. 

With one hand tied behind, it is not difficult to 
glean that L. E. Lambert, Baltimore, has been 
enjoying prosperity. We glean this by the glint 
of his right eye. A glinting right eye indicates 
happiness, hence much sales and equivalent 
profits. Half of prosperity is looking it. Glint 
your right eye. Keep it glinted. 

Then, too. there was Harry Wetmore, of Sioux 
City. And his friend "Hod" Barr, of the same 
city. "Hod" lives near an Indian reservation 
where they are rich. They are going to get some 
government money in September, and "Hod" is 
going to shoot half a dozen cars down there to 
DC sold on the spot. If they like a car the price 
cuts little figure. We hope you sell a dozen, 
"Hod." And he will. 

The broad smile of W. H. Davis, of Kingston, 
was in our midst, too. More prosperity evi- 
dence. 

Augusta. Ga., was represented by Mr. Jones, 
who is going to do a huge business the coming 
season, for he is primed and keyed up for it. 

The revered stork paid a visit to the home of 
William S. Lee, "Big Family" relative at Wilkes- 
Barre, Pa.. June 14. May Bill, Jr., gather in as 
many sheets of paper with filled-out dotted lines 
on them as has Bill, Sr , in the same number of 
years. 

On their way to the Republican National Con- 
vention at Chicago a brilliant galaxy of notables 
inspected the Hudson factory one Sunday re- 
cently as guests of C. M. Babbitt. Among 
them was Secretary Harold J. Balliott, of the 
Barrett Motor Car Co.. the "Big Family" at 



Buffalo. Mr. Balliott is also Buffalo's city clerk. 
Others in the party were, Hon. Louis B. Hart. 
Supreme Court Judge, Buffalo, N. Y. : Joseph J. 
Lunghino. Atty.; Wm J. Burk, Assessor; Geo. 
J. Staples, President Common Council, City of 
Buffalo, and James J. Moor, Attorney. 

Guy S. Miller at Redfield, S. D., says: "Resigat 
in Pacem." Yet there will be crops. 

The "Big Family" has a Peter Grimm. Unlike 
David Belasco's Peter Grimm, our Pete is the 
livest kind of a proposition you ever struck. His 
territory surrounds Leavenworth, Kansas. A 

man who had purchased five P s, a $5,000 

car,the other morning succumbed to Mr .Grimm's 
salesmanship and today drives a HUDSON. 



300-Mile Demonstration Is 

Selling "Plan That 

Won 4 Sales 
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Told by W. E. MOYER, 
Moyer Automobile Company, Des Moines 

^ f PROSPECT we had been working on for 
■ I some time came into the salesroom the 

U. I other day and presented me with a road 

map. 

* There's a 300 mile trip," said the prospect. 
"If your car can make it, and come up to the 
claims you make for it, you can have my order."' 

I happened to know that 3 of the man's 
friends were also going to buy the same kind of 
car he bought, and altogether 4 sales depended 
on whether I took it up or not. Well, I did. 

The 300-mile demonstration started the next 
morning at 7 o'clock from my place in Des 
Moines. We drove from that hour until mid- 
night, when we arrived back in Des Moines. 
Not a thing happened to the car in any way. It 
was easy For it. Most cars would have been 
bothered with the water in the radiator boiling. 
But not the Husdon. We did not have any dif- 
ficulty whatever. 

We just kept plugging along at a respectable 
touring gait and the car stood up in grand shape. 

When we neared the outskirts of Des Moines 
I knew the answer. I had had a hunch all along 
that the demonstration would get the order, and 
my hunch came true the next morning when my 
prospect came in to pick out the body color he 
wanted. Within a week the 3 prospects, who 
were awaiting the judgment of this man, walked 
into the store and left their orders. Four orders 
from a 300-mile endurance demonstration. 

That same week our total retail sales from the 
Des Moines salesroom were 8 cars. 



The Pittsburg Brethren 

Messrs. Davis and Esperon, partners in the 

Pioneer Motor Car Co., Pittsburg 

members of the Big Family. 
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Selling 
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1 1 By a. ii. Mccormick | [ 
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EVERAL years ago, when I was a dealer in Washington, 
D. C, the effectiveness of the method of withholding one 
selling point from the prospect till the time came for asking 
for the order was impressed very vividly on my mind. 

I was trying to sell a car to Mr. Reynolds, 1st Assistant 
Secretary of the Treasury. During the talk in my place 
before the demonstration, Mr. Reynolds regretfully said, 
"My, I wish I could have my car in maroon. We have used 
this color on our coaches and livery for years." I hadn't 
mentioned to it him, but he could get that color. 

The thought suddenly struck me that it would be a good thing to 
withhold that fact until after the demonstration and until he was appar- 
ently satisfied with every other feature. I figured it would be a good 
point on which to "clinch" the sale. 

We returned to the salesroom to secure a catalog. I noticed from 
Mr. Reynolds' attitude that he had no intention of deciding on the car 
that evening, but desired to wait and think it 

" * " more easily and clearly the arguments advanced. 

But a most important thing is to save an argu- 
ment that particularly appeals to the buyer. 
This the salesman must deduce from previous 
conversation. He must not give it up until the 
time for asking for the order has arrived. 



over. So nothing was said about color, and he 
took it for granted that it was impossible to get 
any other color than black, that of all the rest of 
our cars in the city. 

1 asked him into the office, which invitation 
he accepted reluctantly, mentioning that it was 
late and he had but a few moments till his dinner 
time. We reviewed in a general way the 
different features of the car and service. 

The "Clincher" 

V^VE BECAME more interested, and when his 
.Lxurtcrest was at its height I told him I 
would try to get for him the color he wanted, 
appreciating the fact that this car was for Mr. 
Reynolds, 1st Asst. Secy, of the Treasury. 

Instantly Mr. Reynolds said, "If you say you 
will get the maroon for me, I'll leave my 
order right now . ' ' 

"III get you maroon," I quickly replied, and 
in another minute he signed the order on the spot. 

I had used a "clincher" and got the order by 
that means that night. One of the biggest fac- 
tors in selling is to use "clinchers" — to hold out 
the big selling point until you get down to the 
very point of asking for the order. Then throw 
in your "clincher" and cinch the order. 

Don't Drain Yourself 

a COMMON mistake of some salesmen — 
and one more serious than credited — is 
often made in the first fifteen minutes' talk to the 
prospect. Many salesmen wade into a stereo- 
typed list of arguments, unaltered by the oc- 
casion, give the buyer little time to form opin- 
ions of his own and to clear his mind of any 
questionable points. Then they jump from one 
argument to another, and before they finish they 
have entirely exhausted the supply of selling 
arguments, leaving nothing unsaid except ans- 
wers to questions offered him. They are com- 
pletely drained out, and still they have no orders. 
They have thrown away the "clincher." 

By this means a prospect is often enthused and 
made to think without a question of a doubt that 
the car is a good one and a good buy, but for 
some reason or other — naturally unknown to the 
salesman — he hesitates to put his name on the 
dotted line. 

The features of the car have been covered, 
part by part, thoroughly, but hurriedly. The 
buyer is given no chance, unless he interrupts 
the salesman, to satisfy himself on some possibly 
very trivial matters, and at the end of the talk 
the buyer, forgetting most of his little conten- 
tions, has a more or less uncertain feeling which 
he is unable to exactly diagnose. The uncer- 
tainty, being prominent in his mind, holds him 
off for the time at least from signing the order. 

Salesmen will find their way much easier with 
all prospects, regardless of how hard they are, if 
they at first eliminate all points on which in- 
formation is desired, allowing a man to free his 
mind. Therefore he naturally absorbs much 



Forgets Trivial Points 

#c\HERE is no question as to the great help 
^^y this method of procedure is in closing sales. 
With nothing more to say at the time of asking 
for the order, the salesman is placed at a great 
disadvantage. 

But this big argument, held in reserve until 
the psychological moment, is like unexpected 
reinforcements from the rear. The prospect 
forgets his trivial points instantly, and the order 
may be presented and signature secured while 
his objections are swept away by the overpower- 
ing force of the "clincher." 

This final argument may be — as gleaned from 
direct reference or indirect suggestion by the buyer — 
an option of color, the fact that he may have the 
very car he sees on your show room floor, that you 
will gladly instruct him how to drive and properly 
take care of his car. Sometimes an apparently 
insignificant matter — such as having the buyers 
monogram painted beautifully on the door — will be 
the final straw that wins the order. You must find 
out while talking to him the argument that par- 
ticularly appeals to him. He may infer what he 
most desires or he may state it openly. But 
hold it in reserve for your "clincher" when the 
time to get the order arrives. 

Sell him absolutely on everything else and 
save the big point for the final "punch" or closing 
talk. 
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Wouldn't Trade Car for 
One Twice Its Price 

By MERTON N. PRINCE, Portland. Me. 
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k HE HUDSON CAR which I received last 
_ spring through the Harmon Automobile 
Co., or this city, has given such satisfaction that 
I wish to congratulate the "Big Family" on mak- 
ing such an excellent car. 

For its easy-riding qualities, ease of operation 
and quiet running 1 have never seen it excelled. 

I cannot express in words the pleasure it has 
given me, and I thought you would be interested 
in the good work it has done for me. 

I shall always speak a good word for this car, 
and I consider it the best value of any car I 
know of. In fact I would not exchange it for any 
car costing twice as much. 



The Keenness Gets You 



This Is C. 8. 
Ransom, Albany, 
N. Y. He Is 
deeply enthusias- 
tic over the new 
line and will 
break every rec- 
ord for Individual 
orders. No ques- 
tion about that. 



Eureka! Now Competitors Are 
Buying Hudson Cars! 

By W. E. SHACKLEFORD. Miami, Fla. 



>~f MERCHANT of this city took the 
■ I agency of a car last year at the same time I 
U. — m» took the Hudson agency — and up to the 
present time he has sold one car. 

I found out last week that he was in the mar- 
ket for a car and I got busy. I went to him to 
see what I could do. 

The first thing he said was, "I am agent for 
the P., and can get a better deal than that you 
can give me." 

I said to him, "I can give you a better car. 
and that means a good deal." 

He said, "Well. 7 think I will wait until next 
fall and then I will take a look at the Hud- 
son," and 1 said "Thank you, sir." 

That very night the same party and his driver 
came in and I showed them the car from one 
end to the other, and showed them how the 
starter worked. Both seemed to be well sat- 
isfied. 

They left. 

Inside of one hour's time the driver came in 
and said, "Well, get the car ready." 

Within five minutes he was going out of my 
show room and everybody asking. "How did 
Mr. S. come to buy a Hudson when he was agent 
for the P." 

The answer is in the car itself. 





1912 CAR IS SOLD FIVE 
TIMES; THEN ORIGINAL 

OWNER RE-BUYS 

By G. M. JONES, Augusta. Ga. 




^EVERAL months ago Mr. R. purchased 
from us a 1912 Hudson "33" Roadster. 

Several weeks ago Mr. R. purchased 

from Competitor No. 1 a $2500.00 touring car. 
giving his Hudson roadster as part payment. 

Competitor No. 1 sold this Hudson roadster 
to Mr. M., taking his old D as part payment. 

Mr. M. thought that he had too much money 
tied up in a roadster — he also owns a Hudson 
touring car — so he traded the Hudson roadster 
to Competitor No. 2 for an N and $400.00 cash 
— the first time we have ever heard of a dealer 
giving a purchaser cash to boot, the boot usually 
being on the other foot. Then Mr. R.. the 
original owner of the Hudson roadster, imme- 
diately purchased same from Competitor No. 2. 

Asked for his reason for purchasing his own 
car back again by several disinterested parties. 
he replied: 

"I found that I could not do without it, and get 
more pleasure out of it than I do out of my $2500.00 



Now on this '13 line, set yourself a "Task" 
and make as much money as you OUGHT 
to make. 
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Mow I Close 
■ My vSnlos 



By 
I>. V. WE ii MAX 
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(Editorial Note. — Mr. Weffman is the man 
who cIohph some of the hardest sales in New 
York City, that being the arrangement under 
which The A. Elliott Ranney Company operates 
their selling force. When a prospect looks 
good and the salesman finds the sale may pos- 
sibly be lost, he introduces him to Mr. Weg- 
man and the latter gets the order, If it Is to 
be had. This is a story of Mr. Wegman's clos- 
ing methods, told by himself.) 

NWGwiitiiiiiK3iHMHiiiiiaHiiMimaiNitniiiiiattiifiiiHHaiHiiinwiaiiiHHiiiHC& 



"The man who 
gets the order— 
who closes the 
sale— is the vital 
foundation of ev- 
ery business, If 
he can keep his 
head." — SaUsman- 
ship. 
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The closing of that 
matter-of-fact question about where he was going 
to use the car. That settled the matter absolutely 
as far as he was concerned. 

How Hales are Closed 

IT IS just little things like this that are shot 
in at the final moments of a sale that pull a 
man across the line and get his name on the 
order blank. Various methods, of course, must 
be used to close different men, but you can 
standardize the method of closing by sizing up 
your man carefully and then applying one of the 
closing formulas to the case. 

Another instance was a New York professional 
man. He came into the office and asked one of 
the salesmen for a demonstration covering con- 
siderable time. I talked with him shortly after- 
wards, and it seemed to me he was rather sus- 
picious of automobile men in general. I asked 
him about it and he looked at me and smiled and 
said, "Yes, as I have been treated in the most 
miserable way by two dealers." He mentioned 
their names. They were both dealers of high 
priced cars. 

"I would not like to sell you a car in the frame 
of mind you are in today, Mr. R," I told him. 
Then I stated that I would like very much to 
have him get in touch with some of our customers 
and find out how they were being treated by us. 
I mentioned four men who I knew to be way up 
in his line of business and whom he naturally 
knew. 

—And It Clot the Order 
V^E CAME back the next day and gave me 
X-J! the order for the car. However, he told 
me he had not seen any of the gentlemen I men- 
tioned, but had heard they owned Hudson cars. 

This it 'as the very point that closed him. J merely 
told him the names of other Hudson owners, and 
that very fact gate him the necessary confidence to 
p\dl the sale across and get his order, yet he did not 
a:n investigate. 

The mere telling was enough. Likewise, he 
knew these men and knew they had Hudson cars. 

I think it is a good plan to find out the business 
a man is in and then to mention the names of 
men in his business, should you happen to know 
any of them who own Hudson cars. For men in 
the same line of business naturally know each 
other, and it seems logical that a prospect should 
welcome such information. 

For example, the other day we sold a car to a 
banker, and in a very short time we had on our 
list no less than fifteen bankers. 

I have noticed in two or three different cases 
that when we utilized the names of men in the 
same line of business that own our cars, that we 
usually begin to get good results from that line of 
business. 



MR. R. stopped in the office twice recently. He had 
had a demonstration and the salesman who was 
handling him said he could not get him to close. It 
was at this point that he asked for my assistance. 

I was introduced to Mr. R., and as I talked, I slowly walked 
with him over to my desk. We talked on general topics and 
then I asked him where he was going to use his car. He said 
he was going to use it around the country club and on short 
trips, and that he did not intend to tour much. 

I merely took out a contract, filled it out, pushed it toward him and 
he signed it and gave me a check on deposit with scarcely more words than 
I have set down on this paper. 

sale resulted from the 



Jl Famous 
Salesman 



This is Milton 
T. Elliott, Suf- 
folk, Va., who a 
year ago was in 
the peannt sell- 
ing: business. He 
sold $293,000 
worth of the food 
in that year but 
disliked travel* so 
he grot into the 
automobile busi- 
ness and made 
Suffolk a "Hud- 
son town" in a 
year. Sincerity Is 
his long suit. A 
good selling tip. 




Coupon Brings Your Copy of New Book-' 

"How to Sell the New Hudson '37' " 

One Awaits Every Salesman, Dealer and Distributor in Exchange for Coupon 



C-X NEW book on salesmanship has just been written by Advertising 
\ m. Manager C. C. Winningham. Its function embraces the new 
1913 car, first news of which reaches the public July 3rd. Conse- 
quently you need this book in a hurry. It is just off the presses. 

It tells "How to Sell the New Hudson "37," and that is its title. First it 
shows how to relate the romance of the car, then how to interest the prospect in 
Howard E. Coffin and his board of 48 noted automobile engineers. 

Then the meaty volume carries you through 
the various other vital features of the car and it 
tells how to talk them, which to talk first and 



which last, so as to achieve the greatest effective- 
ness of selling argument. 

When there are special considerations to be 
met in selling a man you will find the answer in 
this book of salesmanship. It tells how to talk 
the car to a woman. It vividly pictures the ter- 
rific tests which were given the car before news 
of its birth was made public. 

It tells how to talk comfort, easy-riding, con- 
venience, speed, get-a-way. It tells how to han- 
dle price in your selling talk. Further is import- 
ant information relative to technical points you 
will want to know. There are half a dozen dif- 
ferent and useful photographs of the engine, of 
the chassis, rear axle construction, of valve con- 
struction and every other point of interest about 
the car. 

Engineer Writes Technical Description 

HFTER the valuable selling talk by Mr. 
Winningham comes his points on how to 
clinch sales. 

That is followed by the technical description 
of the car for salesmen written by Engi- 
neer Francois Sergardi, formerly Fiat, De Dion- 
Bouton, Berliet engineer, who is one of the 48 
experts who built this car as their composite 
masterpiece. 

There is not a single point about the entire 
car which Engineer Sergardi has not covered. The 



tiniest detail is there for your critical inspection 
should you ever come in contact with a buyer of 
sufficient degree of motor-wisdom to want to 
know detailed points. 

There is not space here to more fully describe 
the amazing degree of completeness to which 
this new volume goes on both salesmanship and 
technical description. "Automobile Salesman- 
ship" was voted the greatest book of its kind 
which the automobile industry had ever pro- 
duced, but the latest product of Mr. Winning- 
ham's pen can conservatively be said to be far 
ahead in value to the man selling the car. 

On top of that it is extraordinarily interesting. 

Book Not For Sale 

90L would probably be willing to pa\ $5 ur 
$10 for this book, because of the wa> it 
will increase any man's earnings- -but the velum, 
is not for sale. 

Yet you can have it sent prepaid, absolutely 
without charge, in exchange for the coupon 
below. 

Inasmuch as the automobile buying public 
will know about the birth of the New Hudson 
"37" the morning of July 3rd, it is vitally im- 

gDrtant that you know how to sell the car ON OR 
EFORE THAT DATE. 
If you are a salesman or a dealer or a dis- 
tributor, then send in the coupon below in ex- 
change for the volume which awaits your order. 
Do this at once so as to get the book at the mo- 
ment the public announcement is made. 



Mail Coupon Below to Factory To-Day In Exchange for Your Copy of This Volume 

IIS IS THE BOOK COUPON TO BE MAILED TODAY 



Hudson Motor Car Co., 
Detroit, Mich. 
Gentlemen: — In exchange for this coupon, which entitles me to one book — "How to 
Sell the New Hudson '37' " — kindly send my volume, prepaid, immediately upon receipt 
of this. 



Name 

Address 

Firm Name. 



City. 
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By E. H. BROADWELL, Vice President 
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^ — •OUR 1913 season is on! 
^■mlf Before the announcement of the car 
^S-^ in the Saturday Evening Post July 3rd, 
500 signed orders — as nearly as can be esti- 
mated — were taken by dealers and salesmen. 
These cars were purchased "sight unseen" by 
automobile buyers. 

The Packard sold 500 cars, "sight unseen." 
too. 

With what is undoubtedly the greatest value 
ever offered within $500 of the price, you have 
a wonderful selling proposition in the New 
Hudson "37." 

There is not another selling proposition in 
your territory as attractive to the motorist as 
this. That means that every salesman, every 
dealer and distributor this year can increase 
his earning capacity not less than 50 per cent 
and probably as high as 100 per cent. 

Since last January Chief Engineer J. G. 
Vincent and Engineer W. A. McCulla have 
run the New Hudson "37" 20,000 miles at 
mile-a-minute clips — equal to 40,000 miles of 
ordinary driving. They have tested the "37" 
in the sands, in the worst grades of the Alle- 
gheny mountains, over the terrific Michigan 
roads. Never once did the worst possible con- 
ditions feaze it. 

The Fearful Test 

a DOZEN times it was driven over a 
road reputed to be the worst in the 
United States — a 60 mile stretch from Toledo, 
O., to Detroit, Mich. — in the grim effort to 
'break her to pieces, if you can." Still the 
car refused to be feazed by the terrific strain 
she underwent 

In early February I personally drove the 
"37" through from Cleveland, O., to Detroit, 
Mich., a distance of 180 miles as fast as I 
knew how. I "stepped on it" most of the 
way. And the "37" amazed me by her wonder- 
ful ability to stand the "gaff." 

/ have owned high priced cars and I want 
to say to you that they all have to take off 
their hats to the New Hudson "37." For 
performance there is not a ^-cylinder car to- 
day in this country, regardless of price, that 
anywhere nearly touches the New Hudson 
"3/." I know. I've seen her get the most 
abusive 20,000 miles any car ever got. I've 
given her the worst abuse I knew how. 
Through all this fierce treatment not a single 
alteration from the basic design was necessary. 

She stood up, thafs all. 
As head of the selling division of the Hud- 
son Motor Car Company I went up into the 
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Allegheny mountains in her when the tests 
were being made. Then I rode the 340 miles 
from Pittsburg to Detroit. The "37" has the 
speed, the power, a big body and wonderful 
beauty. 

Those tests satisfied me that the New Hud- 
son "37" was the biggest value automobile that 
had ever been placed on the American market. 
Since then voluntary expressions from dealers 
have more than confirmed my knowledge. 

What 500 Orders Mean 

IVE hundred orders represent 5 per cent 
of the factory output for the 1912-1913 



fi 



That represents the confidence, the reliance, 
which the motoring public puts in you and the 
Hudson Motor Car Company — that 500 orders. 

It means that the public is thoroughly sold 
on the word "Hudson" as applied to motor 
cars. Those people signed to accept Hudson 
cars without having seen the car. 

Some of those orders are the result of sales- 
men's and dealers descriptions of the cars 
after they had returned from the factory 
where they saw the models. 

The Bemb- Robinson Company, Detroit 
agents, took three orders for 1913 cars three 
days before the announcement of the line was 
made. 

H. B. Gray, Fort Plain, N. Y.;.H. L. Arnold, 
Los Angeles; Bill Mover, Des Moines; M. 
T. Elliott, Suffolk. Va. ; The A. Elliott Ranney 
Company, the Louis Geyler Co., M. B. Ault- 
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E. H. Broadwell 
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man, Jacksonville, Fla., and scores of others 
whom I might mention here if space permitted, 
are those who sold the New Hudson "37" 
before even a single line of publicity had 
appeared. 

All this public confidence in the Hudson 
actually sold cars sight unseen. 

Huge Announcement Mow Out 

HS a tremendous additional stimulus of 
incalculable proportions is the double- 
page advertisement which appeared Wednes- 
day morning when the Saturday Evening Post 
was read in your city. 

Ten per cent of the population of your ter- 
ritory read the Saturday Evening Post. Prac- 
tically every motorist read it. Already you 
have had inquiries as a result of this adver- 
tisement. 

With this powerful selling stimulant it is 
up to every man in the "Big Family" to get 
up and grab the business that awaits him. 
This Saturday Evening Post announcement is 
followed by similar announcements in so 
many other publications that this new car is 
causing a tremendous stir. 

// you don't stir while the advertising stir is 
on, there won't be any orders in that upper 
right inside pocket of your coat. 

The best way to start yourself is to set a 
"task" for the number of orders for the month 
of July. Decide upon how many sales you 
will make for that month. Then take the 
photographs (a complete outfit was sent you 
by the factory following the acceptance of 
your contract) and get out and round up the 
orders! 

There will not be an easier time to get them 
than in July. This month the iron is hot and 
it will bend if you strike it now. 

The public is hot for the New Hudson "37" 
— because it's a new car, just announced. If 
you follow-up the warmth of the automobile 
buying public toward the Hudson you'll get 
the business! It can't escape you. 

«et the Publicity Notice In Yoir News- 
papers 

^T\HE very first thing to do is to get that 
^^/ publicity notice into the newspaper col- 
umns, if you have not already done so. Get 
the photographs that were sent you into the 
papers also. 

Everybody reads the newspapers — every 
prospective purchaser. Consequently the ap- 
pearance of that article — with your name men- 
tioned prominently — instantly rivets on your 
store the direct benefits from the two page 
advertisement in the Saturday Evening Post. 
It attracts to your store the people who have 
read the ad in the Post. 

Then do these other things in quick rota- 
tion. Just simply tear things loose in spread- 
ing the news about the New Hudson "37." 
Notify every motorist in your territory by cir- 
cularizing all of them. Get the names from 
the state, county or city license bureaus. Read 
these six successful schemes for riveting the 
"First News" to your store : 

BANNER — Large muslin sign stretched clear 
•cross front of store, bearing: words t 
''48 Expert Engineers Offer Their Four- 
Cylinder Masterpiece tn the Hndson *S7V 

DOUBLE PAGE AD. — Open Saturday Evening 
Post ut 2-page Hudson nd. and paste on 
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Snatches From the Remarkable 

Performances of the New Cars 



The photograph to the left indicates something of the terrific tests the New Hudson "37" was 
riven in the mud. The photo was taken this spring on a 1, 000-mile test trip during the spring rains 
when country roads were oceans of mud. Yet the car surmounted every inch of the awful going, 
giving evidence of power and stamina almost beyond belief of the officers of the company. This was 
on top of the approximately 18.000 miles of severe mountain and road work. 

The photos to the right show the "six" on the Indianapolis race course, May 31. At the point 
the photo was taken the car was doing in the neighborhood of 70 miles an hour. With four passen- 
gers she covered the 2^-mile circular course in 2 minutes and 25 seconds; with two passengers, 2 
minutes and 23 seconds — the average speed around the circle being 62 miles and 63 miles an hour 
respectively. 



most prominent window at height of 5 
feet 8 inches. 

LETTERS— A follow-up letter every week or 
twice a week. Tke first letter In the 
next number of the TRIANGLE. Tke 
rest In early numbers. 

PUBLICITY — Have yonr newspapers print 
story on "First Composite Automobile Is 
Built." This story links tke big; an- 
nouncement and yonr store because your 
name appears In it. 

PROOFS OF BIG AD. — Mall oat proofs of 
doable-page Saturday Evening; Post an- 
nouncement ad. to your prospects wltb 
letter staging; tke "first news." Secure 
names from state or county or city li- 
cense bureau. Tkus all motorists know 
of new line. 

•PHONE PROSPECTS — Telephone or write 
prospects that First News Is In Saturday 
Evening Post. Ask wkat tkey tklnk of It 
and make appointment for : call later. 
Make sure they read the mC while It Is 
still news. 

Now then, get out and fight for the busi- 
ness, while the iron is hot! Don't let it get 
cold ! Business is many times harder to get 
then! 
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3 How Rose Sold Hudson 

To a $1,000 Prospect 

By W. A. ROSE, 
Hudson Motor Car Sales Company, Dallas, Tex. 
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Q GENTLEMAN came into the sales- 
room the other day, who came with 
the intention of buying a $1,000.00 car. 
The reason this man picked me out was on ac- 
count of knowing I was in the automobile 
business. 

Also previously I had done considerable 
business with him when in the sporting goods 
line and he thought enough of me to come 
and ask my opinion in the $1,000.00 line of 
cars. 

I went with this gentleman to visit two or 



three salesrooms who handled cars of this 
price and took several demonstrations, but I 
had never once mentioned my car. 

He also took several demonstrations in sev- 
eral of the cheaper grade of cars but he could 
not find what he wanted, there was something 
missing in each car he tried. 

Price Is Next 

^C\HE next afternoon I called on him and 
^^/ asked if he did not want to go out on a 
pleasure ride with myself and wife. He im- 
mediately accepted the invitation and the first 
I knew he had found the car that suited him 
was from remarks he made while on this ride. 

Next the price came up, but with a few well 
directed remarks at opportune times he be- 
came more enthused with the "33." The next 
day the writer called on him and closed the 
sale that made this party a member of the 
big family. 

It showed that while he said he wanted to 
pay only $1,000 he Could pay $1,600 or $1,800 
or $2,000 if he got what he wanted — and if 
the salesman could prove his case to this man. 

This goes to prove you cannot rely upon the 
statements of a prospective buyer, for he him- 
self does not know what he wants. In most 
cases, they want the car that delivers the goods 
and in the right way under any circumstances. 



A Scheme to Clinch Sales 




Thin I* ft photograph 
of ft ftOMOfrkm that 
Appeared on ft car re- 
cently sold by Lou In 
U e y 1 e r Oo. Home 
dealers u»c the offer to 
paint a fancy mono* 
B*ram on the rear door* 
ofa car a* a "clincher" 
— a Method of cloning 
the sale. Try It. After 

Jon have aatlnfled the 
uycron all points and 
want to act the name 
on the line, offer the 
extra Indnecment of 
the monogram. If the 
order In placed "to- 
day^ 



STOLEN 
Car No. 27481 

Hudson Car No. 27481 — a Hudson 
blue-black torpedo — was stolen from 
Thomas F. Diack in Brooklyn, N. Y., 
June 22. It was a 1912 car and easily 
recognizable. 

Both Manager S. D. Miller of the 
Brooklyn branch of the A. Elliott Ran- 
ney Company and the owner have rea- 
son to believe the car has been driven 
to some other city. 

Manager Miller asks that members of 
the "Big Family," if they see a strange 
Hudson on their streets, endeavor to 
learn its origin and find out if it is No. 
27481, the missing car. 

This courtesy will bring you similar 
favors from the "Big Family." This 
exchange of courtesies is profitable to 
each of us. 

Watch for No. 27481—1912 blue-black 
torpedo. 



SMILES— 



By S. £. RISER 

If there were smiles for sale 

At some fair market where 
The rich, the poor, the low, 

the high, 
Might hurry with there 
change, to buy, 
What crowds would gather 
there ! 

Yet there are smiles enough, 
And each might have his 
share, 
If every man would do or say 
One— just one - kind thing 
every day 
To lift some other's care. 



The Big Man at Sioux City 



This Is "Hod" Barr, Sloox City, Iowa, mem- 
ber of the B. F. "Hod" Is the sound calibre el 
business man whose presence In the "Bis* Fam- 
ily" Elves yon confidence In the roods yon sell. 
He Is a seasoned selllns; veteran. 
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Two Big Automobile 
Merchants 



To the left is Jack Phillips, St. Louis. While 
thta photo wwbihiE taken Mr. PhilUp.' ffarage 
was burning. A few moments later he received 
• telegram. Bnt his business is going on to- 
day Just the same. He acted quick in the 
emergency. 

L. E. Lamert, Baltimore, Is another biff auto- 
mobile merchant who is working up a great 
business on the "37," according to reports. His 
photo is that to the right. He was iwrusinff the 
WIS contract. He has already begun selllnff the 
cars he contracted for. 




GUNTING cuatomera uaed to be quite 
like the methoda uaed by eome men 
In hunting quail. 

Aa a bevy of blrda rlaea In the air 
the hunter points his gun toward the flock 
and Urea a charge of hundreda of pellets of 
small shot SOMEWHERE IN THE DIREC- 
TION of the game. 

Now and again one grain out of the hun- 
dreda bringa down a bird. The reat of the 
charge of shot la waated. 

Contrast this with the absolute "know how" 
of the hunter of big; game. 

A alngle bullet la all he has. He locatea 
the animal; studies well his ground; uses 
every possible STRATEGY In approach; and 
when he la MASTER OF THE SITUATION his 
well-directed concentrated attack bringa the 
game to bag with absolutely no waate of ef- 
fort or material. 

Such la modern business. 

The daya of hit-and-miss, of firing wildly In 
the air, are paaaed. 

Today the master of selling; la aa aure of 
hla ground, aa adroit In his strategy, aa la 
the expert big; game hunter. 

He treada confidently and with absolute as- 
surance a mase of complexities that bewilders 
and befoga a novice. 

True there are difficulties to overcome; 
methoda of attack to be planned; dangers to 
be dlaeovered and avoided. 

But the chances are A THOU SAND TO ONE 
that where the novice would UTTERLY FAIL. 



• Remarkable feat of a 27,000-Mile Hudson *ci&^fiSttr£r { 



HERE is a little bit of fact which sold 
a car for us after the incident trans- 
pired. 
A few days ago A. H. Jennings of Little 
River, Kansas, started to deliver two old cars 
in Kansas City, Mo., which is over 200 miles 
distant. He drove his Hudson as pilot, but af- 
ter 20 miles of the trip had been covered one 
of the old cars went to the bad. It isnt a 
good thing to overload any car but there was 
nothing to do but tie the cripple on behind the 
Hudson. . f , 

All went well for about 40 miles, when more 
trouble showed up in the hills east of Henng- 
ton. 
fmmMmmmammmmmmmmmmmmmmmm 



The other car went out of business, the only 
thing he could do was to tie on behind the 
other dead car, or lay down. 

Mr. Jennings is not that kind, so he tied No. 
2 on, and the Hudson did not lay down but 
did her work well, and pulled herself and two 
dead cars 64 miles, up hill and down into 
Osage City, Kan. . 

There he was caught in a heavy rain and on 
account of the gumbo mud shipped the two 
dead cars the balance of the trip. 

If any one can beat this record for a hard 
test and come out in fine condition as did Mr. 
Jennings we would like to hear from them. 

Mr. Jennings' car had run up to this time 
over 27,000 miles. 
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y*W> HE idea of closing sales as applied to 
I f\ t h e average buyer amounts to only 
^^/ a few simple conditions. 

First the salesman must convince 
himself that from a comparison with any 
"worldly thing or being," Hudson is Supreme, 
this with the other essential of studying the 
desires of your prospective purchaser has been 
mv chief assets in closing sales. 

One sale that I call to mind is that of the 
president of a manufacturing concern who be- 
came a prospective Hudson purchaser at the 
Memphis show. 

After repeated efforts the salesman asked 
that I call with him in a final attempt to close 
him, this we did and had a session of possibly 
an hour or more. 

Haw Order Wa Secured 

CAME away with the order. 
This man had owned a car, purchased 



(EDITORIAL, NOTR-Hr. Danaher Is 
manager of the Memphis Motor Car Co.. 
and Is known to automobile circles as a 
tireless, nover-let-np salesman. He is 
what is known as a great "closer.") 
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at a discount, which of course he expected on 
the Hudson, but after our conversation, and 
an explicit explanation of just what buying a 
Hudson meant— not so much iron and steel- 
but brains, energy, effort and co-operation on 
the part of both manufacturer and dealer he 
was readily convinced that the Hudson was a 
better buy at the list price than any other car 
in its class at a discount. 

This is possibly not the hardest sale we have 
closed, but in this particular case we were 
in competition with four cars and he had 
agreed to take one of the other cars verbally 
if a certain delivery could be made. 

The one point in this case, is explaining to 
the prospect just what you yourself believe, 
and really "injecting" into him a good dose of 
"Hudsonine." 



Set Yourself a July 'TasR' NOW. 



the man with the "know how" treads lightly 
and easily the path to SUCCESS. 

Day after day, month after month, the In- 
dian learns from OTHERS the "know how" 
of the amaslng ability of his raee to read the 
book of nature. 

Years of study of how OTHERS have done 
It teaches the lawyer to win his eases. 

TEST and experiment, laboratory and clinic 
furnish the successful surgeon with his ac- 
curacy of diagnosis and operation. 

So, month after month, year after year, the 
automobile man who wins, learns from OTH- 
ERS, from ANALYSIS and COMPARISON, 
from RECORDS of RESULTS, the "know how" 
that seems so marvelous to the man who fol- 
lows obsolete "hit and miss" methods. 

You must learn from those about you— 
from every possible source — from the sales 
that are made In your territory— from the 
sales the competitor takes away from yon — 
from the TRIANGLE— from every man with 
whom you come In contact— from men selling 
other lines of goods. 

All these sources contain volumes of vital 
experience that will increase your bigness. 

Just notice things and slese upon and use 
—In selling— the lessons they teach. 

You grasp the value of this experience and 
become a bigger man— or you spurn It and 
sell the same amount of goods you have al- 
ways sold. 

The secret Is In grasping opportunities In 
these experiences. 

Millions of people were In direct contact 
with the oil opportunities of this country. 
They let them slip through their lingers. 

But there was one man who grasped op- 
portunities — just one man who had the Init- 
iative. ANYBODY could have been in Rock- 
efeller's shoes today, If they had grasped the 
opportunity he grasped. It was EVERY- 
BODY'S opportunity then. 

But Rockefeller made It His. Therein lay 
Rockefeller's greatness. 



The Salesman Who Is the Biff Success Is the 
Man Who Looks for Openlnffs Like a General. 
When He Sees Them He Grasps Them With 

?uick Precision. Watch for the Opening With 
our Prospect — Then Dive In. 



From Two "Hudson Towns 
In Wisconsin 



Madison, the capital of Wisconsin, is repre- 
sented by the gentleman to the left, Mr. Hitter. 
He is selllnff the cars and Is already working on 
the "37" and any day we expect the news will 
break that the "37" is outselling the "33," which 
is natural. 

To the riffht is Jim Menhall, Bellot. He has 
the most beautiful showroom there and he says 
it is a biff factor in the sale of cars. 
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Death has taken the 
man whose name this Com- 
pany hears. 

Joseph L. Hudson, though 
not active, was chair- 
man of the board of di- 
rectors of the Hudson Mo- 
tor Car Company, passed 
away In London, Eng- 
land, while abroad seeking 
health. His ambition and 
his rise from a store clerk 
to a great merchant prince 
Is an inspiration to every 
member of the Big Family, 
for he worked hard all his 
life. He was tireless. And 
he never gave up a battle. 

After SO years of hard 
work he achieved the high 
place in commercial life 
which he occupied at his 
death. His was not a sud- 
den leap to the pinnacle he 
achieved. It was a long, 
hard fight. His interests 
at his death were large, in 
addition to interests in a 
chain of department stores 
and the J. L. Hudson Com- 
pany store In Detroit. He 
was the forefront of civic 
and philanthropic move- 
ments In Detroit. He was 
a great philanthropist. 

Of him It was said: "He 
would go farther out of his 
way to do good for people 
who needed it than any 
man In a similar station in 
life." He was not only a 
great business man, but a 
philanthropist in the full- 
est sense of the word. He 
was a great student of hu- 
man nature. 

There Is a lesson in this 
great man's career for 
every one of us. 



Vv^ITH the American automobile public's interest focused directly 
\I # upon tne ^ ew Hudson "37" by a $300,000 advertising campaign, 
v *^ with scores of telegrams for deliveries being received daily, 
with interest in every corner of the country at a high pitch, it is 
vitally important to every salesman, dealer and distributor that he 
have a complete knowledge of the new car. 

Already, reliable estimates show, there are approximately 750 signed 



orders from individual motorists for New Hudson "37s" in the United 
States alone. 

You have already received the book, "How to Sell the New Hud- 
son '37.* " A few days hence you will receive the book, "How to Sell 
the '54' Hudson." 

You received, following the acceptance of your contract, the 
book of photographs of the New Hudson 37" and the technical 
description of the car. You are now utilizing this in selling. 
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Separate Catalogs for Each Car. 

JO as not to confuse the interests of buyers who may have first 
^ expressed a desire for the "37" — or the "54"— there will be separate 
catalogs for each car. It is much better to rivet a man's interests 
along straight lines than to scatter it between two objects. He is not 
confused by the two cars and makes his decision quicker. The quick 
decision, of course, makes the loss of the sale less likely. 

The "54" announcement will be made in the Saturday Evening Post, 
August 3rd. The limousine and coupe catalogs will be distributed only 
in those sections where there is likely to be a demand, except that a few 
copies will be furnished each dealer in order that he may be able to take 
care of such inquiries as he receives. 

Is Your Muslin Sign Up? 
|^\HIS is the third time the Triangle has made the suggestion that 
^^/ the arrival of the "37" be announced by stretching a muslin sign 
clear across the front of your store : 



"48 Great Engineer* Offer Their Four- Cylin- 
der Maeterpiece in the New Hudson '37' " 
Get Some Window Transfer Signs. 

SOUR window transfer signs have prob- 
ably worn away or have been washed 
away and the chances are that you need a 
new outfit of these signs bearing the words 
"Hudson Motor Cars." If you or your deal- 
ers need them, write the advertising depart- 
ment at the factory for them. State the 
number and they will be forwarded at once. 

These in merchandising the car are almost 
as necessary as the large muslin sign. 

Revised Digests This Year. 

HN answer to every question that can pos- 
sibly come up in connection with the sale 
of the New Hudson "37" will be embodied in 
the revised Hudson Digest that will reach you 
within a very few days, providing you re- 
turned your 1912 Digest. 

As in the past the Digest contains answers 
to every question bearing upon selling, adver- 
tising, publicity, details of construction, ser- 
vice and other points. 

Publicity — News-Stories. 

QUBLICITY that effects the double duty 
of being interesting news matter, as well 
as setting forth a selling point in connection 
with Hudson cars, will be sent out to dis- 
tributors and dealers from the factory at regu- 
lar intervals. 

Publicity on the announcement of the new 
car has already been received and many thou- 
sands of lines of it have been printed as this 
is written. This will be sent to dealers direct 
and each item contains a space in which the 
dealer's name is to be inserted. 

Quick Distribution of Information. 

INFORMATION on various subjects in 
connection with the sale of cars will 
secure quick distribution among dealers and 
distributors through the Triangle. 

Occasionally it has been learned that im- 
portant announcements in the Triangle were 
not seen by certain dealers. It is vitally im- 
portant in connection with your business that 
you read the Triangle each week as quickly 
as it arrives, so that you can keep in touch 
with the progress of events. It should be as 
important— more so, in fact— than any piece 
of personal, first-class mail you receive. 

The Triangle is scheduled to reach you on 
the same day each week, it being mailed from 
the factory at 10 a. m. each Saturday morning. 

How to Handle Advertising. 

"/f\LAN of Advertising for Hudson Cars" 
j^ is the title of the book which you re- 
ceived following your contract. It specifically 
deals with 1913 advertising plans. 

As was stated mi the Triangle last week, 
newspaper advertising will not commence until 
the effort can yield the dealers maximum 
profit on the cash invested. However, to 
arouse a curiosity to bring people to your store 
in the meantime, a vigorous "missionary" cam- 
paign is being waged in national publications. 
At the proper moment the newspaper adver- 
tisement announcing the arrival of the New 
Hudson "37" in your city will focus on your 



store all this accumulated interest. For the 
present the story, "First Composite Automo- 
bile Is Built," in addition to the story which 
followed it, "1,000 New Hudson 4 37s' are 
Bought Sight Unseen," will support the inter- 
est of your prospects in the car. 

Leaflets for Circular Letters. 

IN addition to all this merchandising ef- 
fort, there are to be leaflets which are 
to be placed in circular letters. Notify the 
advertising department at the factory at once 
of the number of these you will need for 
fulfilling your demands. 

You will be furnished with order blanks in 
triplicate, one blank going to the owner, an- 
other to the dealer and the third to the factory. 
These blanks are advantageous in allowing the 
salesman or dealer to overcome requests for 
cuts in prices. 

The blanks show the buyer instantly that 
Hudson cars are sold everywhere at one price, 
that dealers are required to sell the car at that 
one price, and it inspires confidence on the 
part of the buyer, because people do not object 
to paying the price for an article if they have 
assurance that everyone else pays the same 
figure. 

Future Advertising Literature. 

HSIDE from the catalogs which are being 
issued, the instruction book for the 1913 
car will be in the very first car shipped from 
the factory. This should constitute a good 
talking point for you. 

Advertising literature, when there is a good 
reason, will be created and the additions to 
the library of printed salesmanship which is 
aiding you in selling Hudson cars will be 
announced in the Triangle. 

By knowing the merchandising construction 
of the huge campaign which is pushing the 
New Hudson "37" down the sales avenue, 
you are better fitted to grasp certain advan- 
tages in personal selling that you would not 
know existed, were you not familiar with the 
entire fabric of this work. 
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Cautious South America 
Gives Hudson Car a 
"Distinct New Honor 1 

i 



By FRANK LAMKIN, 
Factory Representative in South Ami 



IN cautious South America the Hudson 
is becoming known as the only American 
car with a good reputation — acquired, pre- 
sumably, by adopting French and Italian en- 
gineering practice and improved upon by the 
uncanny business acumen of the American. 
This latter term is considered "como carino." 
The future looms larger than the past 
Should you, by chance or otherwise, visit 
Lima next year at this time, you can ride in 
Hudson cars without difficulty. This coun- 
try will take to the masterpiece of the 48 
engineers. 



District Manager J tan Bemb 

Westward Bound Once More 



aEAN BEMB, Pacific Coast District 
Manager, left Detroit this week for the 
western country, where he is to locate per- 
manent headquarters. 

His headquarters will be at Portland, Ore., 
where his home will also be. On the way to 
the coast Jean will pay visits to a number of 
Montana dealers. 



Go to a Fight — Not a Funeral— 
by Knowing Your Car. 
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Syracuse, and Mr. Crim, of Utica, were at the 
factory recently, Mr. Benson nonchalantly 
displaying 65 orders for the New Hudson 
"37" which dealers in his territory had en- 
tered. F. C. said he felt like increasing the 
contract and will in all probability. 

Hudson procedures are moving with ra- 
pidity up in the direction of New Hampshire, 
W. C. Spear, the New Hampshire distributor, 
having visited the factory to size up the new 
line. He stamped it the biggest value on the 
automobile market today. 

Moving day for W. Arthur Latham, Kan- 
kakee, 111., will be July 17th, when he be- 
comes Kansas City, Mo., distributor. • Art 
is the man who doubled his Kankakee con- 
tract, and then ambition gripped him with 
such force that he's moving into the bigger 
territory surrounding K. C. July 17th. Good 
work, Art, the Triangle extends the heartiest 



wishes for the biggest selling success of your 
life. 

At this point we don't like to deviate into 
politics, but we necessarily must say some- 
thing about the Baltimore convention, which 
was attended by Pearson Minor, Carmichaels, 
Pa. Pearse naturally disdained to go in a 
Pullman so he drove his Hudson. He had a 
fine trip over all the mountains of Pennsyl- 
vania, covering 800 miles in three and one- 
half days over the worst roads of that state. 
"No motor trouble and never stopped on the 
road five minutes," comments Pearse in pass- 
ing. 

The various hats of the B. F. must come 
off to the young lady bookkeeper at Wash- 
ington, who, while Messrs. Storm and Sib- 
bald were away, lassoed an order for a car 
and $118 worth of extras. She not only got 
the order but the check. Fine work. 
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Hudson Is Official 

Car of Escort 

to Big Men 

3» H. H. DILLON. 
Lincoln, Nebraska 



KERE is a little item of news which may 
interest Triangle readers. 

The Denver Chamber of Commerce was 
represented on a sociability run from Denver 
to Chicago and return by quite a number of 
automobiles. Accordingly, they passed through 
Lincoln and were entertained by the Lincoln 
Automobile Club at luncheon and other re- 
freshments. 

However, the point of the story is that the 
Hudson was the official car which took Mayor 
Armstrong and Chief of Police Hunger, of 
this city, to Mil ford, Nebr., a town twenty 
miles west of Lincoln, to meet the tourists, 
welcome them to Lincoln and escort them 
to the city in state. 



^TT If you agree with yourself that you 
j] will work under the "task" system 
as described in the March 23d TRIANGLE 
by Vice-President E. H. Broadwell, you 
will sell more cars by 25 to 50 per cent, 
for 1913 — are you on? 



L. L. BLOOD, "BIG FAMILY" 

MEMBER FROM TOLEDO, OHIO 



Campaigns Fourteen 
Counties for Congress - 
in Hudson Car 

By WM. W. FLOWRNOY. 
Attornty-at-Lam, *De Funiak Sprints, Flo. 



X PURCHASED my Hudson car from H. 
J. Roberts, of Pensacola, Fla., March 
28, and during the month of April we drove 
it about 1,200 miles, touring fourteen western 
counties in this state in my campaign as can- 
didate for congress in the Third district. 

The car made an unusual record in an un- 
usually stormy month over very bad roads. 



FIRST SALE 
BULLETIN! 

^ % S this Triangle goes to press it is 
% I learned that what is apparently the first 
**■ — ** sale of a New Hudson "37" was made 
by J. L. McLaren, treasurer of the Louis 
Geyler Company, Chicago. 

J. T. Newmark, the Chicago hatter, is the 
man who bought the car. The date of the 
sale was May 23d. Can anyone antedate Mr. 
McLaren's sale? 

Here is the letter from the Louis Geyler 
Company which claims the first sale on behalf 
of Mr. McLaren : 

"We have iust received our copies of the July 6th 
Triangle and the competition for the honor of mak- 
ing the first sale has rather got us going. 

"When Mr. Geyler, Mr. McLaren and Mr. Busby 
were in Detroit May 22, as you know, they came 
home chock full of enthusiasm for the new car. 

"Mr. McLaren secured an order the very next dav 
— May 23d — from J. T. Newmark, the proprietor of 
a large hat store and an enthusiastic Hudson owner, 
which we think stands as order No. 1. At that time 
we did not feel privileged to give the price, and the 
order simply read for a 'Hudson 1913, 4-cylinder 
model, for which I agree to pay list price F. 0. B. 
Detroit, type of body, color, etc., to be determined 
by me after seeing the 1913 line/ A satisfactory de- 
posit accompanied the order. 

"If any of the 'Big Family' can antedate this, we 
will lay no further claim to the honor.— The Louis 
Geyler Company." 

May 23d then stands as the date of the first 
sale and Mr. McLaren, until someone comes 
forward to antedate his bonafide order, holds 
the honor. 

If you made a bonafide signed order sale 
earlier than that date, you are entitled to dis- 
pute Mr. McLaren's claims. The Triangle 
will give you credit. You are invited to state 
your claims. 



+ Travels Whole Island of + 

J Porto Rico in a Hudson ^ 

4 By D. CHARLES WEGMEN + 

A The A. Elliot Ranney Company, New York A 



J^ M.FERNANDEZ of San Juan, 
^^« Porto Rico, stopped in the of- 
fice the other morning and 
looked over the various cars. Mr. 
Fernandez is in the commission busi- 
ness there and uses his Hudson Car 
to travel over the whole island of 
Porto Rico. It is his business office 
during these trips. 

It was only after quite a while that 
he told me that he had a Hudson car 
himself in Porto Rico and showed me 
the two enclosed pictures. 

I thought the sight 
of the car going over 
the bridge was rather 
amusing, and I asked 
him for the picture. 

This bridge is one 
hundred yards long, 
and runs between the 
towns of Juncos and 
Jumaco, P. R. The 
river is called the 
Juncos River. He 
told me when the 
heavy rains come they 
take up the planks 
and leave just a bare 
frame, and after the 
rains are over re- 
build the bridge, but 
in a very flimsy man- 
ner, as you can see by 
the enclosed picture. 
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— Ju turnout Tlv«tf iheks You 

(ii Soiling tho Mow C.nrs—| 

Some well-known automobile authorities of many years' experience A. Testa rd. New Orleans; Frank Mahoney, Regina. Canada. 
— men who know ears — are the men whose Judgment backs you In 4 — Howard E. Coffin (at wheel); Lord Montagu of Beaulieu, Eng- 

selllnr the new models. land, Europe's leading motorist. Member of Parliament who looks after 

Their approval is expressed in these photographs. Unless other- motorists' interests, publisher of the "Car," England's leading automo- 

wise stated, all are Hudson dealers; bile magazine, and British financial power. In rear seat is Geoffrey 

1 — F. W. Goldsmith, Atlanta, Ga., at wheel; F. C. Benson, Syracuse, Marks, British financier. 
X. Y. (left), and J. E. Gomery, Philadelphia (right), in rear seat. 5 — Left to right: J. G. Vincent, Mrs. Vincent, J. E. Gomery, S. G. 

2 — John Wetmore, New York Mail, known as the "dean of Ameri- Chapman, San Francisco, 
can motor car writers," who came to see the cars for the New York 6 — Left to right: Engineer W. A. McCulla, Mrs. McCulla, G. B. 

Mail. He was surprised at the value. Kimball and A. B. Henley, Boston. 

3 — Left to right: E. C. Morse. General Sales Manager; Frank Bot- 7 — George Salxman and Bert Dingley, famous racing drivers who 

terill. Salt Lake City; "Duke" Slbbald, C. M. Storm, Washington, D. C; drove the car, expressed their unqualified approval and said they did 

J. G. Vincent, Chief Engineer; M. B. Aultman, Jacksonville, Fla. ; H. not see how it could be done at the money. 
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It cannot be of interest to any other person 
than the one concerned. But to include a tire 
or other similar article is like the old days 
when the customer expected a pair of sus- 
penders or a necktie to be given with a suit 
of clothes. We have drawn away from that. 
That custom does not now obtain. 

An act of such marked generosity usually 
has a tendency to create doubt on the part 
of the buyer in the worth of his purchase, 
for he feels that an exorbitant price has been 
charged or that the salesman does not believe 
the article has the value commensurate with 
the price. 

Undoubtedly you could make more sales if 
you give such things and you could make still 
more if you increased the amount you give. 



He wrote to the dealer in the locality that 
he wanted to cover that his name had been 
referred to them by a Mr. Mathews or some 
other person of not too common or too un- 
usual a name, as a desirable representative, and 
so enthusiastic had been the endorsement that 
the manufacturer had taken the liberty of 
picking out a special engine for him, painting 
the name and address on the engine. 

A photograph showing that this had been 
done was enclosed. 

The plan resulted in a great many more 
sales than they ever had been able to obtain 
in the ordinary way of selling. The mono- 
gram or crest on automobiles is adapted from 
that idea and the clever salesman can make 
it effective. It will help him. 



Flory, two Detroit business men, who will 
handle the New Hudson "37" in Buffalo. 

The new store is in the heart of the auto- 
mobile row in Buffalo. It has a fifty-foot 
front and is 100 feet deep. It was constructed 
especially for an automobile business. The 
floor is of polished hardwood. 

The front of the building is made of beau- 
tiful white polished tile. The cement base- 
ment was constructed especially for an auto- 
mobile service department. It will open after 
August 1st. 

Frank Boyer, by the way, is the son of 
President Joseph Boyer, of the Burroughs 
Adding Machine Company, Detroit, an organ- 
ization where "intensive salesmanship" is prac- 
ticed. 
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»j What's t,ho Matter 

E vmh My .Siestas? 8 

What a Business Detective Saw and Heard on a 4,000 Mile Trip . y 

Among Hudson Salesmen and Dealers W& 

V.— MANNERS iS 



BY THE BUSINESS DETECTIVE 

ONE valuable discovery that I made on this trip was the fact that 
a salesman's manner may undo the sale of a car which the pros- 
pect has already decided to buy. 

I saw this vividly exemplified in a number of instances, one of 
which I shall tell here. 

It was in a good sized Middle Western town, and when I arrived there, I 
found a man who had been a friend of mine for years had already decided to 
purchase a Hudson car. He merely mentioned the fact to me casually, and 
when he did, it occurred to me that it would be interesting to note the process 
of the sale, so I did not reveal my mission in the city to him. 



I asked him how he had made his decision 
and he told me he knew two Hudson owners 
who could not say enough good words about 
their cars. He had been reading the auto- 
mobile columns of the newspapers, which had 
given him a good impression of the Hudson 
from its actual performance and the large 
organization behind it. He said he had con- 
sidered the C car, which also had good 

prestige and was thought well of in the terri- 
tory. 

"Let me know when you are going to buy 
the car," I said, "and I will go with you, be- 
cause I would like to look over some of these 
models myself." 

"I will go now if you say so," he answered, 
and so we started for that section of the city 
where automobiles are sold at retail. 

Man "On the Floor." 

nE knew where the Hudson dealer's place 
was and we walked into the store. Ap- 
parently there was a man "on the floor." 
He sat at a desk with his feet up on a chair 
near him, smoking a cigarette and reading a 
newspaper. Evidently he did not hear us 
enter the door owing to the noisiness of the 
street, and we stood looking over the show 
car for several minutes. 

My friend, with his check book in his 
pocket, prepared to pay a deposit on the car, 
was getting restless. I noted it and walked 
over to the salesman and said, "My friend 
would like to know some points about the 
car," and he gruffly said, "all right." 

Reluctantly he dropped his newspaper, the 
cigarette still hanging from his lip, and came 
over. It just happens that this friend of mine 
detests the smell of cigarettes and does not 
smoke himself. Imagine, if you can, the of- 
fensiveness of this salesman with a cigarette 
in his mouth and his apparent reluctance to 
wait on us. 

Story More Important Than $1600 Sale. 

HFTER he had answered several questions 
which had occurred to my friend, he 
asked, "Just looking around, are you?" and he 
started back to his desk and the absorbing 
story in the newspaper. 

My friend started for the door and I fol- 
lowed him. "Well, that ends me and this 
place. If that salesman is an example of the 
manners and courtesy of this salesroom, I 
don't want to do any business with them. Let's 

go down and look at the C car," he said, 

mentioning the name of the car that he had 
also been considering, and we did. 

The instant that we entered the door there 
was a cigaretteless, smiling, well-mannered 



man of middle age to meet us, and upon my 
friend's request for certain information about 
the car, the salesman gave the facts that were 
desired, and I could see that the contrast of 
this personality with that of the previous sales- 
man was having its effect on my friend and 
he was getting closer and closer to the sale. 

He made an objection or two at first, but 
in a nice way the salesman showed him where- 
in he was wrong. 

Within a few minutes he had my friend 
telling him how he had just come from an- 
other store in which he had just about de- 
cided to buy a car. 

That was a clue for this salesman and he 
immediately suggested a ride in the C— — car 
so my friend could see how the things he had 
told him actually worked out in practice. I 
could see he was going to try to close him 
there. 

And within an hour of that time, after the 
demonstration was finished, my friend had 
left his deposit check and had been informed 
of the date of the delivery of his car. 

Bad Manners Cost Sale. 
jft\HA T sale was lost solely through the bad 
^^/ manners of a salesman who has no bus- 
iness in as progressive an organization as that 
which sells Hudson cars in America today. 
This prospect was sold on the Hudson over 
all other cars. It would have been little enough 
to have had a salesman who could have han- 
dled the prospect without killing his enthu- 
siasm over the car — and thus got the order — 
but this salesman actually knocked the idea 
of purchasing the car clear out of the buyer's 
head by his offensiveness. The man of good 
manners sold my friend an inferior car — a car 
my friend knew did not come up to the Hud- 
son — solely because his manners were pleasing 
and he was accommodating and cheerful in 
his personal treatment. 

Watch your manners. They are the most 
important consideration in selling. Courtesy 
is 50 per cent of selling. A courteous, clean- 
shaven, well-groomed man with a smiling face 
can secure an order twice as quickly as a man 
of opposite make-up. 

Every Man a Good Prospect. 

CONSIDER that every man who walks 
into your store has a check book in his 
pocket and is ready to sign an order for a car 
if you add the last touch of convincement that 
is necessary to close the sale. 

Consider every prospect a good prospect 
and let every man who comes into the store 
to look over the car be in your mind a man 
of sufficient wealth to purchase a car. 

Then you will never go wrong and you will 

3 



sell all the cars you ought to because you will 
never lose any sales through offensive man- 
ners. 

Cut out the cigarettes and the smoking on 
the salesroom floor. A salesman should wear 
his Sunday attitude and neatly brushed clothes 
at all times. A clean shave, clean hands and 
finger nails also have a big function in selling. 

This isn't a preachment — it's just hard bus- 
iness sense. 

(To be continued in an early number of the 
Triangle.) 
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Car Stolen in Brooklyn 
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XS there anybody here who would like 
any Sherlock Holmes stuff pulled? 
Do you want any stolen cars recov- 
ered? Do you suspect there are leaks in your 
business? Are the orders getting away from 
you? Do you view with suspicion the high 
cost of living? Do you hear noises about the 
house at night? 

In any case where sleuthing is needed, we 
not only have our regular business detective, 
but we have a regular honest-to-goodness 
Sherlock Holmes in this Triangle itself. 

The Triangle's very first sleuthing case, the 
endeavor to locate car No. 27481 — stolen from 
Brooklyn, N. Y. — was solved almost the day 
the Triangle containing the "stolen" notice 
was in the dealers' and salesmen's hands. 

In the July 6th Triangle the "stolen" no- 
tice appeared. The Triangle reached Boston 
July 8th. Upon July 9th the Henley-Kimball 
Company, Boston distributors, wrote the fac- 
tory: 

"Car No. 27481, stolen from Brooklyn N,. Y., was 
recovered here today through the assistance of the 
Revere Beach Metropolitan police, just outside of 
Boston." 

On July 12th, Manager Sam Miller, of the 
Brooklyn branch of The A. Elliott Ranney 
Company, N. Y., wrote the factory : 

"I wish to thank you for the insertion of the 'stolen' 
notice in the Triangle of July 6th. 

"Car No. 27481 has been recovered with the assist- 
ance of the Boston agent, so you see the notice was 
quite effective. 

"I will use my influence to have the $150 cash re- 
ward sent to the Triangle. — 5". D. Miller, Manager." 

If you want something "put across" — and 
want to be sure it's going across — ask the 
Triangle to do it, especially if it's sleuthing 
work, for here you have the reincarnation of 
Sherlock Holmes. 



Doc Heberle's Smile 

Louis Heberle is the Minneapolls-St. Paul 
Distributor. The Twin Cities will hereafter 
be known as Minnepaul on the B. F. books. 



MR. LOUIS HERBERLE. 
St. Paul, Minn. 
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This Bailey Drawing For Your Salesroom Wall Awaits Word From You 
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. A ^i* *' awin * of the Administration Building of the Hudson Motor Car Company was made by Tenon Howe Bailcor, one of the rreatest archi- 
tectural draftsmen of the day. A reproduction on art board, suitable for framing, will be furnished to all Hudson dealer? who will a*reetoframelt. 
The reproduction Is 16x20 Inches. Such a display on your salesroom wall Is a confidence-creator in favor of the car. If you desire one or more of 
these handsome pictures, write at once. The edition is limited. «*>»«> ««c «r «■««? ui 
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"Big Family Gossip 
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Strictly Personal 
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\^^HIRTY people swear to this story of 
M c J the fried egg. Special Salesman A. 
^s_ t Wood, of the Hudson factory, saw 
the chicken and the fried egg. It happened to 
Harry L. Archey, Indianapolis distributor. 
You won't believe it, perhaps, but with all 
these eye witnesses of the egg swearing to it, 
and about it, we tried to believe it. Mr. 
Archey was driving a P. car at a fast 
clip when a chicken started across the road. 
As the car bore down on it it flew into the 
air and against the radiator. The force of the 
shock knocked a half -laid egg out of the hen 
and against the radiator. There it fried. This 
is the latest egg ever laid by a chicken previous 



to its demise. Thirty people at the Indianap- 
olis salesroom saw the fried egg. Salesman 
Wood crosses his breast — right hand pointing 
to heaven — when he tells about it. Harry 
Archey's eyes illuminate like the northern 
lights when he just thinks about it. This 
must be a true story, for truth is stranger 
than fiction. 

"Triangle ads. produce results," they're 
singing over in Brooklyn. Remember the ad. 
about the stolen car No. 27481 ? Whether the 
Triangle helped, we don't know — anyhow we 
had a hand in the thrilling "Mystery of Car 
27481." 

Have you got this "Big Family" fever? It 
seems to be contagious. Since June 4, when 
Chris. Urwick, Louisville, sent his famous 
"fever telegram," we know of no less than 
twenty of the very best people in the B. F. 
who have been stricken with it. By way of 
enlightenment we produce the "fever tele- 
gram": "Mrs. Urwick and I will arrive by 
the Big Four Thursday morning — have sold 
everything — got the Big Family fever bad. — 



Chris. Urwick." Got it? 

And bragging about Triangle results, we 
would like to state here that practically every 
dealer and distributor who signed his '13 
contract, sent in the coupon entitling him to 
the book, "How to Sell the New Hudson 
'37.'" Only one or two failed to return the 
coupon. One of them wrote: "How are we 
going to talk the new car?" — he was one of 
the very few who failed to return the coupon. 
Some prospectors up the Yukon overlooked 
gold mines that made millions for others who 
saw the mines. The one or two dealers who 
didn't see the coupons are not the sort of men 
we typify as opportunity-graspers. This is 
strictly personal. 

The man who put the Hudsons on the origin- 
al "Streets of Cairo" is M. G. Torossian, of 
Cairo, Egypt. He is Hudson dealer there and 
a man of big, broad interests. He states that 
since Lord Kitchener's arrival in Egypt many 
new roads have been opened to the public 
which has increased motor car demand in that 
country. 
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By One Who Is 

J. H. PHILLIPS, Hudton-Phillipt Motor Car Company, St. Louis 



WORK! 



THINK! 



READ! 



M";!. I' ; l | I | | |.'l I .|| 



IN EXPLAINING my views of how to 
become a successful automobile sales- 
man there seem to be three cardinal 
points : 

Work ! 

Think! 

Read! 

No matter how much you know about how 
to sell automobiles you cannot sell many un- 
less you work and this doesn't mean to work 
only while you have a live prospect in hand, 
but to work all the time. 

I can call to mind many periods of ten days 
or two weeks when I called on ten to twenty 
people every day and did not sell a car. 
Twenty years ago when I was soliciting ad- 
vertising, I went for weeks at a stretch, work- 
ing just as hard as I knew how without doing 
a dollar's worth of business. Then I would 
turn around and go over the same route and 
make a killing. 

I sold a car this week to a man who already 
owned a Hudson car — simply because I was 
<»ut calling on the Hudson owners. I had noth- 
ing of immediate importance to do. I found 
this man ready to go away on a vacation and 
just in a humor to leave his old car and get a 
new one on his return. So above everything. 
1 put hard work. 

Of course, to be a really successful automo- 
bile salesman requires a great deal more. A 
man must have a good mental equipment. He 
must be a clear thinker and a quick thinker. 
It is surprising how people act on the impulse 
of the moment, provided the proper force is 
exerted just at the time they have the impulse 
to act. 

I have sold many automobiles to men the j 
first time I have seen them — when in nine 
of such cases out of ten they had no inten- 
tion of purchasing at that time. 

Had I allowed the matter to remain open 
over night, my chances for making the sale I 
would have dwindled. ' 

CMuHt Analyse Men. i 

HE successful automobile salesman must ' 
constantly analyze the man he is dealing 
with. If the prospect shows an inclination to 
«o into the matter deeply every effort should 
•>e centered on making the sale at the par- 
ticular moment you have his attention. This 
fequires thought. An insight into the work- 
ings of other people's minds is gained only 



by concentrated thought backed up by reading 
of the proper sort. As an example I sold a 
new Hudson 37 to a man who has not yet 
seen the car and who had not even seen the 
announcement. He had heard of it. 

He came into my office a few days ago. He 
said he would like to get a little information 
about the New Hudson that he understood 
"was to be on the market in a few weeks." I 
seated him in a chair. An electric fan fur- 
nished a good current of air. I got out the 
book of photographs, showed him the picture 
of the car. In the meantime, I drew him out 
as to his ideas of what an automobile should 
be, what he was looking for and what com- 
petition there was in the sale. 

One Remark Ends One Competitor. 

HE VERY quickly volunteered the infor- 
mation that he was considering three 
cars, the Hudson, the C. and the R. 

I merely said : "Well, of course, you are not 
seriously considering the latter car as against 
the Hudson and C?" To which he immedi- 
ately said : "No, not seriously." In one sen- 
tence I had eliminated one competitor. I then 
centered my argument on the great advance 
in automobile construction that the New Hud- 
son 37 would represent as a result of being 
the product of the combined efforts of the 
Hudson force of engineers supervised by Mr. 
Coffin. 

We talked for nearly an hour on automo- 
bile history, on the cars that had come and 
gone, on the designers who had been success- 
ful and later had failed, and all the time Mr. 
Coffin and his engineers were in the limelight. 
I was impressing on this prospect the multi- 
tude of advantages that the New Hudson 37 
must necessarily possess over any automobile 
designed previously. 

And also I stated the fact that it was sev- 
eral hundred pounds lighter than the C. 

When the gentleman signed his name, he 
remarked : "I had not made up mv mind when 
I came in whether to buy a car this fall or to 
wait until next spring." 

Size l|» the Situation. 

i^\HIS shows the necessity of thinking and 
Vo*/ sizing up the situation. Had I merely 
given this gentleman a circular of the New 
Hudson 37 with a few explanations, had I told 
him that I would be glad to take him for a 



I ride when the new car arrived. I would not 
have made the sale and competition would 
have had many opportunities to get the order. 
If he had walked into the C. salesroom a 
shrewd salesman would have placed him be- 
hind the wheel and given him the proper talk, 

I and he would have gone home with a C. 

I It is by careful thought and planning that 
you can eliminate competition. One of the 

| thoughts to be borne in mind at all times is 
that every time you talk to a prospect and 

j leave him without securing an order, you leave 
just so many more openings for competition. 

1 Reading is the third great principle in the 
making of an automobile salesman. It gives 
a man knowledge and mental training to do 
the right kind of thinking. 

In the experience of others and the mythical 
happenings created in the brains of the great 
story writers, you gather a world of informa- 
tion. Much of it will be on instant call and 
much more have an influence on your think- 
ing. The man who does not read learns only 



New "37" Catalogs Are Out 
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HOW TO BECOME A SUCCESSFUL AUTOMOBILE SALESMAN 

(Continued from Pag* 1) 



by his own experience, while the man who 
reads profits by the experience of many. 
Many Details Essential. 

XN ADDITION to these three main 
points there are many little things that 
make or mar a sale. Never under any circum- 
stances to close a sale offer a man an induce- 
ment that he has not asked for. Unless a de- 
sire has already been created in his mind for 
the particular inducement you make, it has no 
appeal to him whatever. 

A short time ago one of my salesmen had 
a good, live prospect who was purchasing a 
car to be delivered to his brother-in-law in a 
small town some 50 miles away in our terri- 
tory where we had no agent. 

Without solicitation the salesman offered 
the agency if this party would place the order 
and the brother-in-law would take up the sale 
of the Hudson cars and secure two additional 
orders. 

He was unable to land the order and I 
finally went with him. When the man was 
writing the check for the deposit he suddenly 
stopped and brought up the agency proposi- 
tion. He wanted us to agree to let him have 
the agency on the sale of the two additional 
cars and rebate the discount on the car he 
was purchasing. 

On this point the order was almost lost, as 
I would not agree to it, but when he saw it 
was useless he handed over his deposit check. 

I have frequently seen salesmen offer to 
split commissions with prospects and be un- 
able to make sales because the prospects were 
not ready. 

When the prospect was ready the commis- 
sion had to be split. Then the salesman lost 
half of his proper remuneration. 



XHAVE never seen a case where a small 
concession won the order of a man that 
was not ready to place it. There are times 
when the gift of a monogram will clinch a 
sale if the man is ready to place the order and 
is holding off in the hope of getting some- 
thing. 

But I do not believe in such cases the order 
can be secured by offering a concession. 

If the prospect asks: "Will you furnish a 
monogram?" sometimes the acceptance wins 
the order. In the great majority of even such 
cases the proper price for putting it on can be 
secured, however. 

In handling a prospect it is important not 
to interrupt his train of thought when he is 
going in the right direction. I once did my 
work all over again with a man because I lit 
a cigar. 

The gentleman was smoking. When he was 
just about to say "yes" he offered me a cigar. 
Instead of sticking it in my pocket, I lit it 
and he went into a long story of where, how 
and why he purchased this particular cigar. 

By the time he got through his mind was 
entirely off closing the deal and while I landed 
him the following day, it gave a great opening 
for competition. 

It is a mistake for a salesman to smoke 
when engaged with a prospect even though the 
man is smoking and invites him to do so. It 
is one of the little distractions that frequently 
means so much at a critical point. 

The subject of how to become a successful 
automobile salesman is one that could be car- 
ried into many volumes but briefly little 
can be added to the three principals first 
stated, to work, think and read, and above 
everything WORK! 
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Selling Talk on the "37' 
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f'IRST show the prospect the car. Then point out the most important 
features that mark the New Hudson 17 as the leading car regard- 
less of price. 

Have the prospect sit in the car. 

Call attention to the comfort, roominess and quality of the seats and up- 
holstery, the elegant finish of the car as a whole, the three-bearing crank shaft 
with extra large bearings. 

I Say that ball bearings have been eliminated 
entirely, insuring a perfectly quiet gear oper- 
ation, which, coupled with the usual quietness 
of all Hudson Motors since the advent of the 
famous "33." at least makes the "37"' the 
smoothest running and most satisfactory auto- 
mobile built in this or any other country in 
the world. 

State that the simplicity idea has been ad- 
hered to in the "37" by pointing to the manner 
in which the self-starting and self-lighting 
outfit has been attached to and in reality made 
a part of this car without the customary 
jumble of wires and with each part so num- 
bered and marked for identification that it is 
absolutely fool-proof. 

Show how it is the only starter that is 100% 
efficient. Impress the prospect with the fact 

1 that the regular equipment included in the 

I list price is as complete and of as good quality, 

• material and workmanship as can be bought. 

J The big point is that the Hudson is built 
with the specific idea in the minds of Howard 
E. Coffin and his 48 engineers that the owner 
desiring to operate the car himself can do so, 
"absolutely free of complications even to the 
carburetor, which requires no adjustment." 
Mention the fact that Hudson cars have 

I always been better value than any other car 
at any price, because used Hudson cars are 
in greater demand and the prices of each used 

: Hudson model are very little less than they 

I cost when new. 

I Call the prospect's attention to the fact that 

2 
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By SAMUEL S. TO BACK ® 

General Manager, 
The A. Elliott Ranney Company, N. Y. 



Assistant Sales- 
m a ti a kc r 1*. 1). 
Stuhhs describes the 
Kent lemon opposite 
as the "marvel of 
i he automobile 
business." lie has 
inercased the assets 
of his automobile 
business 300 ' r with- 
1 n the past 12 
montbs. He is a 
director in practi- 
cally every hank in 
ISridxeport. <; <> n n., 
and besides is heav- 
ily i n t e r e s te d in 
manufacturing en- 
terprises there. If 
we were to state 
that he is a mill- 
ionaire we m i jf h t 
not be far off. He 
is the Hudson deal- 
er for the Bridge- 
port territory and 
his name is JKrwin 
M. Jennings. He is 
one of the most 
successful business 
men in the H\g 
I'amily. 



the Hudson Motor Car Company through 
Howard E. Coffin and his staff of some 48 
engineers have always set the standard for 
automobile builders and have never created 
a failure and that the Hudson "37" is their 
latest and greatest creation, naturally. 

Mention that the thousands of Hudson own- 
ers all over the world as well as most auto- 
mobile engineers have learned that they can 
and now actually do pin their faith to any 
automobile that Howard E. Coffin builds. 

Show how the Hudson Motor Car Company, 
by reason of its fairness with all Hudson 
owners and the closeness and friendly rela- 
tions with its distributors has earned the 
enviable reputation of being the most progres- 
sive automobile institution in the world. 

Then demonstrate the car and qji return 
ask for the order — and you will get it. 
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| Demand for New Cars Smashes § 
| Record in Powers' Territory 

By ROBERT W. POWERS 
Fall River. Mas*. 



mMDMnuiffliDHimwmaiitifflNi!oniMN 

SOU may want to know how the 1913 an- 
nouncements are taking in my terri- 
tory. I have been in the business 
nearly ten years, and can honestly say I never 
saw anything like the demand that has been 
created by this same announcement. Up to 
the present time we have sold in my territory 
eleven new 1913 cars which I think is won- 
derful when you take into consideration the 
fact that none of the customers have seen 
sight of one. 



Golfing Packer ' ' Places 
Unique Order for "37" 
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aLDEN SWIFT, son oi the famous 
Packer Swift, who is known all over 
the country as the "golfing packer," 
will drive a New Hudson "37." That's de- 
cided. 

J. W. Holliday, of St. Joseph, Mo., where 
Mr. Swift is now in charge of the big Swift 
interests, got the order sight unseen. Swift 
based his decision on confidence in the sort 
of goods that bear the Hudson name, in 
addition to his belief that Mr. Holliday knows 
much about motor cars. 

While Mr. Holliday was at the factory Mr. 
Swift wired as follows: 

"If '13 car is satisfactory to you, you may consider 
this my order." 



Digitized by 



Google 



THE HUDSON TRIANGLE 






j,ori,ooo p«o S )io wm 

So i) tho Novy ! !((<koii Cars 
vVlvortteo'l in iV(op;o-/Jiio$ 



Hudson Advertising in August 

PUBLICATION DATE CIRCULATION SIZE OF AD. 

Life Aug. 1 200,000 Full Page 

Saturday Evening Post Aug. 3 2,225,000 Double Page Spread 

Collier's Weekly Aug. 10 600,000 Double Page Spread 

Literary Digest Aug. 10 265,283 Full Page 

Country life In America Aug. 16 50,000 Full Page 

Saturday Evening Post Aug. 24 2,225,000 Double Page Spread 

AUGUST MONTHLY MAGAZINES. 

Outlook 160,000/ Double Page Spread 

Sunset Magazine 150,000 Double Page Spread 

World's Work 130,000 Double Page Spread 

National Geographic Magazine Full Page 

The Fra Full Page 

Outing Full Page 

Hearst's Magazine Full Page 

On July 27 Farmer and Stockman, Iowa Homestead and Wiscon- 
sin Farmer carried full-page advertisements of the "sf which are 
still pulling. 
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> — ^ OU can't field the ball unless you see 
L 1 . it coming. 

K*P Herewith is presented the Hudson 
advertising schedule, as nearly complete as was 
possible at the time of writing, showing pub- 
lications and date of their appearance bearing 
Hudson advertising during the month of 
August. 

This advance information is for the purpose 
of letting you know that the ball is coming. 
It is up to you to field it. 

These advertisements in full page and 
double-page space will appear in great national 
magazines, the total circulation of these ads 
being among 6,671,000 homes. They reach the 
home of twelve times the total number of 
American automobile owners — all during a 
single month, August. 

For this is but a part of one of the largest 
advertising campaigns that has ever been 
launched by an automobile manufacturing con- 
cern. 

The mere announcement of the car in a 
single double-page ad in the Saturday Evening 
Post brought thousands of people into Hudson 
salesrooms in every section of the country. 
The announcement of the "37" to 2,225,000 
homes reached by the Saturday Evening Post 
did that. One dealer sold 11 cars as a result; 
another half a dozen, still others more than 
that and some less. 

What Will Three Times That Circulation Do? 

©UT whatever excitement over the new 
cars was created in your territory by 
the Saturday Evening Post announcement is 
now to be TREBLED. For these ads are 
going into 6,671,000 homes. 

A certain per cent of those families have 
the money to buy automobiles. Another sec- 
tion of those readers are already prospects for 
cars and it is the prospects who will read these 
advertisements most thoroughly and carefully 
in the endeavor to get closer to a decision as 
to which car to purchase. 

It is those prospects from whom you will 
hear quickest. 
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Some will write the factory — although the 
advertisements are purposely so worded that 
all prospects will go to the dealers salesrooms 
— and their letters of inquiry wil) be turned 
over to distributors, dealers and salesmen. 

Others will go direct to the dealers' store 
after having become saturated with the facts 
told in the advertisement. 

As a consequence it is mandatory that you 
are familiar with every statement made in the 
advertisement — else you cannot talk to the 
prospect from his own viewpoint which has 



been created by the ads. If you are to make 
these sales IT IS VITALLY IMPORTANT 
THAT YOU DISCUSS THE CAR FROM 
THE PROSPECTS VIEWPOINT. HENCE 
READ THE ADS. 

Figure the Influence This Way. 

SOU know the population of your terri- 
tory. The population of the United 
States is about 90,000,000. Let us say that the 
ads reach approximately 7,000,000 people. Con- 
sequently an average of 7 out of every 90 
homes in your territory will see the ads. Elimi- 
nate from our calculation the homes of the 
poor and the classes which have not the money 
to purchase cars and you will see that by far 
the large proportion of motorists and pros- 
pective motorists will read these announce- 
ments. 

Because the ads are placed in publications 
read by families having money the greater 
part of that waste is eliminated and it is fair 
to say that one or another of this list of pub- 
lications will carry the Hudson ads to EVERY 
PROSPECTIVE PURCHASER IN YOUR 
TERRITORY. 

Then you can field the ball, because you can 
see it coming. 



ONE of the impressive features of the 
Galveston Beach races, August 8, 9 
and 10, is to be the exhibit of the New 
Hudson "37," which is to be held there for 
the benefit of Texas dealers, distributors, Hud- 
son owners and prospective owners. 

Southwestern District Sales Manager E. O. 
Patterson has arranged for a large circular 
exhibit space on the spacious lawn of the 
Galvez Hotel. The exhibit space is 35 feet 
in diameter. 

There will be a canopy over the top of the 
exhibit. All distributors, dealers, salesmen, 
Hudson owners and prospective owners are 
invited to inspect the New Hudson "37" there. 
General Sales Manager E. C. Morse will at- 
tend the races and will be at the exhibit. 

The advertising department suggests that 
Texas distributors issue invitations to their 
dealers to see the exhibit and that all dealers 
and distributors in Texas issue the same kind 
of invitations to their owners and prospective 
owners. 



This Week The "Six" Is Announced ! 

This Is the double-page advertisement which beginning Thursday will cause a rash of pros- 
pective purchasers to your salesroom. The advertisement appears In the Aug. 3 Saturday Evening 
Post, which appears on your streets THURSDAY, this week. 




The "54" HUDSON-a"SIX" 

tWhtmn. t*m **« <*»*». *** A.*~*.~» &«*% «W &•*. 



Here is the Answer 

to that oft aehed question: "What wilt 
Howard £ Coffin do when he builds a 'Six?' 




Gctiwiy— Speed— Power 



CofDpleteoeM The Cbaaafe ia Simple 
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Bulletin ! 

aS THE TRIANGLE thunders to press this week little old West 
Liberty, la. — emulating David and Goliath in Biblical times — 
knocked the props out from under the second largest city 
in the United States and tripped away with the honor of having 
made the first '13 sale. 



W. C. Kimberley and H. J. Smith, 
Kimberley & Smith Garage, are the 
men responsible for taking the honor 
away from J. L. McLaren, treasurer of 
the Louis Geyler Company, Chicago 
— whose enthusiasm over the new cars 
got him an order the day after he saw 
the "37." That was May 23rd. But 
on April 26th, 27 days earlier than the 
McLaren order, Kimberley & Smith 
secured their order. Loose the Old 
Liberty Bell for West Liberty. 
Bulletin! 

By W. C. KIMBERLY, West Liberty, la. 

YN READING the Triangle we note that 
^J^, the Louis Geyler Co. claims the first 
sale of the New Hudson "37." We can go 
them one better as we closed a deal on the 
26th day of April for a 1913 Model not even 
knowing the specifications. 

We received a deposit of $1,100.00 to bind 
the sale. 

The sale was made as follows: Miss Marie 
K. of this city was running a Hudson 33, 1911 
Model, and we had a prospect for it; we sold 
the car for her and took her order for a 1913, 
specifications to be given later, which order 
has been made for a six cylinder five-passen- 
ger touring car to be delivered as soon as 
possible. 

We lay no further claim to the honor if 
anyone can beat it. 

Bulletin! 

By A. E. GARDINER, the A. E. Gardiner 

Machine & Motor Co., Saskatoon, Can. 

^■^E FEEL satisfied that we have taken the 
VL/ first order for the Hudson "6;" this 
order was taken June 4th when we had just 
heard that there was a Hudson "6." We took 
the order from a man who was driving another 
make of a car. He was more than pleased 
with the Hudson. 

We would like to known how this sale 
stands for being the first order taken. We 
have also orders for four of the "37's" and 
two more of the "6's." 

In looking over the Trtangle we find re- 
ports about the early sales and as we are about 
the farthest Hudson dealers to the north, it 
would no doubt interest you to know how 
sales have gone in this part of the country. 
We took the Hudson line when it was un- 
known in this territory and there were none in 
the city of Saskatoon ; we have now delivered 
twenty-six cars. 

Bulletin! 

By S. G. CHAPMAN, San Francisco, Cal. 

X NOTICE in the Triangle of July 6th in 
"Big Family Gossip" you give unofficial 
credit for the sale of the first Hudson "37" 
to Louis Geyler. I wish to report that Mr. 
Geyler was beaten badly in the matter of 
securing the first order for a 1913 Hudson, 
for on May 27th the dealer in Stockton tele- 
phoned in an order for a Six-"54." 

On June 5th, he telephoned an order for 



another "6-54" and on June 26th the same 
dealer 'phoned an order for a "37." 

These are all signed orders and deposits 
have been received on all of them; delivery of 
the cars to be made as soon as they can be 
had. 

This makes a good start for Stockton and 
much credit is due the salesman because of the 
fact that he sold them "sight unseen" and 
without even knowledge of the Delco system 
at the time the two Sixes were sold. 



Big Family 
Gossip 
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STRICTLY PERSONAL 



E'S back. 

The return of the head of the "Big 
Family" from a three-months' trip in 
Europe was a happy one. President Chapin 
was the picture of good health. He came 
in while the factory was being stormed for 
deliveries of "37s," which made him feel that 
the B. F. had been up on its toes every minute 
of the three months which is fact. He re- 
turned on the eve of the biggest year's busi- 
ness in your selling career. 

You received a publicity story from the 
factory the other day about Edward Jewett, 
aged 74, making a 4,354 mile trip from 



Phoenix, Arizona, to Detroit. You muffed a 
good news opportunity if it hasn't already been 
printed, for the Jewett family has started 
back and there's more publicity coming. The 
Jewetts return home by way of Chicago, 
Carthage, Mo., Kansas City and a northerly 
route. Dealers in that territory please note 
and prime the newspapers for the story- 

A good story ceases to be news if it isn't 
printed immediately. If you let a piece of 
publicity lay around for a week and then ask 
the newspapers to print it, it can't do you a 
whole lot of good. When you receive stories 
get them to the newspapers quick. We have 
known dealers to let a story lay around a 
month and then have their newspapers print 
it as news. Any organization that does that 
looks foolish. After a story lays around a 
month throw it away. It isn't news any 
longer. 

"Boy, the Hudson orders are coming so 
fast that I have put a guard on the door," 
writes Oil King Rupert Cox, of Beaumont, 
Texas, in a fit of ecstacies over the situation. 
We would like to add this suggestion: Why 
not instruct the buyers to form in line to the 
right of box office^check in hand, thus avert- 
ing any such catastrophe as the food riots of 
London. 

We hope the sickness of Manager J. W. 
Holliday, of St. Joseph, Mo., has vanished. 
His enthusiasm over the '13 line is undimin- 
ished, despite his illness. 

Western dealers also have a good publicity 
opportunity in W. G. Bryant, Detroit attor- 
ney, who is to lay out an "Ideal Tour" in the 
west for the Touring Club of America. He 
is driving a Hudson which has been run nearlv 
20,000 miles. 

It is good to see how the "Big Family" is 
strengthened for 1913. With such men of 
proved ability as E. C. Greenwald at Cleve- 
land, W. G. Welbon at Cincinnati, H. A. Test- 
ard at New Orleans, Frank Boyer and P. S. 
Flory at Buffalo, Walter J. Bemb and L. J. 
Robinson at Detroit — and equally strong com- 
binations in other centers, the batting order 
will be somewhat changed, we calculate. 

Instead of this competitive batting order: 

C C H. 

It is going to be this : 

H C C. 

Figure it out for yourself because there is 
going to be a competitive upset. It has already 
happened in "sight unseen" sales of the New- 
Hudson u 37." All we have to do now is to 
hold the road. Do your part. 



New "Digests" Out; Coupon Mailed To-day Brings Yours 



udson Digest for 1913 is out ! 

Digest this year is larger than 
*ar and contains considerable in- 
lat was not placed in last year's 
book. In addition there is a new skeleton of 
solicitation for the lt 37" and a treatise on 
handling advertising. There is a new list of 
the members of the "Big Family" which it is 
very important that all dealers, distributors 
and salesmen should have. And there are 
many other important facts contained in this 
encyclopedia of Hudson information. 

To sell the "37" with the maximum amount 
of efficiency it is vitally essential that every 
salesman have a copy of this voluminous 

THIS IS THE "DIGEST 



morocco leather-bound book that is the clear- 
ing house for Hudson plans and ideas, at once. 

The Digest is issued on the same successful 
plan as last year. From time to time additions 
will be made to its pages and you are to 
return the old pages. Each dealer and dis- 
tributor and salesman who receives the Digest 
has a charge for $5 entered against his com- 
pany's name to be wiped out upon return of 
the Digest to the factory. 

So that this Digest will not get into any 
other hands than members of the "Big Family" 
it is required that this coupon be completely 
filled out and mailed to the factory. Mail 
yours today, so you will not lose a day in 
getting this very valuable volume. 

COUPON TO MAIL TO-DAY 



Hudson Motor Car Company, 

Detroit, Mich. 

Send my "Digest" as I am entitled to one. $5 is to be charged against the account 
of the dealer or distributor by whom I am employed. 

My Position My Home Address 

Xante of Company City State 

Dealer's or Distributor's Personal Signature that I am entitled to receive this 

"Digest." 

(Factory O. K ) 
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THE PRESIDENTS PPOPHEO 
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By R. D. CHAPIN 
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"/ feel proud of the standing which the Hudson product has acquired and 
the up-to-date design which we offer in our 1913 models. These facts mean a 
selling success for you in IQI3, whether you are distributor, dealer or salesman. 
You will sell more cars than you have ever sold before. My general observa- 
tions show that all conditions are in your favor." 
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"IT 18 LITTLE WON- 
DER THEN, THAT A 
SELLING SUCCESS - 
AS GREAT AS YOU 
DECIOE YOU CAN 
MAKE IT-IS WITH. 
IN YOUR GRASP FOR 
THE 1018 SEASON." 
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A html 
in Lighting 



HAVING just returned from a three 
months' trip to Europe, where I was 
1 in constant touch with automobile 
progress in France, England and 
Germany — progress which in years past has 
largely governed the development of the 
automobile industry in this country — it is 
gratifying to know that the New Hudson 
"37" and "54" have breasted European de- | 
sign in many things and have excelled them i 
in equal number. 

Europe appreciated sooner than we the 
desire for maximum comfort, even in 
moderate priced cars. With Turkish | 
upholstery, twelve inches deep, such as 
the Hudson cars have this year, with the 
wide roomy seats and the other comforts 
with which you are thoroughly familiar 
at this time, you can readily see that the 
Big Family is even ahead of Europe from 
many standpoints. It has been generally 
figured that the American automobile in- 
dustry follows Europe by about five years. 
This has now been changed. In the mak- 
ing of some parts of automobiles, we are 
ahead of Europe. Take the self-starting 
motor for instance. Self-starters are almost 
unknown abroad, although they will fol- 
low us in another year in the adoption of 
this great convenience to the driver. 

Our 1913 cars are not only as finely de- 
signed and built as anything abroad, but 
have certain equipments that are not to be 
found on foreign cars. 

have gone farther in the develop- 
ment of electric lighting equip- 
VV ment than has the Old World. 
Not even the best of European 
cars make electric lights standard equip- 
ment. 

It was gratifying to me to 
return from there and find 
that the 1913 Hudson models 

were such distinct successes. 

It assured me that the 1913 
cars would be a selling success. I would 
have felt this to be the case even though I 
had not learned when I returned that be- 
tween 750 and 1,000 sight unseen orders 
had been placed by individual buyers for 
the cars before they were announced. 

A great deal of credit must be given our 
organization for the wonderful results our 



I'rtiud ol" 

II 11(1 MOM 

Reputation 



cars have given on the poor roads that we 
have in most of our states. 

I did considerable touring in France, 
England and Germany, and nowhere is 
the motor car subjected to the strains of 
our road conditions here. Our Company 
has made the Allegheny Mountains and 
nine other states, aside from Pennsylvania, 
their testing ground. For months the new 
models were kept running continuously 
over the so-called roads of these mountains 
and when the new design finally passed the 
O. K. of the engineers it was much better 
fitted for use in every section of this coun- 
try than through any other test that can 
be devised. 

KFEEL proud of the standing which the 
Hudson product has acquired, and the 
up-to-date design which we offer in our 
new 1913 models. These facts mean a 
selling success for you in 1913, whether you 
are distributor, dealer or 
salesman. You will sell 
more cars than you have 
ever sold before. My gen- 
eral observations show that 
all the conditions are in your favor. 

All the leading companies in America 
keep right on steadily increasing their busi- 
ness, building much better cars every year, 
simply because they have good sound 
brains in their organizations and a well- 
defined policy, usually laid out years in 
advance. 

As in many other things, Europe sets 
some of the automobile styles, and I noted 
a few tendencies which have a bearing upon 
the coming season here. 

They were quicker to perceive over there 
that there was no reason for any resem- 
blance between the automobile and the 
horse-drawn carriage. They appreciated 
sooner than we the desire for the maximum 
of comfort, even in the most moderate 
priced cars. 

Hence, their development of the so-called 
torpedo type of body, with very deep, 
thick cushions, low seats and a long, low 
hung chassis. This year in America will 
see many of the better makes adopting 
every one of these ideas, with the result- 
ant production of a type of car much bet- 



ber. 



We Are Enrly 
With Moilfln 



ter suited to our rougher roads than ever 
before. 

EUROPEAN manufacturers are later 
than us with their new models, as they 
I bring out most of their new cars at 
show time in November and Decem- 
This gives the American buyer the 
advantage of a full fall and 
winter's use of his new 
model car, which the Euro- 
pean buyer does not really 
get until spring. 
The European automobile trade has 
finally commenced to believe that we are 
manufacturing the large quantities of motor 
cars in America of which they have heard 
reports from time to time. 

On a previous visit it was very difficult 
to make any of them place credence in my 
statements as to the volume of business in 
our industry. However, during the past 
year many of the more prominent makers 
have visited us here in Detroit and have 
gone back and told their colleagues of the 
actual progress that is being made in 
America. In numerous instances these 
foreign manufacturers I know have ordered 
large quantities of American machinery 
after their inspection of the equipment of 
some of our bigger motor car manu- 
facturers. 

All through Europe the motor car fac- 
tories are today being operated very largely 
with machinery from the United States. 
The head of one company told me proudly 
that he had bought a quarter of a million 
dollars worth of machinery over here this 
spring, and another that he had just placed 
an order a month ago for two hundred 
thousand dollars worth. 

Fortunately for us our steel makers have 
devoted as much attention to the needs of 
the automobile industry that our steels now 
are as fine as anything that could be pro- 
duced in Europe and our quality of mater- 
ials is the equal of anything used in the 
foreign made car. In the matter of de- 
sign the 1913 cars of many of our makers 
will not only be as finely designed and built 
as anything abroad, but will have certain 
equipments which are not to be found on 
the foreign cars. We have gone very much 
further here in the development of electric 
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lighting equipments, which will be stand- 
ard on all of the better American cars this 
coming season. 

Self-starters are almost unknown abroad, 
although they will follow us another year 
in the adoption of this great convenience 
to the driver. 

It is little wonder, then, that a selling 
success — as great as you decide you can 
make it — is within your grasp for the '13 
season. 
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a Let This Thought Sink In 
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j^\HE man who succeeds above his 
^^/ fellows is the man who early in 
life clearly discerns his object and to- 
ward that object habitually directs his 
powers. Even genius itself is but fine 
observation strengthened by fixity of 
purpose. — Lord Lytton. 
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% How Neglecting "Owners' % 
<* Bulletin' Cost Hudson fr. 

$ Dealer a Sale * 

***************************** 

a MIDDLE-WESTERN business man 
of known wealth the other day became 
a prospect for a car. The fact reached 
the Hudson dealer's ears and he went after 
the prospect. 

He was given a hearing and gave the pros- 
pect a demonstration. But he lost the order 
to the C. dealer, he discovered a short time 
afterward. 

A fortnight later the new owner of the C. 
car happened to somehow run across a copy 
of "The Owners' Bulletin," published monthly 
by the Hudson Motor Car Company and 
mailed to all owners of Hudson cars. "The 
single copy taught me more about an auto- 
mobile than I had ever known before/' wrote 
the C. owner to the Hudson factory in ask- 
ing that his name be permanently placed upon 
the "Owners' Bulletin" list. 

The man was extremely enthusiastic about 
getting this new source of information and 
the factory wrote him for further particulars. 
His answer revealed his ownership of a C. 
car and he stated the answer might have been 
a different one "had he known of the existence 
of the 'Owners' Bulletin' before." 

The dealer had utterly neglected to tell this 
prospect one of the biggest selling points the 
Hudson has — in spite of the fact that time 
and again the Triangle has stated how im- 
portant is this talking point. 




And here Ih 
another hard- 
headed automo- 
bile merchant. 
He Is Calvin S. 
R o d g e r h of 
Knoxville, Tenn. 
Me is a fighter 
as exemplified by 
the fact that in 
spite of this 
spring's had 
roads he kept 
right on selling 
cars in the 
Knoxville terri- 
tory which is 
the true tent of 
a man's metal. 



At the left in the 
front Heat of the 
car is Edward 
•lewett, aged 74, 
who with his son, 
I*. M. Jewett— at 
the wheel — and the 
latter 's wife and 
son, toured from 
Phoenix, Ariz., to 
Detroit, traveling 
23 day* and cover- 
ing 4,354 miles. 
Their route back 
bringH the total 
mileage up to ap- 
proximately 9,000. 
This is one pub- 
licity opportunity 
on which the fac- 
tory issued stories 
the day the party 
arrived. Did you 
get the Ntories to 
your newHpaper* 
as quickly? 



This dealer, however, Was one of the type 
that heeds no one's advice except his own — 
and that attitude cost him this sale and prob- 
ably lots of others. He is an abject failure as 
a salesman of Hudson cars. He is no longer 
selling Hudson cars, for that reason. 

Familiarize yourself with the "Owners' Bul- 
letin," It is issued monthly to owners of 
Hudson cars. It is also furnished through the 
repair departments of all Hudson dealers. It 
gives valuable suggestions as to the care of 
Hudson cars and it has distinctly shown a 
wonderful effect in increasing the service the 
car gives owners, — in addition to aiding the 
dealer in taking care of cars in his territory. 
It more firmly cements the tie between the 
owner and the factory and your store. He 
feels there is a bond of interest between him- 
self and factory which assures his car giving 
the service he expected of it when he bought 
it. 

Show prospective buyers these "Owners' 
Bulletins." It will often be the deciding point 
that closes the sale. Start the use of the 
"Owners' Bulletin" in selling today. 



How to Impress Owners 

With Amount of 

Service They Get 



DERE'S a good idea that does not entail 
any extra work. 
Next month when you draw a balance from 
your books, sum up the amount of service 
you have given each owner and make out a 
statement of it addressed to the owner. Then 
stamp it paid, pen your initials beneath the 
word "Paid" and mail it out to the owner. 
These paid statements are being used by Sid 



Bolton, of Saginaw, Mich., Hudson dealer. 
They are having the effect of cementing rela- 
tions between the owner and Mr. Bolton, for 
then the former more truly appreciates the 
worth of the attention that is being given. 
The statement in addition to telling the date, 
the work that was done and the number of 
hours of labor, also tells in the proper column 
the value in dollars and cents of that labor. 

That is the way Mr. Bolton cashes in on an 
approved type of Hudson service. It makes 
it possible to accomplish the advertising idea 
embodied in his recently issued list of Hudson 
owners— a list of names and addresses printed 
upon fairly heavy paper and headed "Our 
Satisfied Hudson Users." At the bottom of 
the little folder are the words : "We Guarantee 
Everything We Do or Sell." 



Never Rode in Hudson, Yet 

Orders Unannounced "Six" 
By R. C. GRETH 



a LT HOUGH he has never ridden in a 
Hudson car, President H. L. Condon, 
of the American Snuff Company, 
Memphis, placed an order for a "54." He 
bought it on the recommendation of his 
numerous friends who do ride in Hudsons. 

This car was one of the four Hudson 4, 54's" 
sold in Memphis the day after their contract 
was signed. 

Mayor Thompson, of Chattanooga, Tennes- 
see, insisted on having a Hudson car above all 
others, in spite of the fact that there were 
none in Chattanooga. As a consequence he 
had to go to Atlanta to buy one, driving back 
the following day in his "33." This was some 
time ago when dealers were beginning to get 
sold out. 



f^l onsider the cat. 

^*" J\.ine times out of ten she can lick anything twice 
her size. Still there s not much to her except quick 
action, quick thinking ana intensive 'grit. 

i)ut such dynamic energy, as exemplified by the cat, 
**- into selling the new cars and you will need nine 
lives to s fiend the money you will make. 
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Vyimt tho ".Six" Oau Do 



Speed- 



Sixty Jive Miles an Hour 
Over Circle Course 



- Getaway - 



Fifty-eight Miles an Hour in 

Thirty Seconds Jrom 

Standing Start 



Power — Endurance- 
Rips Off 1 1 o Miles in 2:55 :oo 
Driven by Archey 



0. 



'HE day following the 
speedway races at In- 
dianapolis, the "six" 
was taken for a test of speed. 

With two passengers it 
averaged, during ten miles, 
63^ miles an hour around the 
circular 2 l / 2 mile speedway. 
With four passengers it 
averaged only about a mile 
less. That, of course, meant 
that on the straightaways the 
speed climbed much higher, 
for the turns cut down the 
average. 

When you remember that it 
is scarcely a year since a 
prize was offered for the 
stock car which would do a 
mile-a-minute over that In- 
dianapolis course and none 
were found that could take 
away the money, then you 
must appreciate the extraor- 
dinary advancement of this 
car. 

Such dealers as C. M. 
Storm and "Duke" Sibbald, 
Washington, D. C, S. G. 
Chapman, San Francisco, F. 
W. Goldsmith, Atlanta; H. A. 
Testard, New Orleans, Frank 
Mahoney, Regina and other 
members of the "Big Family" 
equally well known to you 
witnessed and timed the try- 
outs. Some of them rode in 
the cars during the tryouts. 
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HE headline above this 
story expresses the 
get-a-way of the New 
Hudson "Six." 

Engineer \V. R. McCulla re- 
cently at the factory in De- 
troit, in showing the car to a 
dealer, achieved that mark. 
Then he throttled the car 
down to 2 l / 2 miles an hour on 
high. On numerous occas- 
ions the feats have been re- 
peated. 

The dealer, sitting in the 
driver's seat accomplished 
the same thing, after McCulla. 
In 30 seconds he also achieved 
a speed of 58 miles an hour in 
30 seconds. Without slipping 
the clutch he throttled down 
to 3 miles an hour on high, 
hitting on all six cylinders. 

The only get-a-way that on 
paper looks any better than 58 
miles an hour has been dis- 
puted by a competitor of the 
car which made the claims. 
Possibly this get-a-way of 58 
miles an hour in 30 seconds 
from a standing start is the 
best on record. 



"What the Six Can Do" 
doesn't cut any figure un- 
ite* you uee these statements 
in selling — and ram them 
home to prospects. Do it — 
they make a good impression 
on a "six" buyer. 



The Colonel's Hat is in 
the Ring 



The first 
gentle man 
east of here 
followed his 
hat Into the 
ring and 
started after 
the I i f e-o'- 
trade'g g o a t 
in a manner 
which makfN 
wordH of de- 
scription nn- 
neceMftary. He 
i» Col. Ike 
Craft of the 
Florida Auto 
A <ia» Engine 
Co m p a n y — 
Hudson deal- 
er** at Tampa, 
Fla. The gen- 
tleman east of 
him In hU as- 
sociate. M r. 
B. F. Hinson. 
They look as 
if they are 
buninesa-s e t- 
ters, don't 
they? You 
guessed right. 
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ARRY L. ARCHEY, 
Indianapolis, distribu- 
tor, also sells a cer- 
tain excellent high-priced car. 
Personally, he has always 
driven a $6,000 six-cylinder 
model of that make. He is 
a very fast driver. For years 
he has driven $5,000 and 
$6,000 cars. 

When the factory men and 
dealers traveled from Detroit 
to Indianapolis for the speed- 
way races in May, two of the 
new Hudson "sixes" w r ere 
taken along in addition to 
the "37's" that went also. 

The day after the races the 
Wolverine Club tour, with 
whom the Hudson people 
journeyed, started for Dayton, 
O. There were lots of cars 
on the road. Speed was not 
very easy. Mr. Archey ex- 
pressed a desire to drive one 
of the "sixes" to Dayton. 

He did. With cars on the 
road in plenty he did the 110 
miles in two hours and fifty- 
five minutes — a pretty rapid 
clip. 

Those who accompanied 
Mr. Archey on this trip were 
J. G. Vincent, F. W. Gold- 
smith, Atlanta, Ga., M. B. 
Aultman, Jacksonville, Fla., 
and L. J. Robinson, now of 
the Bemb-Robinson Co., De- 
troit distributors. 

Mr. Archey saw the speedo- 
meter reading showed 12,000 
miles. That illustrated how 
the car was standing up. He 
felt her speed and power 
with the result that a Hudson 
"six" is hereafter to be Mr. 
Archey's personal car. Com- 
ing from a man who, until the 
past year or two, has sold 
nothing but $5,000 cars, there 
is some sound judgment be- 
hind such an indorsement. 

Consider such facts as this 
when you are selling the "6." 



Has This Hot Publicity 
Story Yet Appeared 
in Your Papers/ 

If It Has, Good Work! 

If Not, Get It Printed Quick ! 
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FARMER, comparatively in- 
experienced as a motorist, ivon a 
perfect score in a Hudson in the 
5-day Farm and Ranch tour, Dallas, 
Tex., to San Antonio and return. 

It made a good news story for every 
paper in the United States, if shot to the 
papers as quickly as you received it. If 
it hasn't already gone to the papers or if 
it hasn't been printed by them, get some 
action on it quick. It is this sort of 
stories which hold up public interest in 
the new cars before your advertising 
starts with the arrival of your demon- 
strator. To get maximum benefits youve 
got to get the stories printed as quickly 
as you receive them. Read Special Sales- 
man R. G. Dean's account of the tour. 
By R. G. DEAN, Special Factory Salesman 

X~f ACOB MANTEL, a Dallas County, 
V^" Texas farmer, comparatively inexperi- 
enced in the handling of an automobile, 
finished the 5-day Farm and Ranch tour — 
Dallas, Texas, to San Antonio and return — 
with an absolutely perfect score and without 
a single instance of tire trouble on his Hud- 
son car. He won the tour and the $500 
prize. 

The car which had previously been driven 
700 miles, on the final day of the tour main- 
tained an average of 24 miles an hour all day, 
the car finishing in perfect condition and 
without necessitating any repairs during the 
entire run. 

The last day's run of 170 miles, 30 of 
which was over ploughed road, was made 
in a remarkable manner bv Farmer Mantel — 
without shifting from high gear in a single 
instance. 

The Farm and Ranch tour was the first 
tour of its kind in which farmers and ranch- 
men only were eligible. They were com- 
pelled to drive their own cars during the 
entire event, judges being stationed in each 
car during the run. 

Only 2 gallons of oil was necessary on the 
trip and gasoline consumption averaged 19 
miles to the gallon throughout the run. 

Farmer Mantel's Hudson was the only car 
which went through the entire tour without 
tire trouble of any kind. Illustrating the 
staunchness of the car over some fierce 
Texas roads is the fact that it was not neces- 
sary during the entire run to do any repair 
work whatever on the car. 
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Special Bulletin! 



i^vHE TRIANGLE, as it fluttered to press this week, had to be torn 
^/ apart to allow the entrance of a new claimant for the honor of 
having made the first '13 sale, thus displacing the laurel wreath that 
rested comfortably upon the brow of our West Liberty, la., relatives, 
who previously had snatched the token from J. L. McLaren, treasurer 
of the Louis Geyler Company, Chicago. 

Mr. McLaren made his sale on May 23rd, Kimberley & Smith, West Lib- 
erty, made theirs on April 26th and now we salaam before Newburgh, N. Y., 
which city sold a "six" April 15th. 



Kimberly & Smith will therefore kindly 
ship the wreath of laurels to Sloan & Clapper, 
Newburgh, N. Y., in care of Secretary James 
E. Nugent. 

Bulletin ! 

By James E. Nugent 

Enpire Garage, Sloan A Clapper 

QEWBURGH, N. Y., July 29.— On April 
15th, Joseph H. Rose, with whom we 
had been in correspondence relative to 
a rumor he heard about a 6-cylinder car the 
Hudson company was going to manufacture 
for the year 1913 — came into our office and 
told us to get him the first car we possibly 
could of this type. 

Mr. Rose had just arrived from Daytona, 
Fla., and he said that a great many people 
from the north had cars down there, but 
that, everything considered, the Hudson was 
the best car he knew of. 

We are sorry to have to take the credit for 
the first bona fide order for 1913 Hudson 
from Louis Geyler Co., Chicago, and Kim- 
berley & Smith, West Liberty, Iowa. 

Mr. Rose and Mr. Clapper of this com- 
pany, visited the Hudson factory on Tues- 
day, the 9th inst., and Mr. Rose was more 
than pleased with the demonstration he 
received of the Hudson, six cylinder. 

Bulletin ! 

By Rupert Cox 

Manager Queen City Motor Company 

©EAUMONT, Tex., July 19.— We were 
just about to write you in regard to 
a sale of one of the 1913 Model cars 
when we received the Triangle and found 



The man next 
door west ban 
about the keen- 
est ability for 
locating a pros- 
pect's likes and 
dislikes in sell- 
ing- that we 
know of. With 
this power ex- 
ercised upon a 
buyer, Eastern 
District Mana- 
ger Babbitt re- 
ports, II. B. 
Gray, Fort 
Plain. N. Y., 
merely wades 
in and extracts 
the signed or- 
der, lie is one 
of the distinct 
successes in the 
list of "sight 
unseen" 10 13 
sales. 



that your hustling Chicago agent beat us by 
two days to the first sale of a new model. 

Our order was signed and the deposit made 
by C. C. Roberts of this city for one of the 
new models on the 25th day of May, with no 
other conditions on the order than that if the 
price should be reduced he was to have the 
benefit of it, and if it should be raised he 
was to pay the difference between the price 
of the 1912 model and the new model. 

We might also mention that Mr. Roberts 
is a large cattleman of this section and has 
three brothers scattered over the State, all of 
whom drive Hudson cars. 
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Bulletin ! 

iVERLOOKED in the crush to record 
first '13 sales was that secured by one 
of the regular Triangle contributors — D. 
Charles Wegman, the A. Elliott Ranny Com- 
pany, New York. This letter dated May 20th 
and received May 23d, we dug out of the 
files: 

"I succeeded last Saturday morning (May 
18), in securing an order from William 
Travers Jerome — the man who convicted 
Harry K. Thaw — for a 6-cylinder roadster 
which Mr. Day told me you would have. 
Mr. Jerome would like this car just as 
soon as he can get it as he is very much 
in need of a vacation and wants to take 
it in his new car. 

"He will be very busy up until August 
with the Thaw case ana wants to take a 
long vacation after that — D. C. Wegman, 
the A. Elliott Ranney Co." 



Big Family 
Gossip 



STRICTLY PERSONAL 



"37" mused H. B. Gray at the factor}' lunch 
table the other day. "You'd never be able to 
head me once I got that demonstrator." 

Selling^ cars by mail is the trick which 
Samuel S. Toback, New York, pulled recently. 
He secured 54 orders with deposit checks 
from a thousand names by mail. We can't 
divulge the scheme until the advertising de- 
partment is ready for you to work it on 
your prospects. It's coming quick. 

A dealer came to Detroit recently, passed 
the Bemb-Robinson Company's store on Jef- 
ferson avenue on the way to the factory and 
asked where the Hudson was sold in Detroit. 
That should show a lot of us that every- 
body doesn't know where the car advertised 
in the magazines is sold in your city. Pros- 
pects you never get a crack at might call on 
you if they knew, from seeing your "37" 
sign, that you sell the car they've read about. 
Get your sign up as suggested in the July 
13th Triangle. 

A "Hudson Home" has been started by the 
Lambert Automobile Company, Baltimore. 
Here was the way it was put up to Hudson 
owners: "We wish to announce that we 
have leased for the season the property 
known as Round Bay for the purpose of 
affording all Hudson owners a place where 
they may spend the day with their families 
and friends entirely free of cost and enjoy 
the excellent boating, bathing, crabbing and 
fishing which this ideal spot affords." 

Accompanied by several prospective pur- 
chasers of the New Hudson "37" H. M. 
Claflin, Hudson Sales Company, Morgan- 
town, W. Va., came to the factory and we 
guess or hope that the decision was sensible. 

Considerable "six" isn't it? 

We rode in her from Pittsburg to Detroit, 
340 miles, during one of the trips of the 
20,000 mile test— when they tried to break her 
to pieces. Over the worst road in the United 
States — Toledo to Detroit — Chief Engineer 
Vincent kept the speedometer joggling, from 
50 to 60, three goats being reported "miss- 
ing" when the car arrived in Detroit. He- 
smashed the record for the Toledo-Detroit 
trip but couldn't smash the car. 

On the same trip Vice-President E. H. 
Broadwell himself drove the "37" 180 miles 
from Cleveland to Detroit — that was the 4th 
of February. "She's the best 4-cylinder car 
I ever drove," he declared and that embraced 
some high priced cars. 



ON matrimony, Pacific Coast District 
Manager Jean Bemb has this philo- 
sophic deposition to make : "It's the 
real dope." Which suggests to us the Pacific 
Coast District Manager is being properly 
managed. Jean was spliced about a month 
ago. 

The big sign across the store front of the 
F. H. Graf Motor Car Company, Hamilton, 
Ohio — the one suggested in the Triangle — is 
doing the business by attracting the folks who 
read the magazine announcements of the car. 
Mr. Graf came to the factory the other day 
to look over the '13 line which he knows will 
be a big seller in Hamilton. And there is no 
"t" on the end of his name. 

Manager R. L. Mcrritt is doing things up 
brown in Butte. 

"I would hate to have anybody let me get 
a 1 -minute start toward Fort Plain with a 



A Clever Idea to Use When 
Your Demonstrator Arrives 



By LOUIS GEYLER, 
Louis Geyler Company, Chicago, III. 

DERE is a little notice which we will 
send out upon the arrival of our 
demonstrator to a list of prospects, to our 



Louu Geyler Co. announce the arrival of 
the New Hudaon "37". Thi* car i* now 
on exhibition at our aalenoom, 2519-2521 
Michigan Ave. AVe invite your i 



old customers and incidentally to the auto- 
mobile trade here in Chicago. 

This notice is a card neatly printed. 

We feel we will have something nice in 
our present model and thought that a little 
invitation to the trade w r ould be taken in the 
right spirit. 
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Google 



Li.liiiil! 



I |.!,il|i|i!ilKi„;| ; |n; -i| r^jun.n, j,,!,,!,;;,,!,,,,,! ,,:| , j,,,,, ;|n:,j ,,,;„:,!,.' j,.,,,,.-,.,,:,,,, |,||UI I, , ,„, jiilm, i, Ij ,,, ,| ;||,| |>i||...i| I. ||V| ' (;'[ '| ij l| !| II ij.lj'lj l|!'|M| l| l|'l|.'|l!|l'|l'|i:!lilPlli!!T|l !| lj.i| >| '| l) J i| l| l| l| l| I] l|T.NjX;i::i|i|j.|: 



! (ovy to liocoino n .Succor fit I 
A ( it, o i i \ o !) i I o vS n 1 05 1 u a i t 



By One Who Is 

A. T. SMITH, Sales Manager the A. Elliott Ranney Company 
Formerly Sales Manager of the Packard Motor Car Co. of New York 



"The Day of the Natural Born Salesman is Passing" 



".Men who are successful to-iluy sue mt»n who understand every nut. bolt, type of const ruction 
ami design of the cars which they 'represent ami to combine with this thorough knowledge of their 
run car a thorough knowledge of the eimst met ion of other ears and trained with sutlicient mental 
ability to contrast these different types to the advantage of the car thej are selling — ami to grasp 
and use the policies of the organization behind the car."* 
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XN the recent shooting contest abroad, 
an American with a little keener eye- 
sight, steadier nerve, rirmer self con- 
trol, sent his bullet nearer the centre of the 
target a thousand yards away than anyone 
else has ever been able to do. 

Toward this type of trained skill the selling 
requirements of the automobile world are 
rapidly moving at the present time. 

Salesmanship is a mental target practice. 
The higher the price of the article sold, the 
longer the range of the target, and the more 
the precision and force required to send the 
mental projectile to the centre of the target. 

In the early days of the automobile busi- 
ness, many men who were placed in a position 
to distribute a limited number of cars to an 
unlimited number of purchasers, acquired a 
phantom reputation as automobile salesmen. 
As the stress of competition has increased, 
these men have too frequently decreased in 
efficiency. 

' 'Natural Born Salesmen 

CHE day of natural-born salesmen, so- 
called, I believe to be passing. Men who 
are successful today in selling are men who 
understand every nut, bolt, type of construc- 
tion and design of the cars which they repre- 
sent, and to combine with this thorough 
knowledge of their own car, a thorough 
knowledge of the contruction of other cars, 
and trained with sufficient mental ability to 
contrast these different types to the advan- 
tage of the car they are selling — and to grasp 
and use the policies of the organization be- 
hind the car. 

This can no longer be done by the exercise 
of personal magnetism or personal popularity. 
While these qualities help an automobile 
salesman, most of all he must be thoroughly 
trained in the fundamental principles of the 
car he is selling. 

While an unnecessary mechanical discus- 
sion of the car is to be avoided as far as 
possible, the trained salesman of today must 
be qualified, should an explicit and direct 
question arise, to answer that question cor- 
rectly without the slightest delay. 



In the moments of silence which so fre- 
quently come in the salesman's conversation 
with a prospective buyer, a thorough knowl- 
edge of the car will bring to the salesman's 
mind automatically little points that will hold 
the attention of the purchaser. 

One Idea Lasts 45 Seconds 

C—MT the opening of the Weber & Fields 
U. Jubilee performance in New York City, 
the appearance of Weber and Fields was an 
occasion for a tremendous outburst of ap- 
plause. 

It lasted, as the newspapers reported, two 
or three minutes. 

As a matter of fact, by actual timing, the 
applause lasted 45 seconds. 

If, under conditions such as these the con- 
centration of an audience on one thought 
will only last 45 seconds, some adequate idea 
of what a salesman must be able to do to 
hold the buyer's attention, may be inferred. 

It would seem wise for a salesman to real- 
ize that the things he says to a prospective 
buyer must be said powerfully and so con- 
vincingly that 25 salesmen for other cars who 
will contradict him in his absence, cannot 
shake the original impression he is able to 
make. 

In view of the trained expert type of men- 
tal equipment and knowledge required today 
for the successful selling of automobiles, "I 
should recommend the man who desires to 
enter this field to set aside at least one year 
to some minor position in the service or 
technical end of the business which would 
give him an opportunity to study intimately 
the construction of different cars. 

Stored With Injormation 

XT is my observation that if a man can 
look upon the profession of selling with 
the enthusiasm it deserves, he can bring his 
mind to follow for a year* 'A necessary some 
problem of construction until he. can get in 
touch with some mind well enough posted to 
give him a solution of his problem. 

If this tenacity of investigation continues 
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every year, a man's mind becomes stored with 
important and valuable information, and 
every year a man should be more and more 
effective. 

After this preparatory study of construc- 
tion, at comparatively low salary, I would 
advise the young man to form his own judg- 
ment of the company which he believed to be 
the best suited in its business methods, manu- 
facturing ideas and design to his idea of what 
a car should be, then at any salary, to go to 
this concern, connect himself with it if pos- 
sible, and with a foundation of belief in his 
own product, turn to the question of selling 
with unreserved energy and effort. 

Must Show Productive Ability 

OPPORTUNITY for advancement to the 
man who can show real productive 
ability in the selling department of the auto- 
mobile world is better today than it has ever 
been before, and in all probability will con- 
tinue to improve, for in spite of the pessi- 
mistic rumors we hear, the automobile indus- 
try is continually and steadily growing. It is 
my belief that we have only scratched the 
surface, even today, of the use to which the 
automobile can be intelligently put. 

I believe the way to success is clear and 
quick to any young man who will take the 
time to perfect himself in the knowledge of 
his work and then turn to his work with 
enthusiasm and a determined spirit. 



The Man Who Feels the People's Pulse 
Says: "Best Buy of the Season" 



By E. G. WESTLAKE 
Automobile Editor, Chicago Evening Post 



f\NE of your Hudson car patron* — a million' 
^ aire whom I havm known for 22 year a, ha* 
become the biggest booster in the land for. the 
Hudaon He owns $5, 000 cars, etc. , but is rec- 
ommending the Hudaon for the all around day 
for day service tar to his friends. It looks aa 
if you had the best buy of the season for the 
money, and I predict another big measure of 
success for the Hudson. 
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Points That Sold The 

New Hudson "37" 



jj By LQU1S GEYLER, Louis Geyler Company, Chicago. 1 

Illlllllllllllllllllllllllllim 

l^vHERE should be but little trouble in selling the New Hudson 
^y "37." I make this statement from the fact that I have had so 
little trouble selling it to myself. "Sight unseen," we have already sold 
a number of "37V and I will here state the points that get the orders. 

As you know, there was great secrecy maintained about our 1913 
models and while we were all led to expect something much beyond 
the ordinary, I am very free to confess that when the new cars were 
finally shown to us, they were far beyond our most sanguine expec- 
tations. 

The fact that the car is the creation of Howard E. Coffin and his 
48 engineers is a strong selling argument. 

In selling the "37," I feel that we can make the absolute statement that 
every criticism that has ever been made against a popular-price car has been 
more than answered in this new machine. 

Mechanically, as in our 1911 and 1912 Hudsons, we can point to the fact 
that the Hudson car has always been in the top rank. 

So far as finish and appearance go, there is nothing finer offered today, re- 
gardless of price, than we have in this new car. Attention to detail in every 
particular has been shown in an astounding fashion and the result is that we 
can offer a prospective customer an automobile for which, taken from any 
point of view, we have absolutely no apology to make. 



What to Sell the Women. 

/*~VF course, women are a great factor in 
V^y the purchase of a motor car, as in 
everything else bought for the enjoyment of 

the family. We all know that. Our hand- 
buffed leather and luxurious upholstering will 
be sure to catch a woman's eye. The nickel 
and black trimmings help a lot, while electric 
lights form a convenience that none of us can 
deny. The shape of the body and its finish 
are points to attract, and when you take the 
machine as a whole, in all its details, it can- 
not but appeal to any woman of good taste. 

I am honest in my contention when I say 
that no car made today, not excepting the 
standard high price makes, has more good 
points or more attractive features to catch a 
woman's attention than the new "27." The 
cranking of the engine has always been one 
of the greatest drawbacks to women driving 
a gas car. This difficulty has been thoroughly 
eliminated by our new electric starter and 
this one feature will be sure to result in many 
heretofore impossible sales. The ease of 
operation of this electric starter, its cleanli- 
ness and the fact that it is absolutely fool- 



proof are good selling arguments to either a 
woman or to a man. 

Helling Car to a Man. 

IN selling the Hudson to a man, we can 
lay the greatest stress on the reputation 
we have earned in the last two years and tell 
the story of Mr. Coffin and his AS engineers. 
If a man is mechanically inclined, we can 
point out to him mechanical construction that 
shows in every point the work of sane engi- 
neers and competent mechanics. We must 
not forget the men so far as upholstering and 
finish is concerned. No matter how good 
mechanically a car is, at the same time the 
mechanism must be clothed in an up-to-date 
manner. 

In conclusion, will say that our strongest 
point in selling a car this year is the close 
attention that has been paid to every little 
thing about the machine — things that up to 
the present time have been thought necessary 
only on the highest priced cars, and I feel that 
with the 1913 Hudson, we have a product of 
which we may justly be proud and a machine 
that we can sell to any one, regardless of his 
standing in society or the length of his purse. 



The More I See of Some A utomobiles the Better I Like My Hudson 



George A. 
Davidson, Al- 
bany. N. Y., 
made what he 
terms a "fade- 
away slide" In 
bad going and 
■without any 
damage. The 
headlines over 
the photo are 
his exact words 
of description 
on a postcard 
to C. 8. Ran- 
som, Albany 
Dealer. 



Will Demonstrate Si 37's 3> 

the Frozen Hudson 



on 



When the perspi- 
ration quits oozing 
and you take off 
your summer ones, 
some dealers of 
course will hiber- 
nate — but not T. H. 
C. Tiffany, Pongh- 
keepsie. He will 
do his demonstrat- 
ing on the froien 
Hudson river, thus 
getting people in- 
terested as he did 
last winter. 
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Handsome New $30,000 

Hudson Home Being 

Built in Butte 

HMIHGHUNIIIMrjl 



€ ^^"HE new Hudson home is in the heart 
^>|. of Butte. 

\^^ In the center of the Montana city, 
Manager R. L. Merritt of the Montana Auto 
and Garage Company is at present superin- 
tending the erection of a $30,000 two-story 
building. 

It is 137 feet in depth and has a frontage 
of 54 feet and from this splendid structure 
the New Hudson "37" and the new "six" are 
to be dispensed to the judicious Montana 
motorists. Manager Merritt is to be con- 
gratulated upon this move. It is the founda- 
tion for the selling success his '13 season will 
bring. 



Ventilators for the "37" 



The new Hudson "37" and the "54" Hud- 
son are the most thoroughly ventilated cars 
we know. 

Instead of holes in the dash, we make the 
windshield serve the purpose in such an ef- 
fective manner that on the hottest days, a 
constant breeze of air blows over the feet of 
the occupants of the driver's compartment. 

Swing the lower edge of the upper half of 
the windshield toward the steering wheel, al- 
lowing about half an inch of space, and no 
complaint will be made against the heat. In 
this manner we get positive ventilation. 

Try it; if anyone prefers to drive with the 
top of the windshield folded over, just let 
him try this way once. Anyone prefers this 
system to that of ventilation in the body. 
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Hudson Advertising This Month 

PUBLICATION DATE CIRCULATION SIZE OF AD. 

Life Auff. 1 200,000 Full Pare 

Saturday Evening Post Aug. 3 2,225,000 Doable Page Spread 

Collier's Weekly Aug. 10 600,000 Double Page Spread 

Literary Digest Aug. 10 265,283 Full Page 

Country Life in America Aug. 16 50,000 Full Page 

Saturday Evening Post Aug. 24 2,225,000 Double Page Spread 

AUGUST MONTHLY MAGAZINES. 

Outlook 160,000 Double Page Spread 

Sunset Magazine 150,000 Double Page Spread 

World's Work 130,000 Double Page Spread 

National Geographic Magazine Full Page 

The Fra Full Page 

Outing Full Page 

Hearst's Magazine Full Page 

On July 27 Farmer and Stockman, Iowa Homestead and Wiscon- 
sin Farmer carried full-page advertisements of the "sf which are 
still pulling. 
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Big Family" 
Gossip 



STRICTLY PERSONAL 
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It will interest you to know that C. Berlin 
Boyd is to be associated with W. Arthur 
Latham, the new Kansas City distributor. Mr. 
Boyd will probably occupy the post of sales- 
manager. He knows the territory and the 
people well. This is good news to everybody 
who knows Mr. Boyd. 

So thoroughly sold is Byron Brown, Plain- 
view, Texas, on the soundness of the Hudson 
organization that he staked his 1913 business 
on confidence in the company. He signed and 
returned his contract by mail without having 
seen the new cars. 

Speaking of grasping opportunities here is 
one that was grasped by Jack "Wallingford" 
Phillips, St. Louis. He knew a man who 
wanted a farm and he knew a man who want- 
ed to sell a farm. Jack got between them 
and drew down a few thousands of shekels 
for bringing them together. Good work — and 
it contains a good tip on selling automobiles. 

Over in Monfort, Wis., where the main 
chance was seized by A. A. De Long, there is 
big business in prospect for the New Hudson 
"37." Listen to this: "I am looking for good 
business this year, as I have quite a number 
waiting to find out more about the f 37! No- 
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To Sell the "37" 1 

in Largest Numbers You've ■ 

Got to be Sold I 

Yourself I 

Qet Busy ! You have j 
the Material 1 
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body in this part of the state had ever seen a 
Hudson before last fall and they have been 
waiting to see how it would perform, and, I 
am proud to say that my l 33 y has never stopped 
one minute in over 5,000 miles of travel on 
our roads here, and that is more than the other 
fellow can say." Get the orders, A. A. If the 
"33" was good the "37" is great! Go after 
them. 

Have you heard how Col. Ike Craft, of 
Tampa, Fla., helped sell a car for Chris. 
Urwick, Louisville? We quote what the own- 
er says : "I had looked over every car on the 
market and this suited all wants. One of my 
main reasons for buying a Hudson was be- 
cause my friend, I. S. Craft, of Tampa, Fla., 
sells them there and claims it is the best car 
on the market. Very truly yours, Frank S. 
Ouerbacker." 



This is William 
Galther, Springfield 
111., dealer and a 
prince among live- 
wires. He declared 
at the factory that 
the "37" is un- 
doubtedly one of 
the best selling 
propositions on the 
automobile market 
today. 



Big Bill Moyer, the giant of the "Big 
Family," paid the factory a visit. Bill seems 
to be getting the business over in Des Moines 
and the outlying territory on the "37." 

Another factory visitor was J. Edward 
Gomery, Philadelphia, whose men are taking 
orders with as great rapidity as the "37" pho- 
tographs and the 48-engineer advertising plus 
good salesmanship can do the trick. 

As the finishing touch for his classical new 
store in Dayton, O. — the handsomest automo- 
bile salesroom there — Mr. Yeazell, Standard 
Motor Car Co., came over to ask about get- 
ting a flag to fly from the flagpole that went 
with the store. 

Speaking of flags and plagpoles reminds us 
that Detroit has just passed through the throes 
of Cadillaqua, a water fete of considerable 
proportions. It was press agented as outstrip- 
ping the Mardi Gras (apologies to Mr. 
Testard) but from what we have gathered 
about Mardi Gras we can't say that we think 
it did. 



New "Digests" Out; Coupon 

Mailed To-day Brings Yours 



> — |^HE Hudson Digest for 1913 is out ! 
^^A The Digest this year is larger than 
^S^last year and contains considerable in- 
formation that was not placed in last year's 
book. In addition there is a new skeleton of 
solicitation for the "37" and a treatise on 
handling advertising. There is a new list of 
the members of the "Big Family" which it is 
very important that all dealers, distributors 
and salesmen should have. And there are 
many other important facts contained in this 
encyclopedia of Hudson information. 

To sell the "37" with the maximum amount 
of efficiency it is vitally essential that every 
salesman have a copy of this voluminous 



morocco leather-bound book that is the clear- 
ing house for Hudson plans and ideas, at once. 

The Digest is issued on the same successful 
plan as last year. From time to time additions 
will be made to its pages and you are to 
return the old pages. Each dealer and dis- 
tributor and salesman who receives the Digest 
has a charge for $5 entered against his com- 
pany's name to be wiped out upon return of 
the Digest to the factory. 

So that this Digest will not get into any 
other hands than members of the "Big Family" 
it is required that this coupon be completely 
filled out and mailed to the factory. Mail 
yours today, so you will not lose a day in 
getting this very valuable volume. 



• THIS IS THE "DIGEST" COUPON TO MAIL TO-DAY - 



Hudson Motor Car Company, 

Detroit, Mich. 
Send my "Digest" as I am entitled to one. $5 is to be charged against the account 
of the dealer or distributor by whom I am employed. 



Xante 

My Position My Home Address 

Name of Company City State 

Dealer's or Distributor's Personal Signature that I am entitled to receive this 

"Digest." 



(Factory O. K ) 
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Vy font's tho iVlnttor* 

With iV(y flusiuoss? 

What a Business Detective Saw and Heard on a 4000-Mile Trip Among 
Hudson Dealers, Distributors and Salesmen 

BY THE BUSINESS DETECTIVE 
VI-WHERE THE TASK SYSTEM FAILED 

a STRIKING instance of how a failure can be made from a suc- 
cessful selling plan was vividly shown me in the East recently, 
where a task system was being employed by a Hudson dealer who 
is ordinarily known as a success. 

This dealer, who was given confidence in the task system by Mr. 
Broadwell's exposition of it in the Triangle last spring, had put it 
to work in his office. 

Upon discussing various business matters with the dealer, the 
point of selling plans was brought up. "In every business," I said, 
"there is some basic selling plan underlying the fabric of the business 
which is largely responsible for its success. For instance, the Na- 
tional Cash Register Company of Dayton, Ohio, and the Burroughs 
Adding Machine Company of Detroit, Michigan — two institutions 
of enormous proportions — have been built entirely through the use 
of the task system. " 

That brought from him the remark, "Well, the task system must be an 
insecure foundation. It most certainly has not lived up to its reputation 
here. ,, 

I inquired of him the reason for not using it and he went on to describe 
how he first put it into effect. 

As I said before, he had read of it in the Triangle and thought it was a 
great idea. He decided that setting a task of the sale of a certain number of 
cars by himself and by each man in the place and calling whatever task was 
assigned a man his 100% mark, and then inspiring them to get out and make 
100% of their task was an excellent opportunity to increase his sales. 



In addition to himself, he had two sales- 
men. He started rivalry between each of the 
three men selling cars by telling them the 
plan and stating that the one who produced 
the highest percentage for the first month the 
plan was put into effect was to be taken down 
to New York City and given a regular ban- 
quet by this dealer. 




Biff Kansas 
crops — and they 
certainly are 
whoppers 
— mean that 
this relation 
sells more 37 's 
In his White- 
water, Kans., 
territory than 
the total num- 
ber of lludsons 
of all models 
there now. The 
lucky dealer Is 
George Nleman. 



Gives Bach Heavy Task 

DOW we will do this thing up brown," 
he said to himself. "I will give each 
man a task so big that they will work to beat 
the band the entire month. They will work so 
hard that they will sell a good many more 
cars than they have been selling." 

So he actually gave each man, regardless of 
his own ability, the task of 12 cars each that 
month. 

When he had told the men the task system, 
they were enthusiastic about it. They wanted 
to work hard and enjoyed the rivalry, and 
later the dealer told them the number of cars 
that each must sell to acquire the 100% mark. 
They went about their business in the usual 
way. with the net result that during that 
month the dealer's total sales actually fell 
below what they should have been for a good 
month at that time of the year. 

"There was not much chance of us doing 
anything with the task system so we just 
dropped it after the first month," he said. 

It did not take me more than an instant to 
figure out this dealer's failure to increase his 
sales with the task system. 

lie had put the task so high that it was 
absolutely unreasonable for a man to sell that 
number of ciirs. Each mat! said to himself — 
"// is no use to try to sell that number because 
it is inip(>ssiblc : it cannot be done," and that 
instantly hilled their enthusiasm over the idea 
icith the net result that the damper on their 
enthusiasm actually hurt rather than helped 
sales for the mouth. 

One of these salesmen was a star and the 
other one was not quite so brilliant, and he, 
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And here we 
have another 
successful au- 
tomobile mer- 
chant of New 
York. He is J. 
W. Sisson, a 
man whose hat 
Is in the ring 6 
working days a 
week. 




himself, was probably a better closer than 
either of the other two, yet he gave each man 
12 orders apiece to get. He did not figure 
that probably he should have given his star 
salesman 5 orders to get, himself 6 and the 
man who was not quite so strong, perhaps, 
only 3 or 4. And that was what queered the 
proposition. 

Hove It Should Have Worked 

OF course he should have taken the num- 
ber of sales that a man ordinarily 
would have made, without a stimulus of the 
rivalry aroused by the task system, and in- 
creased that number by 1 or 2 cars, thus mak- 
ing the man stretch himself to acquire the 
100% mark, and the chances are that if he 
did stretch himself and work harder than he 
had been working, he would shoot clear over 
the 100% mark. That would have made the 
task system an unqualified success. 

Failure to do this constituted the failure 
of the task system and this dealer, though 
usually a shrewd business man, could not 
see how his handling of the task system 
doomed it before the men started working 
under it, so when you set yourself a task, 
whether you are a salesman, dealer or dis- 
tributor, put it within reason. Make the task 
a car or two greater than your ordinary speed 
and then determine to equal that mark, then 
you will find it is a success, for it has never 
been a failure when it is handled correctly 
and it is about the only successful formula 
for increasing sales that has been discovered. 
(To be continued in an early number of the 
Triangle.) 






World Champions 

Ride In The "Six' 
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VIDENCE that the World's Champion 
Philadelphia American League team is 

„ laying low in third place in the expec- 
tation of an eleventh hour dash to the top of 
the league ladder came out when five of the 
champions expressed desires to own auto- 
mobiles and were given demonstrations of the 
New Hudson 6-cylinder car, which was not 
to be announced officially until two days later. 

Left Fielder Maggart. the top of the Phila- 
delphia batting list, drove the 6-cylinder car 
and experienced keen delight in it. 

Thomas, Short Stop Barry, Center Fielder 
Strunk and Egan were the others who showed 
that Philadelphia still had hopes of pulling 
down the flag by their interest in 1913 auto- 
mobiles. 

The World's Champions came out to the 
Hudson factory in the morning and spent the 
time until noon watching new cars being built 
and seeing the start of the road tests which 
are given them. 
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Want's tho Matter 

W\l\\ My ftusuuws? 1 



What a Business Detective Saw and Heard on a 4000-Mile Trip Among 
Hudson Dealers, Distributors and Salesmen 

BY THE BUSINESS DETECTIVE 

VII KNOCKING 






^URING a visit to a certain city in the 
East on my 4000 mile trip, I had an 
opportunity to very carefully observe 
a feature in selling which will interest 
every member of the "Big Family." 

This dealer upon whom I called had a place 
of 50 feet frontage. Twenty-five feet in the 
front of the place was utilized as a show-room 
and on the other side was his personal office, 
files, etc. Back of the place was a garage. 

I was rather startled by the man's business 
acumen when he unfolded to me one of the 
means he used to sell Hudson cars. 

"I never lose an opportunity," he said, "to 
show these* owners who come in here with 
their cars of other makes — for I do the larg- 
est garage and repair business in this city — 
how the Hudson is superior to them all." 

Then he went on to tell me how he handled 
such people in making their repairs. He ap- 



parently never left a stone unturned to make 
the Hudson stand out as a better car than 
the car the man who came in for garage work 
was driving. 

A Specific Example. 

PRETTY shortly a man in a car that had 
an engine which is known in the trade 
as being a "bunch of junk" walked into 
the garage and asked about a valve re- 
pair which was being made on his car. 

"Watch me get this man," the dealer chal- 
lenged. He went back to where the owner 
was watching the work on the car. 

The owner spoke to him and the dealer said, 
"Yes, we are doing the best we can do with 
such a bad bunch of valves as they are. If 
they were any good, we might be able to fix 
them better, but the trouble is they are a 
bunch of junk, the same as the engine. If you 
had a real engine and a real set of valves in 



that car, we might be able to do something 
with it, but as it is, we are doing the best we 
can and that is as good as you get anywhere. 
You ought to get a real car sometime." 

No Answer from Motorist. 

EN the face of superior knowledge of auto- 
mobiles, the motorist flushed a little, made 
no reference to what the dealer had said, 
asked when the car would be ready and 
walked out of the garage. 

The dealer's remarks to this man sort of 
grated on me, so I thought I would make a 
little investigation of my own. 

"May I look at the list of your customers 
who patronize the repair shop and garage?" 
I asked. He said I could and I also asked 
for a list of Hudson owners. I checked the 
list of Hudson owners alphabetically against 
the list of people for whom he had done re- 
pair work in his garage for the past year. 

T'tierc leas not a siio/.'e uame that arfeareti 
on lu>lh of those lists. 

A'"/ a siii'/le iinin ■;eho had e->me into his 
f/'Ji'iit/r tor repair wrk of storau-e ana had 
eo.ne into eoataet with the dealer had heeomc 
a Hudson oiiner diinnn tiiat year. /V <;o< hum 
litis not profitable. 

1 his dealer miaht hare sold a ;<au>'oer <'/" 
these per.plc by usin-j other means, hut irs 
hnoehiio/ aetuaiiy hilled erery ^>pt\o tiu:it y <>j 
a sa'e to those people, fo>- he i'ad a a sihd a 
< ar to a sin ate one of tiiew. 

The Reason for This. 

THE reason was this: Very few, if any, 
owners ever admit to themselves or any- 
body else that they have l>ought a 
"lemon." Every owner believes his 
judgment is 100 per cent, right, and on his 
own judgment he purchases his car. When 
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New Cars Dominant at Cotton Carnival 
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The scene above Is the factory exhibit at the Cotton Carnival at Galveston, Texas, last week. The Hudson exhibit was in the very center of the 
beautiful lawn of the Hotel Galvex, a space which had to be reserved almost nix months ahead for the occasion. On the opening day of the exhibit 
there were between 1,000 and 1,200 visitors from Texas, Oklahoma and Louisiana. General Sales Manager E. C. Morse was in charge of the exhibit. In 
this panorama photograph he Is standing at the left of the line of dealers and distributors. The Cotton Carnival exhibit of the Hudson Is to be a perma- 
nent fixture, It was so successful this year. 
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that dealer knocked an owner's car, he 
knocked that man's judgment and made him 
inwardly mad. The result was that he had 
no chance whatever to sell cars to owners of 
other cars with whom he came in personal 
contact. 

I showed him the two lists, which consti- 
tuted the infallible truth that his system was 
positively wrong. I asked him why he did 
not cut out the knocking part and merely 
point out the advantage in the Hudson car 
that his patrons were missing in the cars they 
owned. For instance — in the valve difficulty 
with the last owner — he could easily have 
made a far stronger impression by stating 
that the Hudson valves are completely en- 
closed, thus making them dust-proof and 
eliminating much of the noise that valves in 
other cars make, and also saving him con- 
siderable money for the reason that there 
would be little, if any, work to be done upon 
the Hudson valves. Then he could take off 
the plate that shields the valve system and 
show him how the valves in the Hudson 
work. 

That would allozv the owner to contrast in 
his own mind the difference between the 
mechanism of the Hudson and that of his 
ozvn car. He would quickly see the Hudson's 
superiority and would be sold on the Hudson 
rather than antagonized against the man who 
sold it. 

Knocking Dock Not Pay. 

THERE are a large number of Hudson 
dealers and salesmen in all sections of 
the country who consider knocking of 
that sort good business, but let them fig- 
ure the actual net of it. Let them look into 
their books and find out if they have taken 
orders from men to whom they have openly 
knocked their cars. 

They will find that this principle works out 
in practice and that very few, if any, owners 
whose cars they knock ever come back to 
purchase from them. 

They may like the Hudson all right, but they 
have become mentally hostile to the dealer and 
the chance of the latter making a sale to such 
a prospect is nil. 

There is a right and wrong way to make 
sales to men owning other cars. The wrong 
way is to knock the car and owner's judg- 
ment. The right way is to point out the Hud- 
son advantages. Let the owner do his own 
knocking in his own mind, for he will if you 
point out the specific advantages the Hudson 
has that his car lacks. 

This system of handling is one of the most 
powerful selling forces there is and knocking 
is the worst. 
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Spear, the 
biggest au- 
tomobile 
m e r chant 
In New 
Hamp- 
Hhire, 
whose 
special 
pride Is 
the New 
Hudson 
"87," a 
fact at- 
tested to 
by his 
nale of 
half a 
dozen at 
the time of 
going to 
press. He 
Is located 
at Man- 
chester, 
N. H. 
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What Years of Selling Taught Me 
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By H. A. TESTARD. New Orleans 

(Editorial Note — Mr. Testa rd Is the pioneer automobile dealer of New 
Orleans. When automobiles were first built he sold them — and he has been 
selling ever since — his experience Is valuable to the best salesmen In the 
"Big Family.") 



EHAYE always found one of the first things 
to do is to study a customer and see 
whether it is necessary to do a great deal 
I of talking or not. 

/ generally try to get them to lead. 
Then I take great pains in impressing the 
I good qualities of the car. and show and ex- 
plain to them what confidence I have in the 
| car and factory. 

I then work hard to gain their confidence, 
being very careful to always tell them the 
truth, and cite to them the parties to whom 
, I have sold their third and fourth cars, select- 
ing such ones that I know will put themselves 
out of the way to see me get a sale. 

I find giving prospects a lot of promises 
about the up-keep and service of the car is a 
| mistake, which a good many salesmen make. 
• I avoid this as much as possible, for I am 
selling them an automobile, and by putting too 
much stress on the service, it is almost impos- 
sible to keep them satisfied afterwards. 
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After the Car Is Sold. 

UT I take great pains after I have sold 

the car to impress on the customer the 

importance of giving the car some attention, 
and showing them the main points to look 
after. Then if afterwards any adjustments 
that he may require, I promptly do same with- 
out any cost to him, and find in nearly every 
case the customer appreciates same, and then, 
of course, becomes a good "booster." 

I particularly instruct my salesman to be 
extremely polite and to answer his or her 
questions promptly and truthfully. And above 
all when we get a prospect we do all we can 
to close the sale up at once while the iron is 
hot, and if we cannot, we keep right after 
them, and never make them a promise that we 
do not go even further in carrying out. 

One very particular point is that we adhere 
strictly to one price, and make it a point to be 
pleasant with everyone. 
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| A Simple Scheme That Sold 

| Nearly 70 New Hudson "37s 

| Do You Want To Use It Now? 

OimmiiiiNomiHiHmoiHMiiiiHaMiniHmoiHum^ 

THE letter opposite and the selling plan 
it embraces has sold to date approxi- 
mately 70 New Hudson "37"s for the 
A. Elliott Ranney Company, New York 
distributors. 



Dear Sir: 

Appreciating as we do your valued 
patronage as a Hudson owner, we are 
writing this letter to give you an 
opportunity to reserve by option, one 
of the 1913 Hudson Cars. 

While at the moment we have no com- 
plete specifications on the 13's. we 
know enough about them to know that 
you will undoubtedly want one of these 
cars. 

The early deliveries of these cars 
are now being reserved for customers, 
and we shall be pleased to do our ut- 
most to give you a prompt delivery. If 
you desire an early delivery reserved 
for you, and you will kindly send us a 
deposit check for fifty ($50.) dollars, 
we will hold the oar for you until you 
have had an opportunity to examine the 
detailed specifications of these new 
Hudsons, both the four and six cylinder. 

If for any reason you should prefer 
at that time to postpone the purchase 
of the car until a later date, or 
should you not feel satisfied, we will 
gladly and promptly return your de- 
posit. We will hold this car for you 
until July 10, at which time, if we do 
not hear from you, we will consider 
the option cancelled. 

The 1913 Hudson will mark a new at- 
tainment in automobile design and con- 
struction, and will be offered to our 
patrons as a car of highest quality 
that will stand a favorable comparison 
with any motor car offered for the 1913 
season, regardless of price. 

We repeat our appreciation of your 
patronage and will do our utmost to 
continue to merit the same. 

Yours very truly, 

The A. Blliott Ranney Company, 



General Manager. 



Tt was sent to about 1,000 names of Hudson 
owners in New York territory. From the 
time of the letter until July 20th, it brought 
in 54 deposits on cars, a number of orders 
from people who as a result of it visited the 
Ranney store and several scattering orders 
that followed the issuance of the plan. 

But 54 fifty-dollar deposits on new cars 
came in BY Si AIL. 

It also brought a large number of compli- 
mentary letters from owners of the 33". some 
of them stating that when they were ready the 
Ranney Company would have a visit from 
them. And this happened in New York — the 
hardest section of the United States to impress 
with advertising. Think of it; 70 orders, 75 
per cent, of them by mail, from a list of only 
1,000 names. 

It will work proportionately on your list of 
owners — it may bring better than 7 orders out 
of 100 owners, if there are that many in your 
territory, and probably will, because it was 
tried out in the hardest territory in the coun- 
try. 

You received a letter from the advertising 
department on this plan. Answer the letter 
and you can use the plan. 



The above idea can never make a dollar 
for you if you simply read about its success 
— you've got to act on it and act quick — by 
acting we mean getting into immediate com- 
munication with the advertising department 
about using it. 
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Big Family" 



Gossip 

STRICTLY PERSONAL 
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THE Sharkless Shark Hunt" is the title 
of a thrilling expedition out into the 
Gulf of Mexico in which the "Big Fam- 
ily" figured. E. C. Morse, E. O. Patter- 
son, W. W. Garrison, L. V. Smith and R. W. 
Dean were the hunters. The Caroline was the 
craft. Demon Jack Benson was skipper. With 
the scene all set and the audience having laid 
awake all the night before thinking what 
might happen in the middle of the gulf if the 
shark was too big and tipped the boat over 
and gulped down the actors, then the shark 
never showed up. "The captain was yellow — 
afraid of sharks — he wouldn't take us where 
there were any," say the hunters vehemently 
when questioned about the size of the fish they 
did catch, the most enormous of which 
weighed one and three-quarters pounds. 

"Big Bill' Mover at Des Moines has been 
laid up for 10 days with typhoid. He is get- 
ting better rapidly, for which we are glad. 
Bill was pretty sick for awhile. 

The new home of the Hudson in Minne- 
apolis is at 907 Hennepin avenue, the location 
of the Hudson Sales Company of Minnesota. 
If you know some Hudson tourists going to 
the Twin Cities you might suggest that they 
make their headquarters there. Doc Heberle 
will be glad to extend the key to the city to 
them. Doc is a great extender. 

The war correspondent during the now 
famous (since you've read the first paragraph) 
"Sharkless Shark Hunt" got all burned up 
while jiggling the shark line to prevent other 
fish intruding. So eager were the hunters for 
sharks that they had Salesman Dean swim 
around the boat to make sure no sharks passed 
that way without their attention being called 
to the sharkline. All Dean caught was sun- 
burn. 

Dick Bacon picked a winner of an excuse 
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for that Chicago stopover he makes en 
route to Detroit. "I thought that Geyler's 
place was on fire or a riot was on," he says. 
"But imagine my surprise," he continues, "on 
finding the crowd to be intending prospects 
aroused by Geyler's sign about the New Hud- 
son '37.' " All in favor of ratifying his ex- 
cuse and pardoning the prisoner will signify 
in the usual manner. 

/\nd speaking about new Hudson homes, 
there are brand new stores in Buffalo, Hous- 
ton, Tex., Dallas, Tex., Dayton, O., Kansas 
City, and a dozen other places we might men- 
tion. 

One of the finest stores in Louisiana is that 
of the Wray-Dickinson Company, Shreveport. 
They have a service department that non- 
chalantly builds parts for cars when it takes 
too long to get them from their respective 
factories. And Wray, the manager, is a rock- 
bottom business man and a prince. He is also 
considerable gulf swimmer. 

The best business outlook since Frank and 
Tom Botterill of Salt Lake City and Denver 
respectively have been in business in the west 
is reported by them. They've been there a 
long time, so their prophecy means a lot. 

Emulating the example of the Colonel — 
every Hudson dealer's and salesman's hat is in 
the ring for 1913, and long may it stay there. 

Scores upon scores of sales are being made 
daily from photographs and catalogs. At 
Dallas they've made 11 ; Beaumont, Tex., 9, 
and other places are stacking up in equal pro- 
portion. This is certainly starting like a "Hud- 
son Year." Report has it that we're two laps 
ahead of the life-of-trade in most places. 

And in walks Milton T. Elliott, Suffolk, Va., 
thumbing four orders for "37"s and 2 orders 
for "sixes." He sold $293,000 worth of pea- 
nuts and we hope he sells twice that in Hud- 
sons. 

At the Galvez Lawn factory exhibit of the 
"37" during the Cotton Carnival at Galveston, 
Tex., the new car literally hypnotized them. 
In one evening 3 checks for cars were offered 
if immediate deliveries could be had. The 
writer saw one wealthy Galveston man hang- 
ing around the exhibit 2 days in succession 
just devouring the car with his eyes. They 
never saw anything like the "37" in a popular 
priced car there. 

Recent copies of Omaha papers make it look 
as if Guy Smith had become publisher and 
was printing only special Hudson editions. 

Usually in the automobile business when a 
car changes dealers — no matter who is re- 
sponsible for the change — an enemy is made 
for the car. So it does us good to read in 
the Chattanooga, Tenn., News that the first 
sale the Bill Jones Automobile Company made 
was to F. A. Kennedy, who last year was the 
Chattanooga dealer. Mr. Kennedy bought a 
"37" and that registers him in the B. F. per- 
manently. 

Strictly on the strength of the photographs 
he has W. C. Spear, Manchester, N. H., sold 
4 "37"s and will sell more of them, according 
to C. M. Babbitt — whom we note from the let- 
ter-head, on which he writes, is flirting with 
the pinnacle of affluence. It bears neatly en- 
graved in maroon : "Derryfield Club." Sounds 
like the Duke of Westminster might belong, 
too. 

During Taft's recent visit to Manchester it 
was logical that the mayor and other officials 
should do the business of escorting the Presi- 
dent in a Hudson car. We could squeeze a 
wheeze out of the above news, but the Tri- 
angle is an independent journal and so no 
wheeze. 

You've got to extend the palm to Manager 
C. L. Ross of the Pacific Car Company, Ta- 
coma, Wash., the man who hunts up the people 
who've just got money and sells them Hud- 
sons where possible. Ross is getting the busi- 
ness down to the fine point the factory is 
preaching and which we'll all come to soon. 

Jolly Sam Miller, Brooklyn's prominent 
publicist, did himself proud in the advance in- 
vitations he is getting to bring in the natives to 
see the new car. They look like the real stuff, 
Sam, when the time comes. 



You remember the advertisement of files in 
which to keep your Triangles. At first we had 
to sell them for $2.25 each, that being what 
they cost us. Now, however, the heavenly 
twins, Supply and Demand, have slipped the 
bottom out of the market and you can have 
one for $2, if you want to preserve the ideas 
in each week's Triangle. 

As we splatter to press this week, Jacob 
Mantel, the farmer who finished the famous 
Texas "Farm and Ranch" endurance run with 
the only absolutely perfect score opines this: 
"It took 'em a year to sell me that Hudson 
and you couldn't give me another car with a 
thousand dollars to boot." Jake is a well-to- 
do Dallas County farmer. He's only driven 
a car 6,000 miles. 
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How Gabel Converted 
Whole Camp of Knockers 

By H. A. GABEL, Behridere. Illinois 
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BOUT 18 months back I received my 
^\ demonstrator, a 1911 touring car. 

In this city is located a certain garage 

doing a good business and representing 

another car at a few hundred dollars higher 

in price than the Hudson that had just arrived. 

In this certain garage was and still is em- 
ployed a gentleman as one of the workmen. 
He is a college graduate, and in the opinion 
of the writer is one of the best posted men 
in the business of our city. 

A few days after the arrival of the car this 
party, along with all others connected with 
the garage, began to use their hammers in re- 
gard to a certain construction of the car. 

The writer simply defended the article he 
was selling and placed five cars in his city 
which, by the way, are all running and giving 
splendid satisfaction, and all owners are 
boosters, to make a long story short. 

The above mentioned gentleman employed 
in this garage bought of the writer July 29th 
this same car to use for his family after over 
10,000 miles of service at a very satisfactory 
price to the writer. 

Now the Hudson has a good booster instead 
of a knocker, in fact, from the proprietor 
down they all respect the Hudson. 



Sells a "Six" From Ad. Two 

Hours After Becoming 

'Dealer 

By R. C. GRETH 



THE writer, together with Mr. E. O. 
Brack, manager of the Southern Auto 
& Electric Company, of Little Rock, 
Ark., sold a Hudson "54" Torpedo to 
Mr. H. L. Hildebrand, manager of the Cotton 
Belt Oil Company, of Little Rock, two hours 
after the Little Rock contract was closed. 

Prior to our calling upon Mr. Hildebrand he 
had decided to buy either an X or a Z car. 

This sale was made from the advertisement 
which appeared in the Saturday Evening Post 
under date of August 3d, no other literature 
being before us. 



H| The difference between micccss anil fail- 
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By One Who Is 



E. W. LESLIE, Sales Manager Hudson Sales Company, Los Angeles, Cal. 



HIS response to the request for some suggestions on success- 
ful salesmanship is given with the hope that some members 
of our "Big Hudson Family" may find a thought or two, that 
while not altogether new, may cause them to renew certain 
selling talks. 

We should bear in mind that old ideas do not lose their effective- 
ness from being often used — like good stories, they bear repeating, 
if to new hearers. 

A successful salesman, it seems to me, must first impress his P. C. that he is 
honest and truthful, — he must have confidence in himself and the goods he is 
selling, he must use good judgment with diplomacy in his first approach because 
very much depends on first impressions, — sticktoitiveness with adaptability to the 
personality of your men, figures largely throughout. 




One positive rule of mine is to tell the 
straight truth at all times. Your customer 
must not meet contradictory statements, 
should he converse with two or three sales- 
men on the same deal, which is sometimes the 
case. I know of one sale lost because the 
salesman stated the gasoline mileage of his 
car was 18 miles per gallon. 

The man demonstrating the car, not know- 
ing what the salesman had said, when asked 
the same question by the same man a little 
later, told the truth and said 13 to 14 miles. 

The P. C. therefore lost confidence in the 
salesman. This holds good in selling second- 
hand machines. 

I would especially challenge anyone who 
says it is not always possible to be truthful in 
selling Hudsons or even secondhand cars. 

Good Actor Gauges Audience. 

GOOD actor knows when he is pleasing 
his audience, — so should a good sales- 
man know when he is interesting his 
prospective customers, and it seems to 
me that successful salesmanship is dependent 
largely on your ability to understand your 
customer. 

Do you not at times start your talk and find 
your P. C. restless, and you feel that he is 
not interested? That proves your line of talk 
is not right. There is your chance to exer- 
cise good judgment. Give your P. C. an op- 
portunity to ask a few questions, or to let you 
know what he has in mind that seems most 
important to him in the selection of a car. 
Then, with new enthusiasm, start again. 
Dwell on those points chiefly, and as has often 
been said, "don't burden anyone with clutch or 
axle construction when they don't know why a 
car has a universal joint." Tt invites trouble 
by disturbing your customer's mind. 

Most purchasers are likely to be impressed 
with the appearance of the car first, and then 
the running qualities. And right here is where 
it seems to mc that many sales are lost. We 
fill a man up with a lot of points that he does 
not remember, and may cause him to compare 
our car with some other car. 

While, if we can get him into a demon- 
strator, give him a good ride, calling his at- 
tention to the lack of vibration, etc.. he gets 
a taste of what the car will do, and then may 
make further investigations. 



Many times a car can be sold without go- 
ing into the mechanical construction at all, 
as the P. C. is so pleased with the appearance, 
operation and riding qualities, that he does 
not have the details in mind, and it surely 
would be poor business to talk details under 
such conditions. 

It is easy to talk yourself out of a sale in 
a condition of this kind, when you probably 
had the P. C. where he intended giving you a 
deposit, but on account of your enthusiasm 
about your car you mention one or two points 
that you think will please him, and it just hap- 
pens that one of these recalls to him a certain 
car that had something new in this line, and be 
decides to wait until he has had a chance to 
see that car. 

He may not make this statement, but this 
will transpire in his mind. He goes out and 
you stand a good chance of losing a sale. 

A General Reference. 

THIS is only a general reference and 
applies to dozens of remarks often 
made after the sale is closed, that 
are not necessary at all and may prove 
disastrous. Just as soon as your custo- 
mer signifies his willingness to give you 
a deposit, drop all selling talk. It may 
be wise sometimes to change the subject 
while you are writing up the order, and it is 
generally a good plan to refrain from talking 
additional equipment. That suggests more 
money and this may make him delay. Get the 
deposit first, then, in order to avoid any pos- 
sibility of trouble, it may prove a good scheme 
to write up an order for the car, signing your 
name first (it is advisable to have your name 
appear directly under the dotted line for the 
purchaser's name) then, handing the order 
blank to the customer, and pointing to the dot- 
ted line, say "Mr. , we would like to 

have your name and address in full, so that 
our olfce records may be correct" and in 
avoiding the use of the word "sign." you may 
sometimes save yourself considerable trouble. 
After you have waited a sufficient length of 
time to allow the P. C to recover his breath, 
it comes rather easy to speak of additional 
equipment, and by appealing to his pride in 
the appearance of his car and other personal 
conditions, you can usually sell any extras 
you know he needs. But do not try to load 
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him up. Be honest with yourself and the cus- 
tomer. 

Remember that in a truly business sense, 
the sale is just started when it is completed, 
and your attitude after the sale shows the 
policy of the Company ; that makes reputation, 
and reputation sells cars. 

A Good "Agglat" in Clooinff. 

'HAT has proven a mighty good "as- 
sist" in closing the sale of a car is 
to get your P. C. in your salesroom 
away from friends and family, and 
granting that your office has an air of business 
and dignity, you have a good start. 

Then, carefully express your desire to have 

your P. C. meet Mr. , the head of the 

company; that you would like to have him 
know the man who directs the policy of the 
organization. 

It seems to me that this gives anyone confi- 
dence in the organization. This act suggests 
the idea that he must be a pretty good fellow 
and every P. C. naturally wants to know the 
man at the head, and right here, Mr. Boss, is 
your chance — and a big chance at that— put 
your hand on your salesman's shoulder, and 
tell the P. C. that you are glad to meet the 
people that your salesmen talk to, as you want 
them to know that they can depend upon the 
statements they make. That you will stand 
back of anything they state. (This naturally 
means that you must have absolute confidence 
in your men.) 

That statement assures the P. C. that what 
the salesman has said is surely the general 
policy of the House, and even though the 
salesman should leave, the P. C. would feel 
that he would receive proper attention. This 
makes your salesmen feel good, as it shows 
that you have confidence in him, and if you do 
not show confidence, you cannot expect a man 
to be a success for you. 

This is "team" work and is necessary in a 
successful selling organization. 

{This article is to be continued in next -vseJk's Trianfii) 



" The Factory Treated 
Me Royally" 

I. M. WEINBERG, Youngstown. O. 



? HILE in Detroit I visited the Hudson 
factory and can say that they treat 
one royally, and if there is anything 
coming to a purchaser of a Hudson 
Car they will certainly get the same from the 
Hudson factory. 

I have just returned from my trip up in 
Canada, in which I covered 840 miles, and can 
say that I am more than pleased with the Hud- 
son Car. Covering the distance, using two 
gallons of lubricating oil and sixty-one gal- 
lons of gasoline, I had not the least trouble 
with the machine, and carried in a five-pas- 
senger car six passengers and baggage weigh- 
ing about 150 pounds. 

I write this to you (The Motormart, Youngs- 
town, O.) mainly to show you how I appreci- 
ated my car and the good luck I had with the 
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HLIST of the 48 men who designed the Hudson 
4t 37" and the "54" Hudson with a brief outline 
of each man's career, is printed in this issue of 
the Triangle. 

It was part of our selling campaign not to announce 
the identity of the 48 men who compose this now fam- 
ous body of engineers at the time the first advertising 
was started. 

We wanted to awaken just the kind of curiosity that 
is now felt by every Hudson dealer. 

It is part of our selling idea to make people curious ; 



to have them talk about us and when the plan was 
originally outlined it was decided to publish the names 
of these men but we did not think it advisable to dis- 
close their identity until this time. 

You must have felt through the inquiries and state- 
ments made by prospective buyers, the curiosity our 
claim has excited as to the identity of these men. 

Here is the list. It is impressive to all familiar with 
automobile building. Those in the trade know its 
importance for they will recognize in the identity of 
these men their ability along the lines for which they 
are best trained as automobile designers. 



How This Board Was Organized 



QO CAR can be greater than its engineers 
conceived it to be. Any one man, no 
matter how wide his experience, is 
bound to overlook certain details which would 
have been better had he had the help of other 
men. 

Upon that theory the Hudson Motor Car 
Company has founded its board of engineers. 

We think it more important to use the ideas 
of experienced men in designing the car than 
to use the work of machinists in rectifying 
the faults that result from lack of knowledge. 

Wherever a man has done something in 
automobile designing, we have sought his co- 
operation. Naturally, in such a combination of 
experts we have brought together men of wide 
and varied experiences. 

In looking over the list that follows, of the 
48 engineers who make up this organization of 
engineers, you will learn from the brief 
account given of their careers, the wide experi- 
ences they represent. You will note the num- 
ber and the different factories in which they 
have worked. Some have had a technical 
education. Some hold degrees from technical 
schools. Some gathered their knowledge in 
the shops. 

All these men are not employed directly by 
the Hudson Motor Car Company. Some are 
connected with concerns who are specialists in 
the manufacture of devices and parts which 
are included in the construction of the Hud- 



son largely because these men who have con- 
tributed to the building of the car are the 
engineers of these concerns. They were 
consulted in the design of the New Hudsons. 
Their special knowledge is important in the 
production of a well-proportioned car. 

Mr. Coffin, probably more than any other 
engineer, has developed an organization that 
combines the experiences of men in all lines 
that contribute toward the scientific building 
of automobiles. 

No matter what a man's position may be, 
if he is found to possess knowledge or skill 
in automobile building, his service is made a 
part of this organization and while he may not 
be on the direct payroll of the Company, his 
knowledge in the particular line in which he is 
specially trained is utilized in the designing of 
Hudson cars. 

Without depreciating the value of technical 
schools we want to point out that some of the 
world's greatest discoveries and inventions 
were made by men not engaged in the business 
in which they have made their achievement. 
Pasteur was not a physician; Edison gained 
his first knowledge of electricity as a tele- 
graph operator, and Bell, inventor of the 
telephone, was a teacher of the deaf; Whit- 
ney, who invented the cotton gin, was a 
New England school teacher. The greatest 
advancement made in all lines, history shows 
to have been made by men who were con- 



sidered outsiders. 

In this organization of engineers the abili- 
ties of the shop-trained men and those hav- 
ing degrees from technical schools have 
been considered. Men were taken on be- 
cause they possess certain skill that fits in 
with the experience of their associates. 

An expert in body designing and body fin- 
ishing or a man skilled in spring suspension 
does not need to know anything about motor 
designing and on the other hand a motor 
builder does not necessarily need to be an 
expert in body designing, etc. 

The services of such men were added to this 
organization because they represented a view 
point and an experience that other men of the 
organization do not possess. Combined, we 
think they completely fill the field of automobile 
experience and development and by using the 
ideas of each man, working them into a 
cohesive unit, Mr. Coffin has been able to 
excel the work which even he himself could 
have done and all recognize his leadership as 
an automobile designer. 

By the same token each man has done better 
work by reason of this co-operative plan, all 
contributing the best he knew and profiting by 
what his associates taught him. The result is 
a better car than is possible under any other 
condition and broader, more efficient workers 
than individual work would ever have devel- 
oped. 
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HOWARD E. COFFIN 

cAmerica's Foremost Automobile Engineer and Chief of the Engineering Board 

of the Hudson Motor Car Company 

He has Taught Automobile Designing to More Men Now Prominent in the 

Industry Than has any Other Man 
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DO OTHER NAME means 
so much in the development 
of the automobile. Mr. Coffin 
has designed and superintended 
the building of five famous suc- 
cessful cars. 

His motor designs are today 
used by a dozen leading manu- 
facturers. Transmissions and 
axles of his design are in daily use 
upon thousands of well-known 
cars of many different makes. 

A large percentage of the bet- 
ter American cars are using the 
system of lubrication which he 
brought out eight years ago. 

He designed the following im- 
mensely successful cars : 

Four cylinder Oldsmobile. 
Thomas-Detroit "40." 
Chalmers-Detroit "40." 
Chalmers-Detroit Thirty. 
Hudson "33." 
He was president of the Society 
of Automobile Engineers in 1910; 



Chairman of the Rules Commit- 
tee of the Manufacturers* Con- 
test Association and member of 
the Executive Committee of the 
American Automobile Associa- 
tion during the same period. For 
four years he was Chairman of 
the Committee on Tests of the 
Association of Licensed Auto- 
mobile Manufacturers; was Pres- 
ident of the Manufacturers* Con- 
test Association in 1911 and is 
member of Council, Society of 
Automobile Engineers; member 
of the American Society of Me- 
chanical Engineers, Society of 
Automobile Engineers, Detroit 
Engineering Society. 

Mr. Coffin attended the Univer- 
sity of Michigan, studying mech- 
anical engineering but entered 
the employ of the Olds Motor 
Works before finishing. In 1911, 
however, the degree of mechan- 
ical engineer was conferred upon 
him by the University in recogni- 
tion of what he had accomplished 
in an engineering way. 

Mr. Coffin probably has the 
widest acquaintance among auto- 
mobile manufacturers and men 
who have done things in the way 
of the advancement of automobil- 
ing than any man in the industry. 

Some of the best known design- 
ers in America, connected now 
with other manufacturers, re- 
ceived their early training under 
his direction. You will find men 
occupying prominent positions in 
the plants of some of the best 
known makers, who owe their 
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first experience in motor car de- 
signing to Mr. Coffin. 

J. G. Vincent, who was Mr. 
Coffin's assistant for two years 
and is responsible for several 
features of the new Hudson "37" 
and the "54" Hudson, has just left 
the employ of this Company to 
become chief engineer of the 
Packard Motor Car Company. 

In his trips abroad and with his 
wide knowledge of what other 
men had done, Mr. Coffin in de- 
signing the two latest Hudson 
cars, the "37" and the "54" sought 
the men who had done the most 
in motor car designing. That 
explains the origin of the idea of 
this large engineering corps. 
Wherever a man was found who 
was able to do better work than 
others had done, that man's 
knowledge was used in the de- 
signing of these new cars. Mr. 
Coffin, always at the head of the 
organization, inspired these co- 
workers to give to these new cars 
the best they were capable of 
giving. 

Men were brought here from 
other factories. Men were em- 
ployed because of their special fit- 
ness to do certain specific things 
important in the development and 
building of an automobile. 

The list which follows is inter- 
esting to all readers and especially 
to those interested in motor car 
development because their names 
are familiar to those closely asso- 
ciated with the development of 
the industry. 
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Here are the names and records of the forty- 
eight engineers who combined their skill and 
experience in building the New HUDSON "37" 
and the "54" Hudson— a six. 



J. G. Vincent 

The Man Who Has Just Been Made Chief Engineer 
of the Packard. 

Mr. Vincent was chief of the Inventions 
Department of the Burroughs Adding Machine 
Company. For years he has been an auto- 
mobile enthusiast. His interest grew into 
automobile work and away from that of 
inventing devices for adding machines. Two 
years ago he realized that the greatest teacher 
of all was Howard E. Coffin and he came to 
the Hudson Motor Car Company as one of 
Mr. Coffin's assistants. 

The importance of the work he did on the 
Hudson "37" and the "54" Hudson was recog- 
nized by other manufacturers as proved by the 
fact that the Packard Motor Car Company has 
just placed their entire engineering force under 
Mr. Vincent. This is a great compliment to 
Mr. Vincent's ability, which he well deserves 
and is a recognized tribute to Mr. Coffin as a 
teacher of automobile designing. Mr. Vincent 
is a member of the Society of Automobile 
Engineers. 

Henry Souther, M. E. 

Consulting engineer, graduate of Massachu- 
setts Technical, President of Henry Souther 
Engineering Co., Hartford. Conn. Was con- 
nected with the Pope Mfg. Co. in the old 
bicycle days. Member A. S. M. E. Past 
President (1911) Society Automobile Engi- 
neers. Has done consulting work for a 
large majority of the big automobile con- 
cerns of this country. He has no peer in 
his line, either in this country or Europe. 
We frequently consult him on many of our 
more important engineering policies.' 

William R. McCulla 

Educated at Belfast National School and 
Xorth of Ireland Presbyterian College. Has 
been interested in automobile and combustion 
engines as an experimental worker since 1900. 
1902-03 with the Darracq, Renault and Eng- 
lish-Daimler as representative in Ireland. 1904 
Contest Team, Darracq Company; 1905 Con- 
test Team Mercedes and English Napier; 1906 
with F.I.A.T. in London and Australia; 1908- 
09 Charge Emperimental Department of Bel- 
den Motor Car Company; 1910 with the 
Hudson Motor Car Company: 1911 Charge 
Experimental Department of E. R. Thomas 
Motor Car Company; 1912 returned to Hud- 
son Motor Car Company. Member Society 
Automobile Engineers. Consulting Engineer 
Cramp Shipbuilding Company on U. S. Marine 
vessels. He is a member of the Society of 
Automobile Engineers. 

Edward Rippingille 

Was born in Australia. He was educated 
at Tollington Park College, London and Fins- 
bury Technical School. Represented the 
Societe Lorranie de Dietrich A Cie. Lune- 
ville, France, in experimental work in France. 
Italy, Spain. England and America, and was 
with the De Dietrich Import Company of New 
York, the New Departure Manufacturing Co. 
as designer and chief engineer of the Auto- 
mobile Department. He has been with the 
Hudson Motor Car Company for two years. 
Member Society Automobile Engineers. 



G. G. BEHN, 

CHIEF ENGINEER. 

One of Mr. Coffin's long time associates. 
He has been with him since 1903, first with the 
Olds Motor Works; then as Mr. Coffin's 
assistant as Assistant Engineer with the E. R. 
Thomas-Detroit Company. Later Mr. Behn 
was made Chief Engineer of the Chalmers- 
Detroit Company, a position which he held 
under Mr. Coffin until the latter came to the 
Hudson Motor Car Company when Mr. Behn 
followed him and was made Executive Engi- 
neer of the Hudson Motor Car Company. Mr. 
Behn is now Chief Engineer of the Hudson 
Motor Car Company and is largely responsible 
for many of the unique features in the Hudson 
"20" and the Hudson "33" and was a big 
factor in the designing of the Hudson "37" 
and the "54" Hudson. 

No man has been more closely associated 
with Mr. Coffin through all of his automobile 
engineering experience than has Mr. Behn upon 
whom rests a great deal of the important 
experimental work of this company. 
Fabio Sergardi 

Born Naples. Italy, graduate of Mechanical 
Polytechnic, Milan, Italy; engineer with De 
Dion-Bouton, Puteaux, Paris; engineer with 
Fiat. Turin, Italy; engineer with Horseless 
Vehicle Co. of America; engineer the Ameri- 
can Locomotive Co., Providence, at the time 
that company built the Berliet a French car. 
He was chief engineer of the New York 
Taxicab Company, New York City; and 
represented the interests of the Darracq Co. 
of Paris. He is a member of the Society of 
Automobile Engineers. 

Emil Huber 

Was born in Soleure, Switzerland. In 1901 
was member of the Zoles-Sprung-Huber Auto 
Co.. later with the Huber Auto Co; designer 
of the Meteor motor car; for a number of 
years has been closely associated with Mr. 
Coffin. 

F. E. Paine 

Was a marine engineer in the U. S. Revenue 
Cutter service. Served as a machinist for one 
year in the Naval Gun factory at Washington. 
Joined Packard Motor Car Company forces in 
1902 and after five years in the Engineering 
Department was made Superintendent of 
Packard Service division which position he 
held one and a half years. He joined the 
Hudson Motor Car Company forces in 1911 
as Experimental Engineer and Chief Drafts- 
man. He is a member of the Society of 
Automobile Engineers. 

S. I. Fekete, M. E. 

Is an Austrian. He was educated in the 
Royal Institute of Technology, Budapest, 
Hungary. He was associated in Havre, 
France, with the Westinghouse Company as 
an engineer. Later he came to America and 
entered the automobile industry with the 
Olds Motor Works. He then went to the 
Buick and later to the American Locomotive 
Company. In each position he was emoloyed 
as a designing engineer. Member Society 
Automobile Engineers and American Society 
of Mechanical Engineers. Employed by 
Hudson Motor Car Company two years. 



Alfred Moorhouse 

Has been engaged in automobile engineering 
work since 1902. In 1903-04 was chief drafts- 
man with the Detroit Auto Vehicle Co. Then 
he was three and one-half years with the 
Cadillac Motor Car Company as a designer 
during a period when great headway and many 
innovations were made by that company. 
Leaving the Cadillac Company, Mr. Moorhouse 
went with the Chalmers- Detroit Motor Com- 
pany. Mr. Coffin was then chief engineer of 
that company. Mr. Moorhouse was a valued 
assistant to Mr. Coffin while there. When Mr. 
Coffin came to the Hudson Motor Car Com- 
pany Mr. Moorhouse soon followed him and 
is now an expert experimental and designing 
engineer. 

J. V. Machesky 

Was born near Berlin, Germany. In 1902 
became associated with Mr. Coffin at the Olds 
Motor W r orks. Leaving there he went to the 
Ford Motor Company; later to the Packard 
Motor Car Company; then to the Chalmers 
Motor Company and after two years there 
returned to Mr. Coffin as experimental engi- 
neer for this company. 

C. O. Egerton 

Attended Massachusetts Institute of Tech- 
nology for five years. Was draftsman at the 
Olds Motor Works one year; draftsman for 
the E. R. Thomas-Detroit Company one year; 
with E. R. Thomas Motor Company of Buffalo 
one year at body designing ; was one year with 
Chalmers-Detroit Company as draftsman and 
in Contest Department, and then was for 
one year chief draftsman for the Reynolds 
Motor Company, builders of marine motors. 
He now is an experimental engineer with 
the Hudson Motor Car Company. 

F. W. Bowen 

Educated Technical High School, Provi- 
dence, R. I. Served apprenticeship with the 
Browne & Sharpe Mfg. Co., of Providence. 
He took a Mechanical Drawing and Engineer- 
ing course in Rhode Island School of Design. 
Was employed by the Davis Automobile Com- 
pany, Providence. Then went to the Cadillac 
Motor Car Company, Detroit, in Tool De- 
partment. Is now with Hudson Motor Car 
Company as Engineering Inspector. 

Eugene P. Batzell, M. E. 

Is a graduate of the Imperial Institute 
Polytechnik, Kief, Russia. Is a member 
Society Automobile Engineers. He was As- 
sistant Engineer of the Speedwell Motor Car 
Company until he was made Experimental 
Engineer, Hudson Motor Car Company. 

Charles H. Vincent 

Educated International Correspondence 
Schools. Did experimental work with the 
Burroughs Adding Machine Co., then entered 
Automobile field through repair shops, finally 
with Thomas-Detroit Company, Hupmobile 
and in charge tuning at the Packard Motor 
Car Company. He joined the Hudson forces 
in 1911 as Final Inspector. Became Chief 
Final Inspector, then Service Field Manager 
and now is an Experimental Engineer. Is a 
member of Society Automobile Engineers. 

Digitized by VjOOQ iC 



THE HUDSON TRIANGLE 



The 48 Engineers Who Combined in Building the New Hudsons Have 
Had a Hand in the Building of More Than 200,000 Cars. 



Harry J. Moskovics 

Is a graduate of the Hebrew Technical In- 
stitute, New York. He was an experimental 
engineer with the Darracq Agency, New 
York, and the Bristol Engineering Corpora- 
tion, Bristol, Conn. He is an experimental 
engineer with this company, now representing 
us in Europe as an investigator. 

W. E. Thompson 

Was trained in Kilby Manufacturing Co. 
plant, Cleveland; American Blower 'Com- 
pany, Detroit; Ingersoll-Rand Drill Co., 
Phillipsburg, N. J. Four and a half years 
with the Cadillac Motor Car Company, in the 
Engineering Department ; Engineering Depart- 
ment of the Gray Motor Co., Abbott Motor 
Co., Stoddard-Dayton. Experimental Engi- 
neer, Hudson Motor Car Company. 

M. E. Tyncr 

Was educated at the University of Wiscon- 
sin, mechanical department. He has been as- 
sociated with the Engineering Department of 
National Motor Vehicle Co., Marmon, Max- 
well, Stoddard-Dayton and Westinghouse Ma- 
chine Co., of Pittsburg. He joined Mr. Coffin 
with this company in 1910. 

C. H. Boulin 

Graduated from Private Technical School 
in France. Passed French Government exam- 
ination and was awarded degree of Bachelor 
of Science. Was employed as Mechanical 
Engineer with LaBuire, Panhard and Levassor 
in France; Italia at Milan, Italy; American 
Locomotive Company, Maxwell and Westing- 
house Electric Company. Experimental Engi- 
neer, Hudson Motor Car Company. 

Walter A. Frederick 

Graduate of Cornell University. Probably 
no man has assisted in the building of so many 
motors used by so many different automobile 
companies as has Mr. Frederick in his capacity 
as Chief Engineer of the Continental Motor 
Manufacturing Company. He has been con- 
sulted by many of the best known manufac- 
turers of this country who obtain their motors 
from the Continental Motor Company. In 
the past nine years, Mr. Frederick has been 
associated with the Auto Car Company, Olds 
Motor Works and the Continental. He is 
regarded as one of the leading motor experts 
in this country. 

W. H. Reddig 

Experimental Engineer and Assistant Sup- 
erintendent with H. A. Lozier, manufacturer 
of the Cleveland Bicycle; was superintendent 
of the Pope Motor Car Company, manu- 
facturers of the Pope-Toledo. Was with 
Daimler Manufacturing Co., of Long Island 
and Cannstat, Germany, manufacturing the 
Mercedes. Was Superintendent Olds Mo- 
tor Works. Was General Superintendent 
Chalmers Motor Company and General Su- 
perintendent Continental Motor Manufac- 
turing Company. 

W. M. Osbum 

Educated at the University of Michigan as 
a Mechanical Engineer. Mechanical Engineer 
of Gemmer Manufacturing Co. Is an expert 
in the design and manufacture of clutches and 
steering devices. 

L. Ray McDonald 

Graduate Bliss Electrical School; later in- 
structor at same school and in charge of wiring 
and machine laboratories. Entered Technical 
Department Hudson Motor Car Company, 
1910. 



S. F. Koch 
Executive Engineer Fisher Body Co. Body de- 
signer Wilson Body Company, Detroit. Learned the 
business under the direction of his father, one of the 
first men to build an automobile body in this country. 

H. E. Phillips 
Employed 1909 Dayton Engineering Laboratories 
Co. in Experimental and as Head of Educational De- 
partment. Gained experience at electrical work while 
employed by the American Telephone and Telegraph 
Company and by the National Cash Register Co. in 
the Electrical Division. Studied engineering in In- 
ternational Correspondence Schools. 

M. E. Thompson 
Was connected with the Engineering Department 
of the Cadillac Motor Car Company for four and a 
half years, and with Gray Motor Company, 
manufacturing marine engines. Was a member of 
Engineering Department Abbott Motor Car Com- 
pany and Stoddard-Dayton. Now experimental engi- 
neer Hudson Motor Car Company. 

Herman C. Maise 

Designer and Engineer Fisher Body Company. 
Was with C. P. Kimball & Co., fine carriage builders, 
Chicago, for 13 years; later had charge of the Body 
Designing Department of the Chicago Carriage & 
Trimming Co. 

Charles E. Davis 

Graduate mechanical engineering, Worcester Poly- 
techic Institute. General Superintendent American 
Locomotive Company, Providence, R. I., in charge 
of the manufacture of Alco cars. General Manager 
Warner Gear Company. Has just been appointed 
General Manager of the American Locomotive Com- 
pany, automobile department. Active member Amer- 
ican Society Mechanical Engineers and Society of 
Automobile Engineers. 

J. W. Lakin 

Expert pattern designer. Entered automobile busi- 
ness seventeen years ago with Henry Ford. Spent 
seven years making patterns and castings for some 
60 automobile manufacturers. Was with Olds Motor 
Works six years as pattern designer. Has charge of 
pattern designing Hudson Motor Car Company. Is 
a graduate International School of Corespondence 
and Mechanical Engineering Department, Detroit Y. 
M. C. A. 

B. Clarke 

Spent two and one-half years with Cadillac Motor 
Car Company in shop and drawing room. Was As- 
sistant Superintendent Gray Motor Company, in the 
manufacture of marine gas engines, carburetors, re- 
verse gears, etc. Is now with Hudson Motor Car 
Company as experimental engineer. Holds degree 
mechanical engineering International Correspondence 
Schools. 

A. A. Greenick 

Graduate of Purdue University, school of me- 
chanical engineering. Gained his practical experience 
in railroad shops. Had charge of the Michigan Cen- 
tral Railroad shops at Jackson, Michigan. Chief 
Engineer, McCord Manufacturing Company. Is an 
expert in the manufacture of lubricants, radiators and 
sheet metal. 

S. O. White 

Educated Purdue University, graduating from 
School of Mechanical Engineering. Automobile en- 
gineering experience with Apperson Bros. Auto- 
mobile Co.. Studebaker Automobile Co., and Chief 
Engineer Warner Gear Co. 

H. W. Verniers 
Expert sheet metal worker. Sheet metal expert 
Briscoe Manufacturing Co. and Chief Engineering 
Department Hayes Manufacturing Company. 

James N. White 
Was Chief Tool Inspector, Cadillac Motor Car 
Company. With Penberthy Injector Co. as tool and 
die expert. Was with Northway Motor and Manu- 
facturing Co. as Chief Inspector, finally becoming 
General Superintendent. Was with General Motors 
Company, Lansing, and General Superintendent 
Hayes Manufacturing Company. 

James H. Foster 
Educated at St. Paul's School, Concord and Yale 
University. Is a graduate of Williams College. Was 
Manager Parish & Bingham Co., Pittsburg. Vice- 
President and General Manager, Hydraulic Pressed 
Steel Co., Cleveland. 

C. W. Dawson 

An engineer of wide shop experience. Began his 
machine training with Parke-Davis. Later with the 
E. M. F. Co. in their tool work department.. Then 
became Assistant Chief Inspector of the Timken 
Axle Company. Afterward with the Chalmers Motor 
Company as an inspector and then with the Hudson 
Motor Car Company, where he has been for one 
and one-half years. 

R. S. Spencer 
Educated Yale University. Six years with Erie 
City Iron Works, later Production Manager Hy- 
draulic Pressed Steel Company. 



F. J. Gagnon 

Expert body finisher. Graduate Technical School 
of Body Drafting, New York. Twenty-five years' ex- 
perience as expert body finisher. Has designed bodies 
for Henry Hooker Co., of New Haven, Chalmers 
Motor Company, E. M. F. Co., and Hudson Motor 
Car Company. 

V. R. Heftier 

Graduate Ecole Polytechnique, Paris. American 
automobile experience gained in the Engineering 
Department Winton Motor Carriage Company, Cleve- 
land. Later joined Canadian General Electric Com- 
pany, and Bridge Department of C. P. Railroad, re- 
turning to France as Director of the Mors Automo- 
bile Co. Is one of the leading carburetor experts 
of the industry. 

H. J. Elwert 
Gained mechanical knowledge and experience in 
the mills of the Colorado Steel and Iron Company, 
and in the manufacture of Corliss locomotive and 
steam engines. Was Assistant Superintendent of the 
Olds Gasoline Engine Works and Department Su- 
perintendent of the Olds Motor Works, and motor 
expert of the Continental Motor Manufacturing Co. 

Robert Wilde 

Expert in designing precision instruments and 
tools. Was for nine years foreman gear-cutting de- 
partment, Cadillac Motor Car Company. Superin- 
tendent Gear Department Warner Gear Company. 

George H. Beaumont 
Steel expert. Superintendent Cleveland-Canton 
Spring Co. three years. Previous to that was expert 
with Cambria Steel Co. 

W. C. Putnam, C. E. 

Graduate Buchtel College. Post-graduate Case 
School of Applied Science. President Detroit Test- 
ing Laboratories, in which capacity has been con- 
sulting chemical engineer to the majority of auto- 
mobile concerns in America. Formerly with Michi- 
gan Malleable Casting Company and Arnerican Radi- 
ator Company as chemical engineer. 

Otho R. Overmyer 

Mr. Overmyer spent twenty years of his life in 
the carriage and auto body building trade. He 
covered it thoroughly from every angle, including 
top designing and drafting. 

He spent all of this time in what are known as 
"quality shops." He spent five years with the 
Jackson Vehicle Co., a year with the Mason Carriage 
Co. He was in charge of the "trimming" for two 
and one-half years with the Albion Storage Co., 
Albion. Mich. He was a contractor on top work. 
He was Superintendent of trimming, Granger-Hayden 
Storage Co., Jackson, Mich., for five years, and the 
same length of time was spent with the Briggs Man- 
ufacturing Co., which concern builds automobile 
bodies. . 

W. A. Chryst 

Nineteen years with National Cash Register Com- 
pany's Inventions' Department. Chief Engineer Day- 
ton Engineering Laboratories Company. Member 
S. A. E. 

C. F. Kettering 

Graduate Ohio State University. Holds degree of 
mechanical engineering. For many years Chief of 
the Inventions' Department of the National Cash 
Register Company. Vice-President of the Dayton 
Engineering Laboratories Company. Inventor Delco 
Ignition System and Delco devices for starting and 
lighting, now used on the Cadillac, Packard, Cole 
and Hudson cars. 

W. F. Evans 

Has been General Superintendent of the Westing- 
house Machine Company and General Manager of the 
Metal Products Company. On September 1 assumes 
position of General Manager of the A. L, Smith 
Company, Milwaukee. Received his training in en- 
gineering with the Westinghouse Electric Company, 
at the Hydraulic Machine -Company and Tellurite 
Power Transmission Company. He is an expert in 
mechanical problems and has recently specialized in 
the manufacture of automobile axles, etc 

F. A. Schuler 
With American Bridge Company, Canton, Ohio, 
two years. Went to the Canton Pump Co. as Assist- 
ant Engineer of steam plant and technical test on 
pump product manufactured by this company, being 
fitted for this work by an education acquired by 
taking a course of Mechanical Engineering. Was 
promoted to position of Master Mechanic with charge 
of shop and road expert work and expert tool de- 
signer. Was placed in entire charge of the tool 
and experimental department of the Timken Roller 
Bearing Company. Continued in this position until 
the new axle plant, known as the Timken-Detroit 
Axle Co., Detroit, Mich., was launched ; went to De- 
troit as Master Mechanic and had entire charge of 
tools, machinery, etc., in probably the best and larg- 
est plant of its kind in the world. A year later The 
Metal Products Company, Detroit, secured him as 
Assistant Superintendent of their factory and later 
became General Superintendent. 
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"Z\Co prospect who really intends to purchase an auto- 
mobile, and has the money to pay for a Hudson "37" 
can possibly refrain from giving his order if the car is 
presented in the right manner and properly demonstrated. " 



"I should not ad- 
vise any salesman to 
undertake the sale of 
a Hudson '37' with- 
out flrst knowing* It 
thoroughly. Your 
success In selling this 
wonderful car will be 
Just In proportion to 
the accurate knowl- 
edge you have of cars 
generally — of the 
Hudson '37' particu- 
larly — plus your abil- 
ity to talk to your 
prospects in a con- 
vincing manner." 
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% OUR success in selling this wonderful 

car will be just in proportion to the 

accurate knowledge you have of cars 

generally, of the Hudson "Thirty-seven" 

particularly, plus your ability to talk to your 

prospects in a convincing manner. 

I should not advise any salesman to under- 
take the sale of a Hudson "Thirty-seven" 
without first knowing it thoroughly. 

Then you will be convinced of the value of 
this car and only then. Study its every point, 
its beautiful lines, powerful motor, strong 
and rigid frame, large wheels, note its luxur- 
ious upholstering, finish, and last, but not 
least, the Delco patented electric starting de- 
vice, electric lights for head lights, side 
lights and tail light, — its completeness down to 
the smallest detail. 

First, therefore, sell yourself and you are 
then in a position to sell your prospects. 

There are just two things which attract the 
average purchaser of an automobile : 

First, appearance and secondly price. 

As the Hudson "Thirty-seven" is not a 
cheap car, it necessarily follows that its 
appearance would be the strongest point to 
attract the prospect. 

Dwell on Beauty First. 

THERE is no denying that the Hudson 
"Thirty-seven" is a wonderfully grace- 
ful and excellently appearing car. 

It is large, strong, roomy, comfort- 
able. The finish and upholstery are past criti- 
cism. 

The nickel trimmings and general equip- 
ment of the car makes it a perfect picture. 
Dwell upon these points first with your pros- 
pect. If you went into a hat store to buy a 
hat, the first thing you would do after picking 
out one that looked good to you would be to 
try it on. The next logical step, therefore, 
with an automobile prospect, after directing 
his attention to the appearance of the car, is 
to "try on" the car. 

If your prospect is a gentleman, seat him 
in the front seat behind the wheel, call his 
attention to the comfortable position, the ease 
with which he can reach the gear, shift the 



emergency brake levers, the large size steer- 
ing wheel, ease of clutch and service brakes, 
the indicator showing that oil is circulating, 
the indicator showing the gasolene pressure; 
the device for "strangling" the carburetor, the 
speedometer, clock, also showing the ease 
with which the car is started by the electric 
starting device. 

Star! the car; then let him do it. 

Make your talk simple; avoid lengthy ex- 
planations, do not discuss unimportant details, 
dwell on the things which seem to appeal most 
to your prospect. He will talk longer to you 
when he is seated comfortably in the seat of 
the car than he will when he is standing un- 
comfortably by the side of the car. 

Sit Prospect In Seat. 

THEN get your prospect to sit in the rear 
seat. He will at once note the luxuri- 
ousness of the cushions, the comfortable 
back rest, the easy position of the limbs. 
While seated in the rear seat, explain to 
your prospect the easy riding qualities of the 
car, the perfect security which he can feel in 
driving a car which has been designed by the 
48 leading engineers of the automobile in- 
dustry, headed by Howard E. Coffin who ranks 
second to none in the world in his line. 

Dwell upon the fact that in buying the auto- 
mobile, he buys not only the automobile, but 
the service which should go with it on the 
part of the dealer who sells him the car, and 
the manufacturer who makes it. 

Call attention to the reputation which the 
dealer enjoys locally, and the manufacturer 
generally. 

Explain the large number of cars which have 
been built in the past and point out that all of 
them haze been a success, the new "Thirty- 
seven" being the most wonderful of all. com- 
bining as it does every modern improvement 
in design and construction for comfort, safety, 
convenience and economy. 

If Prospect Has Mechanical Mind. 

T7 F your prospect is of a mechanical turn of 

mind and desires to go more in detail in 

c-L reference to design and construction, take 

him to a chassis of the Model "Thirty- 



seven ;'" begin at the radiator, point out that it 
is of the cellular type, insuring ample cooling 
efficiency; point out the strong drop forged 
front axle, the strong steering connections, 
the reach rod behind the front axle. 

Then take the frame; point out its strength 
and rigidity at points where the greatest 
strains occur. Point out the full floating type 
of rear axle, the double universal joints on 
the propeller shaft, the torque member, in- 

(Continued on Page 2.) 




-IE Packard Motor Car Company 
I announces the addition to its engi- 
neering staff of Mr. J. G. Vincent, 
as Chief Engineer, succeeding 
Mr. Russell Huff, who has been appointed 
Consulting Engineer 

In thus meeting its enlarged engineering 
requirements, the Packard Motor Car Conv 
party is fortunate to have secured an executive 
of Mr. Vincent's capabilities and experience. 
He relinquished his position of Chief Engineer 
with the Hudson Motor Car Company to 
ally himself with the Packard organization 
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spring clips in this manner. 

Relative to Demonstration. 

T is impossible to give you briefly any- 
thing like an adequate idea of the tremen- 
dous number of good, sound arguments 
embodied in the Model Hudson "Thirty- 
seven" showing its superiority of design and 
construction. 

I might write for hours, never repeating, 
and then not cover all points in this wonder- 
ful car. 

Your prospect may not have been fully con- 
vinced even after you have shown him all the 
things I have mentioned above. There may 
be some other reasons why he is not con- 
vinced. Perhaps a demonstration of the car 
is necessary. This should be the next step. 

Just as the lawyer gets up before a jury 
declaring his client is innocent, and he de- 
clares to the jury he will prove certain points 
to be true. Then he proceeds with the evi- 
dence to prove his claims. 

So it is with the good salesman. He first 
shows his car, makes known his claims and 
then proceeds to PROVE them. This is the 
demonstration. 

The demonstrating car necessarily should 
be in perfect condition, clean in every detail. 
The performance of the car will convince the 
most skeptical. 

Not only is it smooth and sweet running, 
but there is a feeling of power in driving it, 
which carries not only a spirit of exhilaration, 
but absolute confidence in this car to go any- 
where at almost any speed from five miles an 
hour to fifty, without a tremor. 

Hold Price Until Later. 

Y7 F your prospect knows how to drive a car 

seat him behind the wheel. No driver of 

«Li an automobile can fail to be enthusiastic 

when he takes hold of the wheel of the 

'Thirty-seven." 
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w nerve are more raciors wnicii ciuci niiu 
the successful selling of the "Thirty- 
seven" or any other automobile, than 
merely showing and demonstrating. 

The automobile salesman who is going to 
succeed today must set his stage for the pic- 
ture which is to attract and convince the pros- 
pect. 

The frame work of the picture is the sales- 
room, which should be neat in its arrangement 
and absolutely clean. 

The sample cars displayed should be in per- 
fect condition, the nickel work all polished, 
the upholstering free from dust, the lamps 
should be bright and shining, and the appear- 
ance of the car can be further enhanced by 
having under it a neat rug of a suitable size 
and design. 

The salesman who hopes to succeed in the 
face of the keen competition of today must 
be alert, courteous and have, as I stated be- 
fore, a thorough knowledge of the car which 
he wishes to sell and its relative merits in 
comparison with others in the market. 

These all help to inspire confidence and you 
must secure the confidence of your prospect 
before you can expect to secure his order. 
A Potent Factor. 

SO great, indeed, is the value embodied in 
the new Hudson "Thirty-seven" at the 
price that I feel justified in saying this: 
No prospect who really intends to pur- 
chase an automobile, and has the money to pay 
for a Hudson "3/' can possibly refrain from 
giving his order if the car is presented in the 
right manner and properly demonstrated. 

In speed, strength, comfort, and luxurious- 
ness throughout, up-to-dateness of design and 
workmanship, the new Hudson "Thirty- 
seven" is unsurpassed by any car built in the 
world. 

Convince yourself of that fact and you will 
have no trouble in selling this car. 
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WHILE the world's championship base- 
ball series are being played, daily 
newspaper offices are always over- 
whelmed with telephone calls for 
"the score/' 

One office 
the w 
knows 
a record 
call a s e 
while a critical 
game was be- 
ing played. So 
the switch- 
board opera- 
tors answer all 
calls, whether 
requesting the 
score or not, 
by formula. 
Now then, 
imagine the 
keen interest 

in the "37" ex- Considerable Busy. 




pressed in the fact that the young lady switch- 
board expert in Guy L. Smith's ofiice is kept 
so busy answering questions about the car that 
she has to reply to all 'phone calls with this 
formula. "The New Hudson '37' will be here 
a week from Saturday. We will be pleased 
to see you at our salesroom." 

Three owners who had purchased "33's" 
were deprived of them by the cyclone which 
struck Regina, Canada, recently. A carload 
of Hudsons were destroyed in Regina's dis- 
aster, but Dick Bacon rushes in the news that 
F. R. Mahoney, Hudson distributor, came 
through O. K. right side up. If you noticed 
Frank's powerful stride, as shown in the re- 
cent photograph in the Triangle, you have 
the key to his escape. 

We muffed the ball when we neglected to 
state that about the livest B. F. member is 
the one who is farthest east on the American 
continent. He doesn't allow hobnobbing with 
royalty to interfere with business either for 
when the Duke of Connaught— Uncle of King 

2 



The Pinnacle of Afflu- Wouldn't be SUr- 

ence. prised if some day 

the ruler of all Britain should climb into a 
car with a triangle on the radiator. This, 
gentlemen, is affluence. 

As we trickle to press this week we are sub- 
merged beneath compliments on the identi- 
ties of the 48 engineers to which the last num- 
ber of the Triangle was devoted. The boss, 
Mr. Winningham, got out the paper himself. 
Thus do we shuffle the credit as we trickle to 
press. 
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"Guy Snuth, at Omoha : 
is a priftcc." a Unison \ 
tourist stid, Cummcntin,; \ 
upon Hudson dealers he \ 
met. Tints you can net ■ 
a real idea of Guy's i 
heartfelt interest in this '■ 
Bio Family of ours. He \ 
is the (feat 'email to tlic \ 
left, and pronounces the i 
latest H:tds,ns the h r <: \ 
sellers he eier knew. \ 
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How to Become a Successful Automobile Salesman 

By E. W. LESLIE, SaleamanAger, Hudson Sales Company, Los Angeles 
{CONTINUED FROM THE TRIANGLE. AUGUST 17) 



1 r ; 1 ai f [iiiHmmn[mnin!miiiiiiiiiii!;!t!i!iiti;iii!in!i:iii!i :!i!iiit:'i 

r*E should never be afraid to lose part 
of the credit of a sale. The man 
most valuable to the house is the 
man who can sell cars. If it is 
necessary to work in connection with some 
other men in order to make the sale, — the sale 
is what counts, and your ability will always 
be recognized. 

It is very easy and especially good business 
to keep in close touch with your customers 
after they have purchased. Always be sure 
to give them a cordial greeting. It makes a 
good impression on the owner and he will be 
sure to tell others about the way he has been 
treated. Ask if everything is O. K., make him 
feel that you are particularly interested in 
him, — and you should be. 

Sometimes we wonder why some other man 
is so popular. Isn't it because he is always 
smiling and pleasant and has a cheerful word 
for everyone all the time? Think it over and 
you will find this is the case. So, each of us 
can be popular by simply going about it the 
right way, and we all should be popular. 

Sometimes we try to handle too many pros- 
pects at once. Sticking to a few at a time 
makes it possible for us to devote more atten- 
tion to them, but with a large number in tow 
it is almost impossible to do your best with 
any one. And when you know a man is live, 
you should not allow him to get away from 
you for very many hours at a time. 

0A11 Interesting Inoitlent. 
XE case I recall very distinctly was a 
man that had been in many times, and 
was handled by three or four different men. 
He was ready with his check book in hand 
to make a deposit, when some little thing was 
said that caused him to get up and leave. It 
just happened that I had become well ac- 
quainted with this party personally, as well 
as his family, and on returning that evening 
and finding what had happened, I started out 
for his house ; found no one at home. 

The maid told me the family were taking 
dinner with friends at a certain hotel. I called 
him up about eight o'clock, stating that I was 
in the neighborhood, and would be very glad 
to take them home, as it would not be out of 
my way. 

After some persuasion, I arranged to call 
for him at nine o'clock. 

On the way home I did not once refer to 
what had happened, or even talk car to him. 
When we reached home, he thanked me and 
started in. 

I detained him a moment, talking about 
things in general until the rest of the family 
had gone, then stated that I heard that he had 
left the office just at the time he had started 
to make a deposit, and expressed my very 
sincere regret that anything had happened to 
interfere with his pursuing his intentions ; also 
that I was sure he wanted a Hudson, and 
wanted to ask him as a personal favor to re- 
consider and give me his deposit, (stating for 
effect) that there was considerable rivalry at 
the office on account of the large number of 
cars that were being sold, and that I was en- 
deavoring to make my impression with Mr. 
Arnold, and it would be a particular feather in 
my cap if I could, after what had occurred, 
walk in the next morning with his deposit. 
(I acted this according to a lesson from Mr. 
Morse.) 
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He said: "Well, I will ask my wife." I 
had been fortunate enough to please his wife 
on several occasions, and she stated that she 
should like to see me secure the order. 

And I got the order then and there. 

It happened that he left the next morning 
at 6.30 for his home, some hundred miles 
away, so it was necessary for us to ship the 
car by freight. If we had waited to see him 
in the morning, it would have been too late. 
This is not an exceptional condition. It is 
simply given with the idea of showing that 
you can sometimes secure an order by bringing 
in personalities. 

Other Ways to Get the Order. 

IT is not always possible to do things in 
this way, but the point that I wish to 
emphasize is— get close to your prospect and 
stick to him in some way or other. If he is 
hard to reach, learn what hours he leaves his 
office for his home, or vice versa, wait for 
him and make him think that you just hap- 
pened to pass by and saw him. 

Then you will have a chance to get in your 
work. Get in personal touch with every pros- 
pect in some way. What good results from 
reporting, "Called; but he was out"? 

One of the worst things in the selling game 
is the telephone. It should never be used by 
a salesman excepting where it has been ar- 
ranged that he is to call up and make an ap- 
pointment for a demonstration. It is folly to 
talk to a prospect over a telephone (as is 
often attempted). It is too easy for him to 
turn you down. 

You have no opportunity to show your per- 
sonality or adapt yourself to existing condi- 
tions, which it is usually necessary to do. 
Here, at this office, we have the telephone 
operator phone and ascertain whether or not 
the party is in without stating who is calling, 
and then we leave immediately, and seldom 
miss finding the prospect at home. 

Correcting: Salesmen. 1 

/C^EGARDING the correction of the sales- 
J3t man, when he has said or done some- 
thing that is not in keeping with your own 
ideas. 

It seems to me a good idea to talk it over 
with him in a general way and suggest that 
certain things can be done in such a way, 
etc., and that you believe the way you suggest 
would prove more successful, and generally, if 
this method is carried out, it promotes har- 
mony, as well as respect, and certainly helps 
a man very much, whereas a direct call-down 
will embarass him and may put him out of 
sorts for the balance of the day. And this 
naturally will interfere with his work. 

And when sales are slow, do you not think 
you can get more out of a man who has had 
bad luck by saying to him, "Get hold of your 
best prospect, Jim. and let's see if we cannot 
close him up. We will break this streak of 
bad luck, and get things started again." 

I am sure the salesman will dig twice as 
hard as he would had you jumped him, be- 
cause he is discouraged himself when he has 
not been closing sales and naturally realizes 
bis lack of success, and accordingly needs en- 
couragement. But if you discourage him fur- 
ther by jumping him, what chance has he to 
make good? 



Old Hudson Owners Recruiting Ranks of "37" Purchasers 

An Instant* of On* in Louisville By H. H. NEWMARK. Louisville. Ky. 



y? AM so enthusiastic over the new Hudson 
1913 car, which I have contracted for, that 

ii without any solicitation on your part, I 
feel it my duty to compliment you, not only 

on the beauty of the new model but on the 

general stability of your car. 
I have driven several different makes since 

1904, and have driven my 1911 Hudson for 



nearly two years, during which time I have 
never removed a single spark plug, never 
adjusted my carburetor, and I have never 
known my car to miss; in fact, I have never 
spent one cent for repairs of any kind, nor 
did I ever make any adjustment of any kind, 
and furthermore my car is just as silent today 
as when I first received it. 
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E! J&Callese Kitten and "37" jlrrivc together g 

H Qood Omen {Firings Quick Sale for Ioerson g 
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By j. l. McLaren, 

Treasurer, Louis Geyler Company, Chicago, III. 

A MALTESE kitten — which has since 
been christened "37" — is the good omen 
which walked into the front door of 
our salesroom while Chicago's first 
New Hudson "37" was being unloaded at the 
garage door. The strange thing about it is 
that the kitten immediately proceeded to make 
itself at home and apparently adopted the 
office as its future abode. 

The office force promptly made the visitor 
welcome and christened the stranger "37." 

And here's the interesting thing in connec- 
tion with the arrival of both "37's" — the kitten 
and the car. 

Within an hour after both had arrived — 
and almost before the car had been taken off 
the cleaning rack to be put in the show win- 
dow — a retail order was secured. 

The order was taken by Roy Iverson, one 
of the Geyler salesmen. Mr. Iverson wasted 
no time jumping into the description of many 
of the good features of the car and succeeded 
so well in interesting one of the visitors that 
the order was secured at once. 

We know, of course, that this is by no 
means the first sale, but in view of the fact 
that this man had never ridden in a Hudson 
car, we believe that the speed with which the 
order was secured is worthy of mention. 

The show car was received from Detroit 
at noon by the United States Express Com- 
pany, and before it was ready for the show 
room, a number of visitors had dropped in to 
see it. 

It seems that superstition is not left for the 
stage alone and the entire establishment con- 
siders the appearance of Kitten "37" at that 
moment a good omen of the deepest signifi- 
cance. 

Illil!ll!!illl!l!!!n!!ll!l!i;!!!!!!l!!!l!!!li!l!^ 
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How toMak©tbs 10,000,000 

OircHlatio a Aclvsvtssl \\y; 
3d! Cars hi Youv 'C-yvvkovy 

Largest Advertising Month in the History of the Hudson Motor Car Company — Practically Every Prospective Purchaser 

of an Automobile in America is Reached. 
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city and territory, there is not a single motor- 
ist or prospective motorist who escapes the 
Hudson national advertising that reaches 
your community this month. 

Double Pases and Single Paces. 

LL the advertising is full page and 
double pages. It is of the sort that 
1 dominates the publication in which it 
appears. Anyone reading any publi- 
cation containing a Hudson ad cannot escape 
being drawn into the text of that ad, for it is 
planned to attract any eye turning to that 
page and its intense interest forces a reading. 
OMiiniiiuaitiitfflmotffliiuiuamim^ 



September 



The Saturday Evening Post is used heavily. 
On two different occasions double-page 
spreads — the largest space it is possible to buy 
in the Post — is used during September. 

The first Post ad this month comes on the 
14th. Make this note on your calendar mem- 
orandum for September 10th : "Hudson 2- 
page-ad in Post tomorrow," for it appears on 
the streets of your city the next morning and 
you want to get the ad up in the window at 
once. The reason for this is that anyone 
going by and seeing this ad immediately con- 
nects it up with the Saturday Evening Post 
they have read and it recalls the facts to them 
with sufficient force to bring them into the 
wcwHffliMOiniHMiioiiMmimnmmnimDiu^^ 



Hudson National Advertising in September 

Date Publications Circulation Space 

September 7th Town & Country 40.329 1 pare 

September 18th Life 182,000 1 pa*e 

September 14th Literary Digest 265,283 1 pace 

September 14th Saturday Evening Post 2,225,000 2 pages 

September 21st Collier's Weekly 517,502 2 pages 

September 28th Saturday Evening Post 2,225,000 2 pages 

September 27th Country Life In America 37,879 1 page 

September Outlook 152,789 2 pages 

September Sunset Magaxlne 150,000 2 pages 

September Suburban Life 34.547 1 page 

September 1st Vogue 45,934 1 page 

September World's Work 122,219 2 pages 

September National Geographic Magaxlne 140,000 1 page 

September The Fra 50,000 1 page 

September Hearst's Magazine 100,000 6 pages 



WEEKLIES— 

September 4th 

September Oth 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 7th 

September 14th 

September 14th 

September 19th 

September 28th 

V?K MI -MONTHLIES — 

September 1st. 



.Outing 100,000. 

FARM PUBLICATIONS. 



.1 page 



1st. 
1st. 
1st. 
1st. 

1st. 
1st. 

iMt. 
lHt 
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September 
September 
September 
September 
September 
September 
September 
September 
September 14th. 
September 15th. 
September 15th. 
MONTHLIES — 

September Missouri Valley Farmer 325.000 1 page 

September Fruit Grower 100.000 1 page 

September Gleaner 100,000 1 page 



all... 

Ed.) '. 
all '. '. . 



90,500 1 page 

70,000 1 page 

100.000 1 page 

140.000 1 page 

00.000 1 page 

102,020 1 page 

92,700 1 page 

80,000 1 page 

120.000 1 page 

1^5,000 1 page 

55,000 1 page 

100.000 1 page 

125,000 1 page 

120.000 1 page 

90.000 1 page 

125.000 1 page 

98,000 1 page 

00.000 1 page 

492.997 1 page 

105.000 1 page 

100,000 1 page 

00.000 1 page 

50,000 1 page 

07,500 1 page 

50.748 1 page 

03,000 1 page 

450,000 t page 

1 00.000 1 page 

07,500 1 page 



ONDAY commences the heaviest advertising campaign in the factory's history. 

The September campaign reaches over half the homes in the United States. Counting out the 
illiterates and those without means to buy cars, it reaches every motorist and every prospective motor- 
ist in the United States, for these publications are chosen because they reach solely the better classes. 
It is those classes which have the money to purchase cars. 
There are 20,000,000 homes in the United States. Of those many are poor 
homes, many are illiterates and negroes. 

Of the number left, Hudson national advertising will be seen and read in 
10,296,953 homes. Rating five persons to the home the car you sell will be 
known to more than 50,000,000 persons. 
Reducing these proportions down to your 
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Mail This Letter to Every Pros- 
pect and Every Motorist 
Wed., Sept. 10th. 



Pear Sir-You are probably reading a 
great deal about the new automobiles 
that are being announced. 

It will be interesting to you, 
then, to read the double-page an- 
nouncement which appears on Paces 
and in this week's Saturday Eve- 
ning Poet which is out this corning. 
Some important facts are to be tcld. 

Notable aaong new cars being 
announced are the New Hudson ''37'' 
and ''54'' Hudson--a six-cylinder 
car. Some very Interesting infor- 
mation about those two car3 is con- 
tained in to-day's Post. 

Also this week you can read of 
these cars in Literary Digest and 
Life. 

Some important truths will be 
contained in the double-page an- 
nouncement in Collier's next week 
also . 

When you have read the informa- 
tion in taese ads you may want fur- 
ther facts--and the new catalog-- 
which we will immediately supply if 
you will 'phone, call or write. 

May we have the courtesy of an 
expression from you after you have 
read the announcement . 

Very truly yours. 

(Your name here) 



Grand Total 10.t2D6.053 5 
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store in many instances and then a new pros- 
pect is added to your lists. 

A Good Letter to Mail. 
NE of the best ways to take advantage 
of this Saturday Evening Post adver- 
tising is to send the letter herewith 
presented to your entire prospect list 
and every owner in your territory- 

The letter given herewith is to be mailed 
out the evening of Wednesday, September 
10th. 

It then reaches prospects the moment they 
are buying their Saturday Evening Posts. It 
insures that they connect up your store with 
the advertisement and the most important 
thing is : // gets quick action from them after 
the impluse to investigate the car is stimulated 
by the advertisement. 

If you are surrounded by a farm territory, 
take the same letter and insert the names of 
farm papers and the dates on which they 
appear containing Hudson advertising. Be 
sure you get up a separate letter for the farm 
trade exclusively. 

The farmer is more responsive to advertis- 
ing than any other buyer of goods. This 
scheme will bring splendid results from him. 

If you want action from prospects you've 
got to get action yourself, so start the letter 
now. It is a plan that will surprise you with 
its results. 
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Published weekly by the Hudson Motor Car Co., in the interests of Hudson Distributors, Dealers end Salesmen. 
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Inheritance**. 

Real Estate Transfers 

Assessment Lists. 

Auto Licenses. 

Blue Books. 
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A DEALER who dropped in at the factory recently complained 
that many sales got away from him simply because he had no 
way of knowing everybody who is in the market for a car. 
So the Triangle has worked out a plan by which you can be in touch with 
every automobile prospect of your entire territory at all times. Every man 
who has the money wants a car. There is no doubt about that. 
So every man with sufficient money is a prospect for the Hudson. 

np H SS W for ha iStti3 f«™^^ 

1 Five Sources of Hot Prospects I 



with 
The first scheme is £ 



to every 
money. 



to locate the newly- 
rich, for usually the 
first thought of a 
man or woman or 
family that has just 
inherited a fortune, 
even though small, is 
to get a car. 

The Probate Court, 
where wills are filed 
for probate, contains 
public records which 
are open to you. 
There you can get 
names and addresses 



INHERITANCES— Watch Probate Court Records for Alln* of wills, 
telling names of people to whom money Is left. Ask a lawyer friend 
for particulars applying to your city. 

REAL ESTATE TRANSFERS— Each city has a daily record In the 
Recorder's office where deeds are registered. Ask a real estate friend 3 
for particulars applying to your city. S 

TAX ASSESSMENTS — The Assessor's office has on file sheets telling | 
the property owned by every property owner In your city or county. 
These sheets can be had for the asking. £f 

AUTO LICENSES— Get licenses Issued from 6 months to a year I 
back. That gives a list of people NOW In the market for a new car. s 

BLUE BOOK— Many cities have a "Bine Book" which gives names 9 
of the very wealthy In those cities and addresses. This is a wasteless e 
list of prospects. s 

NMimnoMMHiiJiaifliiMiiDmim^ 

of people who have come into money. Prac- 
tically every will which is filed in the Probate 
Court contains one or more names of pros- 
pects for Hudson cars. 

The way to gather them is to pay a visit 
each week to the source of these names, write 
them down and circularize them in the regu- 
lar way with the letters issued by the factory. 
From some of them you will certainly get a 
"strike." 

Real Estate Sales Help. 

'ANAGER C L. ROSS of the Pacific 
Car Company. Tacoma, Wash., tenders 
the organization a good idea for get- 
ting live prospects. He has secured a 
number of sales from watching the real estate 
transfers of which lists are printed in most 
daily newspapers each day. 

Where such is not the case it is usually 
possible to go to either the Recorder's office 
or the Register of Deeds — or whatever 
branch of your city or county government 
takes care of that function — and secure the 
names of people who have sold property. To 
make sure that the source in your territory 
is right consult some real estate man you 
know. 

You will be surprised at the open-minded- 
ness of people who have just come into con- 
siderable money. If they do not own cars, 
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Mail This Letter to Every Pros- 
pect and Every Motorist 
Wed., Sept. 10th. 
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they are desirous of owning them and the 
receipt of a large sum of money opens the 
way for them. Then is the psychological 
moment for the automobile salesman to step 
in. He has an absolutely clear field, for com- 
petition has not yet been consulted by the 
prospect. 

Of course, no mention can be made to the 
prospect on the source of the information. 
The salesman must act as if he had taken it 
for granted all along that the prospect had 
been considering the choice of a car. 

Look Up Tax Assessments. 

THE tax assessor's office is another source 
of concrete information about who are 
and who are not prospects for automo- 
biles. These lists can be secured for the 
asking and opposite each name you will find 
registered the amount of property owned by 
each. 

As quick as you secure a list you can 
readily pick out those people who are pros- 
pects for cars. Then start circularizing them 
in the usual way. 

Still another source of good prospects is 
the list of automobile licenses. The acces- 
sory factories work these license lists hard 
and for many of them they constitute the 
foundation of the business. If you circular- 
ize the lists of names to which licenses were 
issued from 6 months to a year ago, you 
have a live bunch of prospects. 

For those people are just getting ready to 
think about a new car. 

And you will find them extraordinarily re- 
sponsive. This scheme in actual practice 
works out with splendid results. 

Many cities and states have what is known 
as a "Blue Book" of the prominent and 
wealthy folks of the community. It is merely 
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a list of their names and a few words about 
each. This makes an absolutely wasteless list 
of prospects for each is in the market for a 
car. or owns one at the present time and will 
be interested in the Hudson. 

It takes but a few moments to gather in 
these lists of prospects each week or month 
and they are worth while as proved in cases 
where the test has been made. 

When the Chicago, Milwaukee & Puget 
Sound Railroad began to plan their Tacoma 
terminal a lot of money was necessary to buy 
up property in the vicinity. The Tacoma 
papers gave the lists of people and the 
amounts they would receive. C. L. Ross got 
the daily papers and immediately put these 
folks on his prospect list. When they get the 
money in the near future they will be Hudson 
enthusiasts. Selling a number of them will 
not be difficult at that time. 
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1 BIG FAMILY GOSSIP j 

| VERY PERSONAL, INDEED | 

iiifiiimoiiM^ 



HEN one man in a town like Beau- 
mont. Texas, lands nine orders 
for the '13 cars in about a month 
from the time the announcement 
was made, it makes us feel sick to listen to 
a man in a city twice as big tell how he 
can't sell cars from photographs, specfica- 
tions, his reputation and the Hudson's en- 
gineering successes. That illustrates the 
difference in men. One is a doer — the other 
is a man of tomorrow. 

But we shall close our ears to it soon — 
the cars are coming through the factory 
fast. But even if they were coming through 
ten times as fast, the case would hardly be 
different. Now, would it? 

This is our peevish week. 

But in the face of that fact we desire to 
exchange the Tri ancle's roast, which Walter 
Bemb. Bemb-Robinson Co., Detroit, says 
he received, for a boquet about those 26 
orders which he had a week ago today. 
"The roast," Walter deposes, "was about 
me not having the '37' muslin sign up." 
But the sign is up now, and forgiveness is 
asked by us. Thus do we inhale from the 
calumet. 

The farm mortgage and corn-on-the-ear 
expert of the B. F. is Walter Wood, Ann 
Arbor. Mich. He is a big man of dominant 
personality and will force the consumption 
of 50 HUDSONS by the college town dur- 
ing the 12-13 season. If Walter Wood 
lived in Kansas or Texas or Missouri we 
would pull the grand old corn-fed wheeze, 
but we throttle ourselves into submission 
to the fact that he doesn't. 

Lots of the life-'o-trade are joining the 
B. F., you will be glad to know. One man 
who last season sold 30 cars of a competing 
make in Fresno, Cal. — a city of about 30.- 
C(V- is E. W. Johnson. He is in the rich 
raisin country, where originates the annual 
"Raisin Day," which has been made a na- 
tional occasion. There are a score other 
members of the B. F., who last year kept 
interest up by their competition. 

Xot that the B. F. is stifling competi- 
tion in restraint of trade or interfering with 
the Sherman act. but the line is so good 
that competition just naturally climbs 
aboard. 

The big double-page HUDSOX ad this 
week is on pages 50 and 51 of the Saturday 
Evening Post. It appears on your streets 
Thursday morning. The big advertisement 
dominates the paper. Send out the letter 
printed in this week's Triangle to every 
prospect and motorist, and you will be 



^wo More Factory Buildings 
Instead of One Decided On 



e ROUND has already been broken for two 
new buildings at the Hudson factory. 
Each building is to be 530 feet long, 60 feet 
wide and two stories high, of the same type 
of reinforced fireproof concrete construction 
as the remainder of the plant. The buildings 
will be located as wings of the main buildings, 
between the two outside wings and the one in 
the center. 

This great increase in factory facilities is 
necessitated by the demand for Hudson cars. 
You have helped to create that demand. Keep 
it up. W r e have lots of room to grow. The 
buildings will be ready by December first. 

2 



amazed at the results this combination 
achieves. ' 

Don't be a man of tomorrow. 

Having abandoned dentistry for the pro- 
fession of selling HUDSONS — probably 
because it isn't like pulling teeth getting 
the money — Doc Hess, of Uniontown, Pa., is 
happy these days. Doc is rapidly stepping 
toward affluence, numbering among his '13 
customers men who previously have been 
buying $5,000 cars. Doc, we hope when 
you scramble up the pinnacle of affluence, 
there will be a barrel of "37" and "54" or- 
ders awaiting you. Doc is down amongst 
the Pennsylvania coal barons. So you see 
we've planted a mattress for our hope. ( 
When you and I are freezing cold and are 
cutting into the national fuel supply to 
keep the furnace alive, Doc is happy be- 
cause coal soars in price, his barons make 
more money and buy more HUDSON cars. 

, If we were not such good friends of E. B. 
Lyon, of Durham, N. C. we would be tempted 
to introduce a Bull Durham wheeze here, but 

j friendship forbids. 

I And as we ooze to press on this hot Septem- 
1 her morn, we would like to have you think 
deeply on this "men of tomorrow" business. 
Are there things you put off till tomorrow 
which, done today, would make more money 
for you? How about calling on that list of 
prospects today? 

Imagine, if you can, matrimony's effects 
upon Pacific Coast Manager Jean Bemb, 
j when we tell you he has achieved the height ( 
! of dignity by signing his letters "Eugene i 
| Bemb" instead of "Jean." Things are looking 
j up in the far west. 

The first dollar you spend and the last-*- 
coming and going — if you should ever land 
in Galveston, Texas, belongs to a live wire 
who gets you both ways. And this is an issue 
you can't dodge. 

When E. C. Morse 
and W. W. Garrison 
arrived there they 
called for a taxi. 
Then they got an- 
other taxi to go to 
the Hudson store. 

! Imagine their sur- 
prise when they 
found the Gregory 

| Transfer Company 
net had caught them 
from the moment 

they landed in Galveston, both taxis belonging 
to the concern which sells the Hudson 
there. Mr. Gibbons is the dealer and if you 
ever go to Galveston the first dollar you spend 
and the last — coming and going — goes to 
Gibbons. 

The classical new store at Dayton, O.. is 
now open and its beauty has already begun 
to pay Messrs. Yeazell and DeVille of the 
Standard Motor Car Company a profit. Mr. 
DeVille paid the factory a visit the other day 
and was enthusiastic over the Hudson out- 
look there. Quite a number of "37" orders 
are booked already. 
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| How to Sell the I 

1 Zenith Carburetor 1 

M BjV.R. HEFTLER j§ 

-^ I'nwUlvnt, Ztrnlth tarkarrtor C#. In thU Country; E 
he formerly Knglneer Mom Company or France. || 
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{EDITORIAL SOTE—This article is the form aj 'sol icitati,.* 
to be used when you are asked Jor further information afxmt t*r 
carburetor. The prospective buyer may ttut be familiar with 
the Zenith. He probably is not, fur it has just been "discovered ' 
by American motoring authoi tttes. Please commit to memory 
the salient points of the following.) 

HOWARD E. COFFIN was the first 
to recognize the correctness of Eu- 
rope's engineering practice in the 
en bloc construction of the motor. 
This was almost four years ago. In 1913 
a score of American makers, you will note, 
have copied Coffin's en bloc motor idea. 
Dozens of other ideas of his have been 
adopted by other manufacturers later. 

Howard E. Coffin was the first very well- 
known American engineer — through W. R 
McCulla of his engineering staff of AS— to 
recognize the French Zenith carburetor's value. 
As has been the case previously, its adoption 
by other makers will unquestionably follow. 
Hudson engineers visit Europe constantly to 
get new engineering features like this one. 

The striking feature of this carburetor 
is that it is self-adjusting — there are no ad- 
justments the layman can make — and ad- 
justments by laymen have been the largest 
cost of carburetor difficulties. For the car- 
buretor is the very heart of the motor. 

It must be remembered that Europe in 
past years has been in advance of American 
motor car design. It is just during the past 
year that American engineering circles have 
caught up with the old world. 

Since 1907 the Zenith carburetor has been 
a striking success in Europe. Eighty Eu- 
ropean cars have adopted it as regular 
equipment. It is on more cars than any 
other carburetor of Europe. 

In France 33 cars equip with the Zenith— 
among them being such famous automobiles 
as the De Dion Bouton, Mors, Darracq and 
Rochet. In England, 16 makers use it, 
among them being the Zenith-Argyll, Cal- 
thorpe, Vauxhall. Twenty cars in Germany, 
including the Benz, use it. In Belgium, the 
Mettalurgique is one of the nine which 
adopted it. Six cars of Austria and the 
same number in Italy also utilize the-Zenith 
as regular equipment. 

No Adjustment* to Make. 

^\HE Zenith is the simplest carburetor built. 
^^/ The reason why no adjustments are 
necessary is because of its compound nozzle. 
consisting of two outlets. One of these is 
in the very center of the nozzle and the 
other is an outside ring. This compound 
nozzle by reason of its double-jet construc- 
tion automatically takes care of speed and 
atmospheric conditions and makes adjust- 
ments unnecessary. At low speed the gasoline 
is fed largely through the outside ring of the 
concentric nozzle. As the speed increases, the 
inside jet commences operations, supplying 
more gasoline. 

The same truth applies to atmospheric 
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conditions and the variable weight of the 
gasoline. 

Thus whatever the speed, atmosphere or 
gasoline quality this compound nozzle 
handles the situation unadjusted, for there 
are none that could be made. 

Aviator Gaross, a Frenchman, made his 
record altitude flight— 14,000 feet— with a 
Zenith equipped motor. He could not have 
made any adjustments if he had desired. 
But the Zenith compound nozzle took care 
of each strata of atmosphere in the man- 
ner described above. 

In the last Monaco contests the first 
three cars with highest average speed were 
Zenith equipped. 

It 8 Career. 

gT Cannes. France, in the economy trials, 
the best economy on the six-mile hill 
climb was shown by a Sizaire and Naudin 
car, equipped with a Zenith carburetor. 

At the Brooklands track opening meet 
the Zenith was one of the cars that took 
two first prizes, five seconds and two thirds. 
In the Whit-Sunday meet, four first prizes, 
two seconds and three thirds fell to the 
Zenith. 

And here is a rather remarkable clincher. 
In the French reliability trials of last year, 
ten of the twenty-seven different makes of 
cars that started had Zenith carburetors. 
Six makes did not finish and not one of 
them was Zenith equipped. So at the start 



the Zenith was represented by 37 per cent, 
of the makers, and by 47 per cent, at the 
finish — showing that it did its work and 
did it well, as it always can be depended 
upon to perform. 

RfMiilif* on Hudson. 

rN the Hudson the Zenith's work is partly 
responsible for achieving a speed of 60 
miles an hour from a standing start in 31 sec- 
onds — and for the car's ability to hit on all 
cylinders at three miles an hour on high speed. 

In the Alleghenies, when the new Hud- 
son models were being tested, the Zenith's 
efficiency was discovered by the Hudson 
engineers. It gave two more horsepower 
to the "37" on a greatly reduced consump- 
tion of gasoline. 

This economy and addition to the motor's 
horsepower — after being proved under ev- 
ery conceivable condition in the hands of 
a fearless racing driver — gave the Zenith 
its place on the Hudson. Mr. Coffin and 
his 48 engineers did not allow previous per- 
formances of the carburetor to fog their 
judgment. 

It made good in 20,000 miles of terrific 
testing, the equivalent of 40,000 miles ordi- 
nary driving — or the average owner's use 
of a car in four years. 

Those are the facts about the Zenith, 
should a prospect bring up the carburetor 
for discussion. What we have told here 
will sell him, if convincingly stated. 
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i A 48-Engineer Simile that Won a Hard Order I 

& By J. E. STEWART, Hudson-Phillips Motor Car Company, St. Louis, Mo. 2 

^nimiKMiMMiaiiimiiiom^^ 

(HAD been trying hard for an hour to get a fellow's "John Han- 
cock" on the dotted line, and had failed. 

It was lunch time. Dropping into a popular priced lunch room, I saw 
sitting at a table by himself, a gentleman whom I knew quite well. 




Inspiration. 



This man did not 
own an automobile, 
but I knew that he 
was amply able to 
buy one. He saw me 
and beckoned me to 
come over. The 
stenographers from a 
near-by office build- 
ing were coming in 
groups. Their skirts 
ranged all the way 
from tight to super- 
lative tightness. 

When I had given 
my order, Mr. \V. be- 
gan denouncing tight 
skirts. He said they 
were indecent, im- 
moral and every- 
thing else catalogued 
as sin. Wouldn't 
allow his daughter to 
wear one. Didn't have 



much respect for a woman who did. 

I played the role of a good listener, and 
when he had finished, I said "Did you ever 
read Mark Twain's description of the modern 
woman when she is dressed to her uttermost 
best?" 

He said he did not recall that he had. Then 
in the very best style that I could command. 
I repeated the following description which 1 
had committed to memory the first time I 
read it : 

"The daughter of modern civilization 
dressed in her utmost best, is a marvel of 
exquisite and beautiful art — and expense. All 
the lands, all the climes, and all the arts are 
laid under tribute to furnish her forth. Her 
linen is from Belfast, her robe is from Paris, 
her lace from Venice, or Spain, or France: 
her feathers are from the remote regions of 
Southern Africa, her furs from the remoter 
home of the iceberg and the aurora, her fan 
is from Japan, her diamonds from Brazil, 
her bracelets from California, her pearls from 
Ceylon, her cameos from Rome; her watch 



is from Geneva, her card-case is from China, 
her hair is from — from — I don't know where 
her hair is from ; I never could find out. 
That is. her other hair — her public hair — her 
Sunday hair — I don't mean the hair she goes 
to bed with." 

Works In 48 Engineers. 

HEN he had finished laughing, I 
said, "The diversity of sources from 
whence come a lady's wardrobe, re- 
minds me very forcefully of the 

method used by the Hudson Motor Car Co. in 

procuring its Board 

of Engineers." 

Then at length I 
told him of Mr. Cof- 
fin's preparedness to 
perfect the strongest 
engineering organi- 
zation the industry 
had conceived, how 
Mr. Coffin had 
combed the earth for 
the very best talent, 
described the ted- 
i o u s n e s s and ex- 
pense of searching all 
the manufacturing 
centers, both at home 
and abroad, the de- 
tailed investigations 
made of each special- 
ist, the time required, 
etc., etc. 

I could see that both 
curiosity and interest 




The Reftuit. 



had been aroused by the story. As we parted, 
he asked me to mail him a catalogue. I 
mailed him an announcement later about the 
car and from an inquiry could see he was 
interested. He arranged for a visit and 
placed his name on the dotted line shortly 
afterward. 

But the thing that turned the order my z<'ay 
Zi'us the /^-engineer tutk. subtly worked into 
the conversation zia the tight-skirt route. 
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Letter From Stepson to § 
Retired Banker Wins Sale j 

By C. G. TAYLOR, Sales Department, |j 

The A. Elliott Ranney Company, =| 

New York m 
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NE of my customers called me up and 
told me that he had a friend who was 
in the market for a car and advised 
that I call on him immediately. I did. 

This, prospect, Mr. Lewis A. Stout, a retired 
banker of this city, had been in the habit of 
renting X cars for the past four or five years, 
but had never owned a car. So when the 
subject of the purchase of a machine came up. 
he naturally thought that it must be an X and 
had decided not to look any farther. 

However, in one of his letters to his fifteen- 
year-old stepson, he asked him what his idea 
was in regard to the Hudson car, his attention 
having been called to it through our advertis- 
ing campaign. 

Strange to say the boy was also familiar 
with the Hudson to a certain extent and im- 
mediately forwarded him the "reasons" which 
appear below. 

Letter Clinches Sale. 
J^\HERE is no question but that this reply 
^^/ had quite a lot to do with Mr. Stout let- 
ting me have his order for a "37" Hudson 
limousine, which he did in the course of the 
next few days. 

Once we were in a position to gain his at- 
tention, it was rather an easy matter to con- 
vince him that no other car would suit his 
purpose quite as well as the Hudson "37 " 

This was done in the first place by means of 
a demonstration, after which the cost of main- 
tenance was gone into very thoroughly and 
entirely to his satisfaction. 

There is no question as to the amount of 
influence that this boy exerted in effecting 
this sale and I am sure that Mr. Stout is going 
to prove one of our strongest boosters. As in 
a great many cases it is the little things that 
count in closing sales. 

THE LETTER FROM THE STEPSON TO THE 
RETIRED BANKER. 

^T\HERE are usually three distinct kinds of 
^^y automobile buyers. The "speed king." who 
cares nothing for noise, smell and danger as 
long as he covers the mile a fraction of a 
second before the next man. The old "well- 
to-do" party in black that was once thrown 
out of a carriage and therefore takes to the 
auto. Safety is his cry and in this case, speed 
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and maybe even comfort holds out no induce- 
ment. 

Then comes the person who wishes to strike 
a happy medium. He wants reasonable speed 
without unreasonable danger ; absolute comfort 
under all circumstances, and above all, the 
positive knowledge of his getting there. Silence, 
simplicity and surety must be combined in his 
ideal car. One seldom realizes his ideals, but 
one can come within a short distance if he 
will let the different automobiles show what 
they can do. After all, this is the only test. 

There are a great many cars on the market, 
some which meet each demand. The puzzle 
is : — "Find the car that meets your pocket- 
book as well as your needs." 

The Hudson Automobile. 
^C\HE Hudson Automobile may not meet 
V^ your pocketbook, but if you are a reason- 
able person, it will meet your needs. Mod- 
erate speed; safety at any speed; simplicity in 
the motor and, above all, common sense, help 
to add to the Hudson's popularity. 

When you add absolute comfort derived 
from the best upholstery and an actual guar- 
antee from experience of getting where you 
want to go when you want to get there, you 
have at least outlined the general points of 
importance prominent in the Hudson "37." 

There are, undoubtedly, other cars as fine in 
every detail as the Hudson, but are they sold 
for the same price? See if you can find one. 
If you do, give it a fair trial, then visit the 
home of the Hudson Cars. 

"Seeing: Is Believing:." Come and See. 
j^^WELVE reasons why you should buy a 
V^ Hudson motor car: 

The motor of a car is necessarily a vital 
part. The Hudson Motor is based on three 
main ideas: Power, Simplicity and Surety. 



Forty-eight talented engineers have at last 
succeeded in assembling a car they con- 
sider a masterpiece. They are willing to let 
their reputations rest on it. Is not this a 
guarantee in itself? 

1. The Clutch on a Hudson motor is 
within the flywheel. The flywheel is, in it- 
self, a fan. 

2. The mixture is controlled from the 
driver's seat — a device insuring perfect car- 
buretion when running at high speed as the 
movement of a convenient lever increases 
or decreases the dryness of the mixture. 

3. The transmission on the Hudson is 
noted for its silence and easy action. The 
speeds are three forward and one reverse — 
all that*a reasonable person can wish for. 

4. The Hudson will run from 14 to 16 
miles to the gallon of gasoline or, on one 
tilling, an average of three hundred miles. 

Electric Self-Starter. 

jf— f N electric self -starter acts as a generator 
* 1 when the engineer is in motion and 
not only furnishes a fat spark for ignition, 
but affords ample current for two brilliant 
head lights, side lights, tail light, lights on 
the dash for speedometer and trouble lamp 
with a long coil of flexible wire which en- 
ables you to get light exactly where you 
want it with perfect safety. 

6. Tires carried on demountable rims 
make a puncture five or ten minutes of light 
work instead of a half hour of the severest 
toil. 

7. Absolute comfort in upholstery work 
and general fitting of body insures a pleas- 
ant ride. 

8. Everyone likes to have a car that 
looks well, a car with handsome lines. Just 



Mail Coupon to Factory Today for 

Unique New Poster—An Order Getter-- 

For Big Frame Containing "33" Poster ♦ 




OON'T throw away the big picture frame which last year you 
hung up in your salesroom containing the "33" announcement. 
Merely throw away the "33" announcement, keep the frame and mail the 
coupon below today 



And as quickly as the mails will bring it 
you will receive about the greatest selling 
argument we have ever advanced in the sale 
of automobiles. It is a new selling argument 
— an order-getter. 

It is one which, in concrete form, you can 
display in your salesroom, in the picture- frame 
you now have. You can lead a prospect over 
to it and actually close him on the strength of 
this poster alone. You'll thoroughly agree 
with that statement when you get the poster. 

It is not a dissected view of the car; it is 
not a series of photos of parts; it is not a 
picture of the car; it is not a picture of the 



factory — nor anything else that would be 
likely to occur to you offhand. 

In fact it is a surprise — and until you get 
it we won't tell you — because we would 
rather keep it under our hat, until you receive 
it. There's a good reason for not telling its 
nature here. 

But if you'll merely mail this coupon today 
we promise the most effective selling argu- 
ment — in poster form — that you have ever 
been able to advance for the Hudson car. We 
hope your coupon won't be too late for the 
first edition of these posters — so to make sure, 
mail it today. Tear it out now. 



►THIS IS THE POSTER SURPRISE COUPON TO MAIL TODAY 



HUDSON MOTOR CAR COMPANY, 
Detroit, Mich. 
Gentlemen: Mail me the new poster, which I will substitute for the "33" poster in 
the big frame. 

Name 



Address 



Firm 



glance at any "37" Hudson and you will be 
satisfied. 

9. The self-starter is positive in its ac- 
tion and the owner may be sure of starting 
his car from the driver's seat. 

10. The Hudson "37" will actually de- 
velop 60 miles an hour — a mile a minute. 
If you wish anything faster than this, look 
for a racing car. 

11 and 12. Reasons for buying a Hudson 
may be converted into one statement. 
Everyone wants the most he can get for his 
money. Everyone wants the best. The 
Hudson is a work representing the thought- 
ful experiments made by experts. What a 
Hudson lacks is not worth having and what 
a Hudson has is necessary to comfort and 
convenience. 

One of our standard motor car companies 
has for its motto: "Ask the man who owns 
one." Try it in this case. 



Little Selling Stories With 

Tips You Can Utilize 

8 — Pro ving Supc rio rity 



JE. GOMERY, President of the Gomery- 
Schwartz Co., Philadelphia distributors 
ofor Hudson cars, has been at the factor)' 
for the past three days waiting for cars. 

While he was here the editor put him to 
work writing a story of how he sold a "54" 
Hudson. It is so interesting that you want 
to know it because it may help you to make 
some similar sales. 

Here is what Mr. Gomery wrote under 
pressure on a letterhead: "One of our road- 
ster owners who has purchased an X touring 
car of every model they have ever produced, 
had given the X dealer an order for a new 
model. We called on him to interest him in 
the "54" Hudson. His experience with X 
cars had been so satisfactory that he was 
dubious about making a change, his principal 
objection being that it was the first six the 
Hudson Motor Car Company had built and 
he thought it might not prove satisfactory. 

"His experience with the Hudson "33" 
roadster was so satisfactory that he was will- 
ing to listen to our solicitation. He was favor- 
ably impressed with the wonderful progress 
the Hudson Company had made, so when I 
told him that the Packard Motor Car Com- 
pany had selected J. G. Vincent, one of Mr. 
Coffin's assistants, to take charge of their 
Engineering Department, and that Mr. Vin- 
cent's only experience with motor cars had 
been gained through his association with the 
Hudson force, he cancelled his order for the 
X and placed his order with me for a "54" 
Hudson." 
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Hit) Mn^k Story" to 
./Vp;j>t)ar m the '(Ylniigk 

H^TpfYfi MAGIC STORY" has been called the "greatest inspirational piece | 
JJ of literature in history" Its business tang is the reason for its ap- 
pearance in the Triangle. 
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"The Magic Story" rights have just been secured from the publishers as 
this Triangle is going to press and it zvill start in next week's issue. 

It is the tale of a man who was unsuccessful in life. He heard meny 
tioned a wonderful story which when its thoughts were grasped by his unsuc- 
cessful friends immediately converted those friends into successes — made 
them make money, made them prosperous, renewed their confidence in them- 
selves, made them new men. 

For days this man tried to get some of these prosperous friends to tell 
him the story that re-energized them. Each time, as they were about to start 
the tale something intervened. At last he learned the story. 

And it is to be printed in the Triangle. The writer knows men who 
read "The Magic Story' constantly because of its zvonderful business 
inspiration. 

Several of these are successful men right in this Hudson organization. 
One is Advertising Manager C. C. 
Winningham. Another is North- QuiMmiwai 
western District Manager Richard 
Bacon, Jr. 

To merely think of this story's 
ideas tends to make a man do 
things — get business! 

Over 12 years ago Success Mag- 
azine printed this article. Scores 
of times since it has appeared. It 
has never died in its interest, simply 
because it has a magic effect upon 
men — and it is practical from a 
business standpoint. And it is fas- 
cinatingly told. 

It is probably the longest-lived 
short story in modern literature. 

You must not miss "The Magic 
Story" starting in next week's Tri- 
angle. For it will increase your 
business productivity — and that is 
what every ambitious member of 
the "Big Family" is after. That is 
why it is to appear in the Triangle. 

Don't fail to start reading it — if 
you simply start it, you'll finish it. 



The gentlemen above are two of the keenest 
salesmen In the great Southwest. They are 
A. C. Burton (right), the Houston Hudson dis- 
tributor, and Salesman Townsend of his organi- 
zation. In addition to being good salesmen 
both are princes. Along about the time the 
TRIANGLE appears they will be getting ready 
to move into the handsomest automobile sales- 
room In Houston. The quarters they outgrew 
then became the Burton Service Department. 
The new place is on Houston's leading street. 
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By J. S. DRAPER 
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The SKCeat of the &Cew Jlrgument 



"Depreciation is the biggest cost at the end of a year. You are a shrewd 
business man. Now what would depreciation be at the end of the year If your 
car has depreciated 10 per cent before yon have taken it off the dealer's floor? 
There Is no such depreciation on HUDSON cars." 



HAPPENED to be in the store of a Hudson dealer in the East 
one afternoon recently when a man who was "shopping" for cars 
walked into the place. 
The dealer with whom I was talking courteously stepped up to the pros- 
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pect and nodded and the prospect stated that he was just looking around. 

tThe dealer led him over to one side of the room to a book 
of photographs he had there and commenced an explanation 
of the New Hudson "37." 




J. 8. Draper. 
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"I won't buy 
ged dollar." 



plug- 



The prospect pro- 
testingly held up his 
hands. "I know all 
there is to be known 
about the New Hud- 
son "37"," the pros- 
pect said, "because I 
have been reading 
about it for some 
time. It is a good 
c?.r and it is backed 
by a good organiza- 
tion. L would buy a 
"37" immediately 
were it not for the fact that I can get 10 per 
cent oil and the dealer will pay the freight on 
a car that I have looked over. 

A Shrewd Business Man. 
HAVE made my money by being a 
irewd business man and through 
irewd dealings and his offer looks to 
me like a mighty good bargain. If I 
could get a New Hudson ''37" at a little better 
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„u-«...j u I made my money 

shrewd business man by being shrewd." 
and should know — what do you suppose de- 
preciation will be at the end of the year if 
your car has depreciated 10 per cent before 
you have taken it off the dealer's floor?" the 
dealer queried. 

Won't liny I>Iu**<mI Hollar 

"Tq)V GOLLY!" the prospect blurted out. 

r<\ "you're right. I won't buy a plugged 

e±zJ dollar for ninety cents — I'll get a 

hundred-cent-dollar." 
The dealer booked the man's order on the 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii,! 



Illlliillllilllllillllllllllllllll^ 



BIG FAMILY GOSSIP 



I VERY 



PERSONAL, INDEED 



tors and salesmen 
learn by heart the 
answer that knocked the idea of securing a 
price-cut out of this shrewd business man's 
head. It will probably get orders that you 
would otherwise lose. 



W 




EADING the fashion news on the sport 
of hill-climbing, we note that it is quite 
the proper thing to back up the hills this 
season. The old tradition about point- 
ing the car's nose toward the hill summit is 
blasted in favor of pointing the tail-light that 
way. Attorney W. G. 
Bryant, Detroit, who 
in an '11 Hudson laid 
out an "Ideal Tour of 
Colorado" for the 
Touring Club of 
America, missed his 
first gear one morn- 
ing and craftily mas- 
tered a 45 - per - cent 
grade on reverse. To 
say nothing of G. W. 
Black, Fort Smith, 
Ark., who drove from 
there to Nashville, 
Tcnn., and met a 
grade so stiff the gas- 
oline flowed back into 
the tank. He turned the car around, fooled it 
into thinking it was going down hill and had 
no trouble in scaling the dizzy height. Others 
are doing it, too, this season. 

Speaking of Nashville reminds us of Well- 
born Starnes' pathlinding tour for the Nash- 
ville Democrat's Sociability Run. Starnes 
attempted a short cut across an onion farm. 
The farmer — like Horatius or Barbara 
Fritchie would have done — stood in the mid- 
dle of the patch and dared the invader to 
slay a single onion. Starnes hauled out a flag 
of truce. He agreed to pay the Tennessee 
Horatius 2 cents per dead onion. He slew 49 
— 98 cents. Horatius refused to give Starnes 
any change from his dollar bill. Whereupon 
the daring pathfinder ruthlessly pulled up an 
extra onion and beat it. Horatius was mad. 
Lawfter. 

Golfer and Photographic Expert Louis 
Geyler, Chicago, bashfully fumbled 114 orders 
for '13 cars ten days 
ago when at the fac- 
tory. And this, gen- 
tlemen, in the face of 
the fact that his store 
is refusing to make 
any trades except 
where they are com- 
pelled to. 

This has been a 
great summer for 
"The Hudson Sting- 
er." from the recipe 
book of I\ C. Ben- 
son. Syracuse. This 
recipe has led to sev- 
eral orders that Ben- 
son got and some re- 
frcshment head- 
have officially recognized its ex- 
Considerable triumph, we say. 

Twelve orders for "37's" and "sizes," with 
26 new prospects in the last four days, are 
on the books of W. C. Mohr, Bay City, Mich. 
The Mohr Auto Company is now in its splen- 
did new place at Fifth and Madison. Look for 
the photo in The Triangle soon. 

Keep in your mind the new argument against 
a price-cut: "What will depreciation be at the 
end of a year if the X car depreciates 10 per 
cent before you've even run it off the dealer's 
floor? No shrewd man will buy a plugged 
dollar because it costs only 90 cents." 




I One day when Bait 

were going on a plea 
; bert, now of the B 
! F., decided to staj 

home. "While you're 
j away from here, I'll 
I get busy and sell some 

cars," he told the 

life-o-trade. And he 

did. That day he 

sold 3 cars with muchi 
j eclat. 

I f your bankci 

came to Detroit foi 

the American Bank- 
ers' Association meet- 
1 ing, in all probabilit} 
i he went through the 

Hudson plant. Eacl 

banker who attendee 

was invited, particulai 

attention being paid 

to those through whom nuusuii ucdicis uu 

business. Scores were interested in the 
Hudson home. 

Very ponderous, this business of entertain- 
ing the dignitaries of commercial life, the 
bankers. 

This week as we scamper to press, "37" and 
"54" retail orders are also scampering to get 
into line — about forty deep. 

The fire that put R. M. Morrison. Moultrie. 
Ga., out of business, so far as his records were 
concerned, failed to consume his goat, however 
— or his Hudson enthusiasm. With those he 
is hack in business, and if we understand 
rightly, is continuing to take "37" orders. 

Help ! Kidnapers ! Eastern District Man- 
ager C. M. Babbitt was finally liberated at 2 
p. m. the other morning from the Quequechan 
Club, Fall River, Mass., after being kidnapped 
from Newport. Strangely, the vehicle in which 
he was taken was a "37" He was held for 
ransom. 19 "37's" being demanded. One Rob- 
ert W. Powers is suspected. Others at the fac- 
tory are similarly threatened, 'tis rumored. 
Ah, 'tis a gay life, this. 



Don'! Overlook The Magic Story in the TRI- 
AXCiLK Any More Than You Would Van* l'v 
an Idea That Would Bring You 11 Half Do/rn 
Orders! 



Here Is probably the most enthusiastic busi- 
ness combination you'll And in a good many 
states. The men above constitute the Buffalo- 
Hudson Sales Company, Buffalo distributor*. 
The gentleman to the left in C. E. Flory. The 
other Is Frank Boyer, son of President Boyer, . 
Burroughs Adding Machine Company. Flory 1 ; 
was the Burroughs' star Detroit salesman. The 
other day he sold his "37** demonstrator, after 
running It 2.500 miles at list price. The Flory- 
Boyer combination is a new one. Early orders 
pronounce Its success a foregone conclusion. 
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J The Foundation Of The Harmon Organization \ 



The strength of the type 
of business men who hold 
the reins in the affairs of 
the Harmon Auto Com- 
pany, Portland, Me., dis^ 
tributors of Hudson cars, is 
evidenced in the above 
photograph. 

These Maine automobile 
merchants are strikingly 
successful in one of the 
hardest markets in this 
country — New England. 

From left to right they 
are: George B. Freeland, 
manager Bangor, Me., 
branch; Herbert E. Har- 
mon, president Harmon 
Auto Company; Howard B. 
Chandler, manager of the 
Company. 



How Knocking Cost Prospect's 

Personal Friend An Order 
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•NOCKING is the poorest form of sales- 
manship. There is not a great author- 
ity on salesmanship in this country who 
does not advocate that belief. 

From a round-about source a story of a 
solicitation made by W. Arthur Latham, Kan- 
sas City, Mo., distrib- 
utor, has reached The 
Triangle. 

Mr. Latham and 
Mr. Pickell, his sales- 
man, called on Earl 
Stewart, Manager of 
the Schubert Theater 
in Kansas City. 
While in Mr. Stew- 
art's office an X sales- 
man walked in. The 
latter and Mr. Stew- 
art had been personal 
friends for a long 
time. Immediately 
upon seeing Latham's 
presence the salesman 
became abusive and 
wanted to bet that the 
New Hudson " 37 " 
would not climb cer- 
tain hills in Kansas 
City. He went so far 
as to make the re- 
mark to Mr. Latham 
that the latter did not 
look as if he had a dollar in his pocket. 

Latham turned to his competing salesman 
and said : "I did not come into this man's 
office to make wagers, annoy him or take up 
his time unnecessarily." 

He then turned to Mr. Stewart and said : 
'Would you like to take a ride in the "37" 
and let me show you what we have this 
year?" 

Stewart immediately left the office with 
Latham, leaving the X salesman in the office 
alone. 

A friend of the Big Family who happened 
to be in Stewart's office at the time tells the 
Mory. He also says that Stewart told him that 
the Hudson representatives were the only real 
gentlemen in the automobile business in Kan- 
sas City. 

Mr. Latham will probably get Mr. Stewart's 



order for the New Hudson "37" and it is his 
ability to hold his temper at the crucial mo- 
ment that will probably swing the sale his 
way. 



Sells Five Cars Labor Da}) 

Ap Being on Job Holidays 
<r- x xx- •* *> *• -* ** * w r 

By J. H. Phillips, Hudson- Phillips Motor 
Car Co., St. Louis, Mo. 

*?;"*% HE TRIANGLE has preached the neces- 

>| sity of utilizing holidays — when prospects 

*A are not engaged in business and are free 

to visit your show-room all day long — 

as the day for closing a large number of sales. 

I would like to call attention to the necessity 
of the boss being on the job on holidays. 

St. Louis was practically closed up on Labor 
Day, yet I sold, personally, four 1913 cars and 
a 1912 car that I had taken in trade. 

Besides the two on the order I sent to the 
factory, I sold two five-passenger torpedos. 
The final order came in by 'phone from F. C. 
Gillham, of Granite City, to whom I delivered 
my demonstrating torpedo Sunday morning. 

Labor Day afternoon he was run into by an 
interurban car and his automobile completely 
demolished, but without injury to himself. He 
immediately called me up and told me to give 
him the earliest possible delivery on another 
car. 

It is interesting to know that the biggest 
member of the dismembered Tobacco Trust, 
T. T. Anderson, who is Vice-President and 
Treasurer of the Liggett & Myers Tobacco 
Co., moved here from New York and I sold 
him a "33" torpedo 90 days ago. Labor Day I 
sold him a 6-cylinder coupe with a torpedo 
body. 

As soon as this car is delivered, he told me 
lhat if he likes it, he is going to give me an 
order for a "54" limousine. 

There are a lot of big tobacco officials who 
have come to St. Louis from New York and 
there will be a number of cars sold into that 
organization, but the thing that I want to most 
strongly impress is the vital necessity of the 
boss being on the job on holidays, for that is 
the most logical time to close orders. The 
prospect's mind is at rest, for he is free from 
business thoughts. He has plenty of time — 
the entire day — and I find it is easier to close 
orders on holidays than other times of the 
year, as shown by my Labor Day experiences. 
3 



"THE MAGIC STORY" 
NEXT WEEK! 
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| Overthrow Ancient Selling f 
| Ideas in Your Territory § 

| By EUGENE BEMB, § 

= Pacific Coast District Manaf er ~W: 
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C. MORSE, in a recent article in The 
Triangle, made the pat remark that 
has stuck in my mind ever since: 



'We 'Progress Only Through Change" 



That is the vital reason for disrupting use- 
less old automobile practices that are in vogue 
in your territory. For if they are not good 
and are hurting the business and the best 
thing that can happen 
to you and the busi- 
ness is to overthrow 
them. 

I will give you an 
example of how this 
is turning out well 
right in connection 
with the Hudson line : 

C. E. Burman, 
General Manager of 
the Vancouver Isl- 
and Motor Car Co., 
is giving Victoria 
its first motor' car 
salesroom. Every- 
thing in the past 
pertaining to the 
automobile business 

was considered properly handled only when it 
was handled through a garage. 

This is one of the many things the Van- 
couver Island Auto Co. has set out to disrupt 
for good. Their selling campaign, the service 
layout, and their whole new scheme of things 
does credit to the parent organization in De- 
troit. Mr. Burman is building for permanence 
and is going to give 
the city of Victoria a 
treat of Big Family 
ideas. 

It may be interest- 
ing to know some- 
thing about his wide 
experience in the in- 
dustry and why the 
Big Hudson Family 
should be particularly 
proud to have him a 
member. 

Mr. Burman has 
been with the Peer- 
less Motor Car Co. 
for many years, hav- 
ing entire charge of 
their coast business. 
This position has 
given him plenty of 
opportunity and time 
to find himself as 
well as the Hudson. 

Earmarks of real motor car knowledge stand 
out all over the new establishment into which 
the new company is about to move. Motor- 
ists in Victoria will receive the same treat- 
ment, in selling or service, that is received by 
one living in New York City. This is striking 
when you consider that Victoria is a city of 
45,000 people and New York City has over 
4,000,000. 
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ZACeu) Hudson Dealers : 

Here Is a Good Idea 



BLFFAL0.1IUD80N SALES GO. 
985-9S? Main St. 

llufTolo, N. V. 

Dear Sir: 

This is to inform you that ths 
above named Company are now handling 
the Hudson line, as dealers and dis- 
tributors for Buffalo and Western 
lew York. 

We have here a magnificent show 
room, 50 feet wide and 150 feet 
long, with a basement of the same 
dimensions. The basement will be 
converted into a Service Department 
where a sufficient quantity of parts 
will be in stook at all tines and 
handled by an expert meohanio from 
the factory. 

The purpose of this Department 
is for the benefit ef people owning 
HUD80V cars. It will be our pleasure 
to see that eaoh and every customer 
owning a HUD80V oar in our Jurisdic- 
tion is absolutely satisfied, and 
any work that may be done by our 
Service Department will be guaran- 
teed. 

le do not believe in exorbi- 
tant oharges and any work that may 
be done on your oar or parts fur- 
nished will be done at a very nom- 
inal charge, and if the trouble is 
merely minor it will bo done gratis. 

We are expecting a call from 
you regardless of the condition of 
your oar, as we are desirous of 
meeting you in person and establish- 
ing your acquaintance. At the same 
time we will gladly look your oar 
over, seeing that it is working 
satisfactorily. 

Wo are, 

Yours very truly, 
CSf/GS BUFFALO -HUDSON 8ALS8 CO. 
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ByC.E. FLORY. 
Buffalo-Hudson Sales Co., Buffalo, N. Y. 

# j^\ HE Buffalo- Hudson Sales Co. is the 
J Hudson Motor Car Company's new rep- 
eal resentative in Buffalo. 

Immediately upon opening our estab- 
lishment here, we sent the above letter to each 
and every owner of Hudson cars in this terri- 
tory. This letter caused considerable com- 
ment by a majority of the owners. We re- 
ceived replies from quite a number who are 
very greatly pleased with the attitude we have 
taken in the way of how we expect to manipu- 
late the Service Department. 

You will observe in the attached copy that 
we have not mentioned the 1913 in any in- 
stance or made any reference to the same. I 
did not consider it would be good policy to try 
to sell 1913 cars to these owners until we had 
established their acquaintance and confidence 
in us, and demonstrating the effectiveness of 
this policy, the result has been that they are 
all anxious to know when we will have the 
1913 in stock. 



The Triangle Box: A New Idea 
for Demonstrator Advertising 

| By E. O. PATTERSON. 

S Southwestern District Manager 
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[AM STEINHARDT, Hudson 
butor at San Antonio, Texas, 
had a cabinet-maker build him a 
triangle box with a glass front. On 
the glass he has painted "The New Hudson 
'37'." 

He has placed the triangle box in front of 
the windshield on his demonstrating car and 



has connected it up 
with the lighting sys- 
tem. In the box there 
are red, white and 
blue lighting globes 
which alternate. 

This is a clever 
scheme for attracting 
attention to the new 
car on the street. It 
also shows the profic- 
iency of the electric 
lighting system. 

Mr. Steinhardt, 
when in Detroit, was 
on his honeymoon and 
the new Mrs. Stein- 
hardt has shown her 

enthusiasm over the latest Hudson models by 
making a pennant for the demonstrator which 
is quite a work of art. 



+ ''Guaranteed Service" Is + 

t r7{ew Idea for Salesroom f 



Guaranteed Service 

It is our desire that every user of a 
Hudson car, regardless of the model 
or date of the building of that car, 
be thoroughly satisfied in every re- 
spect. 

Your ownership of a Hudson car 
automatically guarantees that that car 
is satisfactory to you. 

During your ownership of that car, 
the entire organization of this Com- 
pany achieves the most economical 
and successful operation of your car 
that is possible. 

A complete stock of parts, expert 
mechanical brains and the entire 
equipment is at your service and every 
Hudson owner's service constantly. 

This service guarantee is evidence 
of our basic desire that every Hudson 
owner receives the utmost in cour- 
tesy, attention and treatment. 

Service Department hours: 
Week days, 6:00 a. m. to 10:00 p. m. 
Sundays, 8:00 a. m. to 6:00 p. m. 



/\ CERTAIN live and progressive 
./\ automobile dealer is responsible for 
Jt ;\ the grist of the "Service Guarantee" 
herewith presented. 

It is a suggestion of The Triangle that 
this be set up in black face type by your 
printer, with fairly wide space between, to 
be placed within a glass frame and hung up 
in your salesroom, where it will receive the 
scrutiny of prospective purchasers. 

Oftentimes when a purchaser speaks of 
the service which is given on the car, it can 
be stated that a guarantee to that effect 
is made by the company. Ask him to step 
over to the official service guarantee on the 
wall of the salesroom and read it. 

This, in connection with the framed pic- 
ture of the "Value of the Guarantee'' which 
hundreds of Hudson dealers have hanging 
in their showroom, comprises one of the 
most powerful closing arguments it is pos- 
sible to conceive. 

If you think it is a good idea, use it. 
In as much as the man who created it is a 
successful automobile dealer, it should be 
of value to every Hudson dealer. 




HIS FIRM MADE UK ST '13 SALE. 

And above is Cl arles Clapper of Sloan & Clapper. 
Ii.c, of Ncwburgh. X. Y. It was Sloan & Clapper 
wli ith way back last April took the first bona flde 
order for the "T»4" Hudson. when tven the Hudson 
engineers had not fully decided the complete speci- 
fications nf the car. 

Ytt they j-old the flr^t car when they had as 
Incomplete information as was at hand then. There 
in a mighty moral in this fact. 
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I How to Sell Yourself 

1 on the New Hudson "37" I 

OJMMttHiiioniimNHOiiHflnmnmimui^ 

# vaHE first New Hudson "37" has just ar- 

1 rived in Denver. 
*& The first few days after it came the 
crush around the car in the Tom Bot- 
terill store was so heavy that it is stated the 
men actually found it difficult to find time to 
polish the car. Nev- 
ertheless Mr. Botter- 
ill took the "37" on a 
trip the second after- 
noon it was there and 
was gone for the rest 
of the day. 

He did this solely 
for the purpose of 
selling himself on 
what the car would 
do in the rugged. / 
mountainous country 
around Denver, for 
that is the real test of 
a modern day auto- 
mobile, and although 
every community has 
its stickler hill. Den- 
ver — because of its 
location — probably 
has stiffer climbs than 
most any other sec- 
tion of the country. 

D emcr's stickler "hill" 
a $2-pcr-cent grade. The first ear which ever 
nmd e this grade tvas a Pierce- Arrow runabout 
and the second car to do it is the Xeiv Hudson 




is a mountain with 



Mr. Botterill was far more than sold when 
he returned from the trip and his dyed-in-the- 
wool belief in the car has awakened more en- 
thusiasm than ever, with the result that the 
Botterill organization will be in the front 
ranks this season with "37" orders. 
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was sitting alone in the cafe, and had just reached for the sugar, pre- 
paratory to putting it into my coffee. Outside the weather was hideous. 
Snow and sleet came swirling down, and the wind howled frightfully. Every time the 
outer door opened, a draft of unwelcome air penetrated the uttermost corners of the 
room. Still, I was comfortable. The snow and sleet and wind conveyed nothing to me except an abstract 
thanksgiving that I was where it could not affect me. While I dreamed and sipped my coffee, the door opened 
and closed, and admitted — Sturtevant. 

Sturtevant was an undeniable failure, but, withal, an artist of more than ordinary talent. He had, 
however, fallen into the rut traveled by ne'er-do-wells, and was out at the elbows as well as insolvent. 



As I raised my eyes to Sturtev ant's, I was 
conscious of mild surprise at the change in his 
appearance. Yet he was not dressed differently. 
He wore the same threadbare coat in which he 
always appeared, and the old brown hat was 
the same. And yet there was something new 
and strange in his appearance. As he swished 
his hat around lo relieve it of the burden of 
snow deposited by the howling nor 'wester, there 



! was something new in the gesticulation. I could 
I not remember when I had invited Sturtevant lo 
J dine with me, but involuntarily I beckoned to 
him. He nodded, and presently sealed himself 
opposite to me. I asked him what he would 
I have, and he, after scanning the bill of fare 
carefully, ordered from it leisurely, and invited 
me to join him in coffee for two. I watched 
him in stupid wonder, but, as I had invited the 



obligation, I was prepared to pay for it, 
although I knew I hadn't sufficient cash to set- 
tle the bill. Meanwhile, I noted the brightness 
of his usual lack-luster eyes, and the healthful, 
hopeful glow upon his cheek, with increasing 
amazement. 

"Have you lost a rich uncle?" I asked. 

"No," he replied, calmly, "but I have found 
(Continued on Page 2.) 
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The Concrete Evidence of How Hudson's 

Popularity Doubled Within a Year 

At this time last year it required a floor space of 172,811 square feet to build Hudson cars. 

Then a new factory building $30 feet hi length, 60 feet in width aid twj stories was added, which was completed the first of the year. That 
brought the total floor space up to 2 3b, 400 square feet. 

In August it was deemed necessary to add another factory to the plant, owing to the astounding demand for the New Hudson "37" 
and "54" Hudson. 

Within a few days after the decision to build one more factory, it was found tzvj great factories instead of one had to be added — 
each being 530 feet in length, 60 feet in width and two stories high. Thus the total is brought up to 363,411 square feet-over twice the area 
at this time a year ago. 

That is the concrete evidence that it is twice as easy for you to sell a Hudson car this year as it was last year. 

The factory is forced to double its facilities and output because the car's popularity has doubled. 

The third and fifth wings are the new factories. 
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THE "MAGIC STORY" 

(Continued from Page 1) 

my mascot.** 

"Brindle bull, or terrier?" I inquired. 
"Currier," said Sturtevant, at length, pausing 
with his coffee cup half way to his lips, "I see 
that I have surprised you. It is not strange, for 
I am a surprise to myself. I am a new man, a 
different man, — and) the alteration has taken 
place in the last few hours. You have seen 
me come into this place 'broke' many a time, 
when you have turned away, so that I would 
think you did not see me. I knew why you 
did that. It was not because you did not want 
to pay for a dinner, but because you did not 
have the money to do it. Is that your check? 
Let me have it. Thank you, I haven*! any 
money with me tonight, but I, — well, this is my 
treat.** 

He called the waiter to him, and, with an 
inimitable flourish, signed his name on the backs 
of the two checks, and waved him away. After 
that he was silent a moment while he looked into 
my eyes, smiling at the astonishment which I in 
vain strove to conceal. 

"Do you know an artist who possesses more 
talent than I?'* he asked, presently. "No. Do 
you happen to know anything in the line of my 
profession that I could not accomplish, if I 
applied myself to it? No. You have been a 
reporter on the dailies for — how many? — seven 
or eight years. Do you remember when I ever 
had any credit until lo-night? No. Was I 
refused just now? You have seen for yourself. 
To-morrow my new career begins. Within a 
month I shall have a bank account. Why? 
Because I have discovered the secret of success.*' 

"Yes,** he continued, when I did not reply, 
"my fortune is made. I have been reading a 
strange story, and, since reading it, I feel that 
my fortune is assured. It will make your for- 
tune, too. All you have to do is to read it. 
You have an idea what it will do for you. 
Nothing is impossible after you know that story. 
It makes everything as plain as A, B, C. The 
very instant you grasp ils true meaning, success 
is certain. This morning I was a hopeless, 
aimless bit of garbage in the metropolitan ash 
can; to-night I wouldn't change places with a 
millionaire. That sounds foolish, but it is true. 
The millionaire has spent his enthusiasm; mine 
is all at hand.'* 

"You amaze me,'* I said, wondering if he 
had been drinking absinthe. "Won't you tell 
me the story? I should like to hear it." 

"Certainly. I mean to tell it to the whole 
world. It is really remarkable that it should 
have been written and should remain in print so 
long, with never a soul to appreciate it until 
now. This morning I was starving. I hadn't 
any credit, nor a place to get a meal. I was 
seriously meditating suicide. I had gone to 
three of the papers for which I had done work, 
and had been handed back all that I had sub- 
mitted. I had lo choose quickly between death 
by suicide and death slowly by starvation. Then 
I found the story and read it. You can hardly 
imagine the transformation. Why, my dear boy, 
everything changed at once, — and there you are." 

"But what is the story, Sturtevant?" 

"Wait; let me finish. I took those same old 
drawings to oilier editors, and every one of them 
was accepted at once." 

"Can the story do for others what it has done 
for you? For example, would it be of assist- 
ance to me?" I asked. 

"Help you? why not? Listen and I will tell 
it to you, although, really, you should read it. 
Still, I will tell it as best I can. It is like this: 
you see, ** 

The waiter interrupted us at that moment. He 
informed Sturtevant that he was wanted at the 
telephone, and, with a word of apology, the 
artist left the table. Five minutes later I saw 
him rush out into the sleet and wind and dis- 
appear. With the recollection of the frequent- 
ers of that cafe, Sturtevant had never before been 
called out by telephone. That, of itself, was 
substantial proof of a change in his circum- 
stances. 

One night, on the street, I encountered Avery, 
a former college chum, then a reporter on one 



of the evening papers. It was about a month 
after my memorable interview with Sturtevant, 
which, by that time, was almost forgotten. 

"Hello, old chap," he said; "how's the world 
using you? Still on space?** 

"Yes," I replied, bitterly, "with prospects of 
being on the town, shortly. But you look as if 
things were coming your way. Tell me all 
about it." 

'Things have been coming my way, for a 
fact, and it is all remarkable, when all is said. 
You know Sturtevant, don't you? It's all due 
to him. I was plumb down on my luck, — 
thinking of the morgue and all that, — looking 
for you, in fact, with the idea that you would 
lend me enough to pay my room rent, when I 
met Sturtevant. He told me a story, and, really, 
old man, it is the most remarkable story you 
ever heard; it made a new man of me. Within 
twenty-four hours I was on my feet, and I've 
hardly known a care or a trouble since." 

Avery's statement, uttered calmly, and with 
the air of one who had merely pronounced an 
axiom, recalled to my mind the conversation 
with Sturtevant in the cafe that stormy night, 
nearly a month before. 

"It must be a remarkable story," I said, in- 
credulously. "Sturtevant mentioned it to me 
once. I had not seem him since. Where is he 
now?" 

"He has been making war sketches in Cuba, 
at two hundred a week; he's just returned. It is 
a fact that everybody that has heard that story 
has done well since. There are Cosgrove and 
Phillips, — friends of mine — you don't know 
them. One's a real estate agent; the other a 
broker's clerk. Sturtevant told them the story, 
and they have experienced the same results that 
I have; and they are not the only ones, either." 

"Do you know the story?" I asked. "Will 
you try its effect on me?" 

"Certainly; with the greatest pleasure in the 
world. I would like to have it printed in big 
black type, and posted on the elevated stations 
throughout New York. It certainly would do 
a lot of good, and it's as simple as A, B, C; like 
living on a farm. Excuse me a minute, will 
you? I see Dan forth over there. Back in a 
minute, old chap." 

He nodded and smiled — and was gone. I 
saw him join the man whom he had designated 
as Danforth. My attention was distracted for 
a moment, and, when I looked again, both had 
disappeared. 

If the truth be told, I was hungry. My pock- 
et at that moment contained exactly five cents; 
just enough to pay my fare up-lown, but in- 
sufficient also to stand the expense of filling my 
stomach. There was a "night owl" wagon in 
the neighborhood, where I had frequently 
"stood up" the purveyor of midnight dainties, 
and to him I applied. He was leaving the 
wagon as I was on the point of entering it, and 
I accosted him. 

"I'm broke again," I said, with extreme cor- 
diality. "You'll have to trust me once more. 
Some ham and eggs, I think, will do for the 
present." 

He coughed, hesitated a moment, and then 
re-entered the wagon with me. 

"Mr. Currier is good for anything he orders," 
he said to the man in charge; "one of my old 
customers. This is Mr. Bryan, Mr. Currier. 
He will take good care of you, and 'stand for' 
you, just the same as I would. The fact is, I 
have sold out. I've just turned over the outfit 
to Bryan. By the way, isn't Mr. Sturtevant a 
friend of yours?" 

I nodded. I couldn't have spoken if I had 
tried. 

"Well," continued the ex -"night owl" man, 
"he came here one night, about a month ago, 
and told me the most wonderful story I ever 
heard. I've just bought a place in Eighth Ave- 
nue, where I am going to run a regular restau- 
rant — near Twenty-third Street. Come and see 

5." 

He was out of the wagon, and the sliding 
door had been banged shut before I could stop 
him; so I ate my ham and eggs in silence, and 
resolved that I would hear that story before I 
slept. In fact, I began to regard it with super- 



stition. If it had made so many fortunes, surely 
it should be capable of making mine. 

The certainty that the wonderful story — I be- 
gan to regard it as magic, — was in the air, pos- 
sessed me. As I started to walk homeward, 
fingering the solitary nickel in my pocket and 
contemplating the certainty of riding down town 
in the morning, I experienced the sensation of 
something stealthily pursuing me, as if Fate 
were treading along behind me, yet never over- 
taking, and I was conscious that I was possessed 
with or by the story. When I reached Union 
Square, I examined my address book for the 
home of Sturtevant. It was not recorded there. 
Then I remembered the cafe in University place, 
and, although the hour was late, it occurred to 
me that he might be there. 

He was! In a far corner of the room, sur- 
rounded by a group of acquaintances, I saw 
him. He discovered me at the same instant, 
and motioned to me to join them at the table. 
There was no chance for the story, however. 
There were half a dozen around the table, and 
I was the farthest removed from Sturtevant. But 
I kept my eyes upon him, and bided my time, 
determined that, when he rose to depart, I would 
go with him. A silence, suggestive of respectful 
awe, had fallen upon the party when I took my 
seat. Every one seemed to be thinking, and the 
attention of all was fixed upon Sturtevant. The 
cause was apparent. He had been telling the 
story. I had entered the cafe just too late to 
hear it. On my right, when I took my seat, 
was a doctor; on my left a lawyer. Facing me 
on the other side was a novelist with whom I 
had some acquaintance. The others were 
artists and newspaper men. 

"It's too bad, Mr. Currier," remarked the 
doctor; "you should have come a little sooner. 
Sturtevant has been telling us a story; it is 
really quite wonderful, really. I say, Sturtevant, 
won't you tell that story again, for the benefit of 
Mr. Currier?" 

"Why, yes. I believe that Currier has, some- 
how, failed to hear the magic story, although, as 
a matter of fact, I think he was the first one to 
whom I mentioned it at all. It was here, in 
this cafe, too, — at this very table. Do you re- 
member what a wild night that was. Currier? 
Wasn't I called to the telephone, or something 
like that? To be sure I I remember, now; in- 
terrupted just at the point when I was begin- 
ning the story. After that, I told it to three or 
four fellows, and it 'braced them up,' as it had 
me. It seems incredible that a mere story can 
have such a tonic effect upon the success of so 
many persons who are engaged in such widely 
different occupations, but that is what it has 
done. It is a kind of neverfailing remedy, like 
a cough mixture that is warranted to cure every- 
thing, from a cold in the head to galloping con- 
sumption. There was Parsons, for example. He 
is a broker, you know, and had been on the 
wrong side of the market for a month. He 
had utterly lost his grip, and was on the verge 
of failure. I happened to meet him at the time 
he was feeling the bluest, and, before we parted, 
something brought me around to the subject of 
the story, and I related it to him. It had the 
same effect upon him that it had on me, and has 
had upon everybody who has heard it, as far as 
I know. I think you will all agree with me, 
that it is not the story itself that performs the 
surgical operation on the) minds of those who are 
familiar with it; it is the way it is told, — in 
print, I mean. The author has, somehow, pro- 
duced a psychological effect which is indescrib- 
able. The reader is hypnotized. He receives a 
mental and moral tonic. Perhaps, doctor, you 
can give some scientific explanation of the influ- 
ence exerted by the story. It is a sort of elixir 
manufactured out of words, eh?" 

From that the company entered upon a general 
discussion of theories. Now and then slight 
references were made to the story itself, and 
they were just sufficient to tantalize me, — the 
only one present who had not heard it. 

At length, I left my chair, and, passing around 
the table, seized Sturtevant by one arm, and suc- 
ceeded in drawing him away from the party. 

"If you have any consideration for an old 
friend who is rapidly being driven mad by the 
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existence of that confounded story, which Fate 
seems determined that I shall never hear, you 
will relate it to me now," I said, savagely. 

Sturtevant stared at me in mild surprise. 

"All right,'* he said. "The others will excuse 
me for a few minutes, I think. Sit down here, 
and you shall have it. I found it pasted in an 
old scrapbook I purchased in Ann Street, for 
three cents; and there isn't a thing about it by 
which one can get any idea in what publication 
it originally appeared, or who wrote it. When 
I discovered it, I began casually to read it, and 
in a moment I was interested. Before I left it, 
I had read it through many times, so that I could 
repeat it almost word for word. It affected me 
strangely, — as if I had come in contact with some 
strong personality. There seems to be in the 
story a personal element that applies to every 
one who reads it. Well, after I had read it 
several times, I began to think it over. I 
couldn't stay in the house, so I seized my coat 
and hat and went out. I must have walked 
several miles, buoyantly, without realizing that 
I was the same man who, only a short time 
before, had been in the depths of despondency. 
That was the day I met you here, — you remem- 
ber." 

We were interrupted at that instant by a uni- 
formed messenger, who handed Sturtevant a 
telegram. It was from his chief, and demanded 
his instant attendance at the office. The messen- 
ger had already been delayed an hour, and 
mere was no help for it; he must go at once. 

"Too bad!" said Sturtevant, rising and ex- 
tending his hand. "Tell you what I'll do, old 
chap. I'm not likely to be gone any more than 
an hour or two. You take my key and wait 
for me in my room. In the escritoire near the 
window you will find an old scrapbook, bound 
in rawhide. It was manufactured, I have no 
doubt, by the author of the magic story. Wait 
for me in my room until I return." 

With that he went out, and I lost no time in 
taking advantage of the permission he had given 
me. 

I found the book without difficulty. It was a 
quaint, home-made affair, covered, as Sturtevant 
had said, with rawhide, and bound with leather 
thongs. The pages formed an odd combination 
of yellow paper, vellum and home-made parch- 
ment. I found the story, curiously printed on the 
last-named material. It was quaint and strange. 
Evidently, the printer had "set" it under the 
supervision of the writer. The phraseology was 
an unusual combination of seventeenth and 
eighteenth century mannerisms, and the interpo- 
lation of Italics and capitals could have origin- 
ated in no other brain than that of the author. 

In reproducing the following story, the 
peculiarities of type, spelling, etc., are eliminated, 
but in other respects it remains unchanged. 
(TO BE CONCLUDED NEXT 188 IE.) 



| "Whistling Mac" Shatters § 

| Two More Records in "37" 1 




WJ. McCULLA, the former racing 
driver and member of the Hudson 
% Engineering Board — who acquired 
the prefix of "Whistling Mac" — be- 
cause he whistled, told stories, cleaned rain off 
the windshield, and guided the steering wheel at 
one and the same time while the car was running 
between 50 and 60 miles an hour — shattered two 
inter-city records lately in the New Hudson "37." 
He drove to Toledo recently in an hour and 
39 minutes, the quickest time ever made by an 
automobile between Detroit and that city. The 



Driving the Final Spike of a Great Selling Idea 

This double page advertisement appears in the Saturday Evening Post September 28th. The 
publication will be on your streets Thursday of the week this Triangle reaches you. Imagine 
the consternation and tremendous interest of the automobile buying public when they are shown 
the photographs and names of the 48 great automobile engineers who combined in creating the 
New Hudson "37" and the "54" Hudson — a Six. 

This is probably the most striking automobile advertisement that has been printed in 
many years. Not only is it striking, but it is endowed with powerful selling force for the 
reason that no prospective purchaser could help but have confidence in two great cars that were 
created by engineers who are important enough to the automobile public to have their photographs 
utilized as these are utilised in the Saturday Evening Post. 

Do not fail, when this advertisement comes out, to hang it in your window, for you will 
be surprised at the amazing interest it creates. 




road between Detroit and Toledo has the reputa- 
tion of being the worst road in the United States 
because of the fearful bumps and unevenness. It 
is 60 miles, with scores of curves and plenty of 
sand. 

The previous record is said to have been 1 
hour and 55 minutes, held by J. G. Vincent, 
former chief engineer of the Hudson Motor Car 
Co., now occupying the same post with the Pack- 
ard Motor Car Co. 

A big Oldsmobile was McCulla's incentive for 
breaking the record. An engineer friend of his 
who drove the Olds advised him to start about an 
hour ahead of him in his New Hudson "37," for 
they were to dine together in Toledo. 

"Mac" demurred and said that he figured he 
would start out about the same time they did, or 
perhaps a little later. 

Finally both got under way at the same time, 
McCulla acting as pacemaker, and in an hour 
and 39 minutes he walked up to the clerk at the 
Secor Hotel, Toledo, and said: "Take a good 
look at me and note the time, please," which 
proved the record. 

An hour and 3 minutes after McCulla had ar- 
rived in Toledo, his engineer friend breezed in 
in the Olds. 

Just previous to breaking the Toledo record in 
the New Hudson "37," McCulla drove to South 
Bend, Ind., in 5 hours, 20 minutes, the fastest time 
ever made by an automobile between Detroit and 
South Bend, according to reports. 

The fastest time made between Chicago — 90 
miles further than South Bend — and Detroit was 
9 hours. This was made by a $5,000 car some 
time ago. 

Had McCulla desired to continue his record- 
making on into Chicago, he would have made 
Chicago in approximately 7 hours and 20 minutes 
at the speed he was maintaining, and he would 
have also shattered the record between Detroit 
and Chicago by 1 hour and 40 minutes. For the 
best road of the entire trip lies between South 
Bend and Chicago. 
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I Big Family Gossip j 

■ = Very Personal, Indeed = 1 

IilllllllliM^ 

STABLE of Hudson cars in now con- 
templated by B P. Searle, Boston. The 
other day he was journeying to see Sec- 
retary of Treasury at Ipswich, N. H., 
when along came Sales Manager F. E. Ordway, 
Manchester, N. H. Mr. Searle owns a "33" 
limousine in Boston and a torpedo. He asked 
to ride with Ordway and expressed his sur- 
prise and delight at the "37's" qualities. He 
stated he would immediately add the "37" to his 
collection of Hudsons, so we guess the Henley - 
Kimball Company, Boston, have already secured 
his order. That's co-operation, for Ordway gave 
a regular city demonstration into Kenne. 

A black face comedian 'way down at Birming- 
ham, Ala., whose "boss" owns a Hudson, en- 
twines himself in the tanglefoot thusly: "That 
yere Hudson is the dosgone runningest, climb- 
ingest, sneakingest thing I eveh seen. Yuh drive 
up to a house and youah dun gone widout any- 
body knowin* yuh bin dere." Some of his stuff 
is too deep for us — kind of snarled, so to speak. 
We are editorially prostrated to discover that, 
in the face of our suffrage opinion, a suffragette 
lady prints The Triangle. Get that? This 
Triangle is printed by a woman — a suffragette 
presswoman who majestically or otherwise heaves 
the blank Triangles into the yawning maw of a 
printing press and out comes the enlightenment 
you are perusing now. But we shall foil the 
suffragettes yet. She prints only the black inked 
parts of The Triangles. The color stuff is 
printed on another press. Watch for the all-red 
issue of The Triangle. Thus will we bolt the 
ticket. 

The color ink for The Triangle was mixed 
editorially last week. It takes almost a gallon of 
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red ink to properly infuse the "Big Family'* organ 
with lividnets. Figure out your percentage of all 
that lividness. 

By the way, speaking of printing, we promised 
to print this in The Triangle. If you can frame 
a deal with the Virginia City Motor Company, 
Danville, Va., do it. Here is their letter to the 
factory: "Please advise if you can use an Olds 
Autocrat in trade for a Hudson "37." A party 
by the name of Julian C. Jordan, of this place, 
is in the market and I think it will stimulate trade 
to a certain extent. I cannot use this car as there 
is no market at this point for a car of this type. 
Virginia City Motor Co., Danville, Va." 

"We encountered a sand bed which was the 
very worst I have ever seen," writes George D. 
Wray, Hudson distributor at Shreveport, La., 
describing a recent trip in the "37" through his 
territory. "And the man who sells cars in this 
territory sees some sand. A great number of 
people told us that a car had never been through 
there before. They advised very strongly that 
we go around it unless we took mules with us, 
but we went through in spite of all this." The 
"37" is there on power. 

The old grand army game of the automobile 
business is to get your picture taken in the first 
demonstrator, yourself at the wheel, give one to 
the newspapers and mail one to the factory, where 
everybody looks at it and finally unloads it on 
the advertising department, which, not knowing 
what to do with it, patriotically marks it "file" 
and tries to kid itself that justice is done. 

Some of our young men are endeavoring to see 
if vegetation will grow on their upper lips. The 
fuzzy foreign substance which results is a substi- 
tute for experience, young men figure. Special 
Salesman L. V. Smiths shortcut to experience 
was easily noticed by Sales Manager E. C. Morse 
at Shreveport. He ordered Smith to Galveston, 
prefixing the order with the command to leave the 
mustache in Shreveport. Smith now shaves his 
upper lip as regular as his law. His substitute 
was a fluke. It is the only flivver on Smith's 
record with the Hudson Company. 

Suggestion for dealers: Why not have your 
picture taken in the first demonstrator and send 
the factory one? 

Argument for using above suggestion: The 
factory has no pictures of the new cars. 

PIIIIIIIIIIIIIIIIIIM 

j§ "37" Thriven through jj 

| Clouds Over a Mile § 

jj ylbove Earth's Surface §f 
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SANSIFBOURG, FRANCE, SEPT. 1.— 
Today we gave the "37" what is probably 
u ,^ the most extraordinary altitude test that the 
car has yet been given. 
H. J. Moskovics, the experimental engineer of 
the Hudson Company, and I, drove the car 
through Moncenisio, known in France as the 
"Grand Climb" — on the 
Swiss borderline — an 
altitude of 6850 feet, in 
which we passed through 
clouds over a mile 
above the earth. 

It was a great climb 
— and it was very, very 
cold after we had got 
some distance up and 
were passing through the 
clouds. 

Despite the fact that 
the thin atmosphere will 
decrease any can 
power, the Hudson was 
"there." No carburetor 
adjustments were neces- 
sary and the Zenith — by reason of its compound 
nozzle — automatically took care of the change to 
the cold, thin atmosphere. We never thought of 
carburetion from the time we started to the time 
we returned. 

It was a very impressive demonstration of the 
New Hudson "37." 
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Flying 
"Emergency 
Squadron" 

—A Great Selling Idea 

It is making sales of Hudson* 

in New York* America 's 

Hardest Market 



By SAMUEL S. TOBACK 

Secretary and Gen. Mgr. 

The A. Elliott Ranney 

Company, New York 
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THE first sale resulting directly from our j 
new "Emergency Squadron" of service 
men on motorcycles — who respond to ser- 
vice calls from owners whose cars need 
quick adjustments — came to my attention Sept. 9, 
just a few days from the time the idea was con- 
ceived. 

Our Mr. Camp had a gentleman whom he had 
been following for some little time in an effort to 
sell him a "37" and 
when he called and took 
a demonstration in the 
car, he advised Mr. 
Camp that while the car 
was perfectly satisfactory 
to him, his wife intended 
to drive it and she was 
rather timid about the 
fact that she might at 
some time or other find 
herself tied up along 
some country road. 

Mr. Camp then ad- 
vised him of our "Emer- 
gency Squadron" to take 
care of just such emer- 
gencies. 

The gentleman tele- 
phoned the fact to his 
mifc and placed .his 
order before he left the 
store. 
Our salesmen are using this argument to great 
advantage and I know that the scheme will be 
responsible for a great many sales. 

I know Hudson distributors and dealers will 
want to know how successful the plan is in sell- 



ing, in addition to being a practical idea for the 
service department. 



-If Your Conduct Pleases God as + 



Well as My Hudson Pleases Me 



♦ 



By W. ARTHUR LATHAM. HidMn-Utkui 
M«t«r Co., Kmim City, Mo. 

f*3Z\ HE Hudson-La- 
J t h a m Company 
«3| was a new con- 
cern in Kansas 
City in July. We sent 
o u t circular letters to 
owners and I think it 
would be of interest to 
you to read the follow- 
ing reply which we re- 
ceived to one of them, 
which is typical of the 
good words which are 
said about the Hudson in 
this territory: 

"Malta Bend, Mo. % Aug. 22, 1912. 
Mr. W. A. Latham, 

Dear Sir: — Yours of the 20th inst. at 
hand. In reply, if your conduct pleases 
Cod as vtell as my Hudson pleases me, you 
are O. K. Have not paid one penny for 
repairs since I bought it. She is reliable 
up hill and do von. When I start for any 
place, I get there and back again. 

(Signed) William H. Crwn." 




Are These the Quickest 1913 Sales Yet Made? 



(EDITORIAL NOTE.- 
quicker sales than these? 
The items below tell of 
some rapid sales that 
have been made since the 
big 19 1 3 cars were an- 
nounced. If there is an 
interesting sale in your 
1913 experience which was 
as quick or quicker than 
any of these noted here, 
write them to us and 
they will be printed in 



-Have you made any 



A 15 Minute 
Mule 



By E. O. PATTERSON, 

South western District Sales 
,^^_ MMftger 

ffK A. LATHAM, Kansas City distributor 
Vlx * of Hudson cars, I believe has the record 
for the quickest sale for the 1913 season, if I 
am not mistaken. 

He sold O. H. Stewart of Kansas City a six- 
cylinder car in less than 15 minutes after the 
prospect had walked into the store to look over 
the photographs and specifications. 



2 Order* 
by Mall 



By WALTER J. BEMB, 

Bemb.RobInM»n Co., 

Detroit, Mleh. 

#Y%E have made a number of quick sales out 
v|y of the 60 retail orders which we have now 
on hand for 1913 cars. 

Probably the quickest and easiest of these were 
the two cars which were sold to the Detroit 
United Railway. 

One day the Superintendent walked into the 
store and merely informed me that he was put- 
ting through an order for a New Hudson "37," 
subject to the O. K. of the Detroit United Rail- 
way. His visit to the store consumed less than 10 
minutes. 

In the next morning's mail I received two 
orders instead of one for the New Hudson "37* 
signed by the purchasing agent on the company's 
regular stationery. 

These cars are to be used in the work of the 
heads of the D. U. R. construction department. 
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H^Aa/ to Say to Wrong 

Competitive Statements 



By E. C.MORSE 



By ROBERT W. POWERS 



1— That the Hudson and Packard— and one or two other cars — are 


utilizing a type 


of Delco system that the X-car used last year. 




2— That the Y-car is all made in the Y factory, and the Hudson 


is not all made 


in its factory. 





Aiiiuai 



(EDITORIAL NOTE.— In solicit- 
ing sales of 1913 Hudson cars, these 
are two of the wrongful statements 
that will be brought to you : 

1— That the Hudson and Packard — 
and one or two other cars — are utiliz- 
ing a type of Delco system that the X- 
car used last year. 

2 — That the Y-car is all made in the 
Y factory, and the Hudson is not all 
made in its factory. 

F-i^iiuiiaiiiiiiiiiiiiiinJi^ 



These knocks are all minor and inci- 
dental to the big idea behind the sale of 
a motor car — engineering perfection. 
They zvill not keep any man from pur- 
chasing a Hudson — if your solicitation 
is convincing. But so that you may 
have the facts to both these statements, 
the folloiving articles arc presented 
here by practical authorities on sell- 
ing ivho give you the facts in the case 
to utilize in talking to prospective pur- 
chasers iv ho bring the points up.) 

mAmm\\mm:\rn)\vi'\m ^ , i!;iiIil;;l;;l';|:!!:;l , !lIll!!!Iil:;l::illl;iil!! ,, ; , ^ 



The Facts About 
the Delco 



System i 
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J By 

jj E. Cs3KLor$e 

f§ General Sales 

M Manager 
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HEN a prospective purchaser states to you that an X salesman told 
him that the HUDSON is using the system of lighting, ignition and 
starting that the X-car had last year, the way to handle it is to tell 
the plain facts about the HUDSON. Then show the letter signed by W. A. 
Chryst, Engineer for the Dayton Engineering Laboratories Company, 
stating that the Delco system upon the Hudson is correct for this car. 

Also call attention to the manner in which the wiring of the HUDSON system is so 
perfectly housed in just the manner that an expert engineer would house it, so that it is 
not subject to the engine heat, dirt and oil. Thus it is immune to difficulties cars face 
in not correctly housing these important wires. Show him, if you can, the system 
on last year's X car, and then show the HUDSON. It isn't hard to see that they are 
different entirely, for you will find a number of very essential points that are not alike 
in the 1913 Hudson system. 



This Number of the Triangle teaches you or reminds you: 

/. How to answer the erroneous competitive statement that the Delco 
System on the Hudson car is the same as that used by another automobile last 
year. (See article, "What to say to wrong competitive statements." ) 

2. The truth about a wrongful competitive statement on building of car 
in one factory. (See article, "What to say to wrong competitive statements.'') 

3. How to present to prospects the subject of specializing in building auto- 
mobiles. (See article, "What to say to wrong competitive statements/') 

4. The secret of being what you have it within you to be, zvhich is the 
text of the wonderful MAGIC STORY printed in this issue. 

5. That the demand for the cars is so heavy that the fact dry must work 
twenty-four hours a day. (See night photo of factory.) 



The Fart* About the 
Delco Ky Ntem 

TATE to the prospect that this is the 

method which the board of forty-eight 

engineers of the Hudson Company devised for 
the application of the Delco system to the Hud- 
son car and eliminated troubles. 

An X salesman may state that the alleged im- 
provement of the Delco system was effected in 
the X shops, therefore the X car is entitled to it 
for its exclusive use. The facts in the case are 
that the improvement is not a patented one, and 
either the Hudson or Packard Company could 
utilize the same idea, were it desirable on Hud- 
son and Packard cars. 

The Delco*8 TeHtlmony 

a SHORT lime ago you received a letter 
signed by Mr. Chryst of the Delco Or- 
ganization, which follows: 



THE DAYTON ENGINEERING LABORA- 
TORIES CO. 

Laboratory and Executive Ofleen, 
Dayton, Ohio, I . ». A. 

Factories at Dayton and Chicago 

Dayton. Ohio. August 26, 1912. 
Mr. E. H. BROADWELL, Vice-Pres. . 
Hudson Motor Car Company. 

Detroit. Mich. 
Dear Sir- 

Confirming our conversation 
of the 24th, relative to the various 
Deloo Systems, we will say that the 
Deloo Systems are to he considered 
as the accomplishing of results, 
rather than their speoifio applica- 
tion to any one automobile. 

Every piece of apparatus 
manufactured by The Dayton Engineer- 
ing Laboratories Company carries 
with it the same guarantee. 

The system as installed on 
the 1913 Hudson was especially de- 
signed for this car by our engineers 
in cooperation with the engineers of 
your Company, and is the system best 
suited for it. 

Very truly yours. 

W. A. CHRYST. 
1AC/D Chief Engineer. 



This letter should be shown to prospects. 
When it is, it gives them perfect confidence in 
the forty-eight engineers who created the New 
Hudson "37" and "54" Hudson. 

The weakness of the argument that an X sales- 
man may make in this connection is shown by 
three facts: 

One— The letter from W. A. Chryst. 

Two — The fact that the X car's change is 
not patented — therefore can be used by any car. 

Three — The Hudson car's improvement in 
housing the wiring, so as to eliminate difficulties 
that come from oil, heat, dust and dirt. 



Y Cars CKCade in 

Y Shops " 



Br Robert W. Power* 

lludfton Distributor 

Fall River, Msm. 



?# MET a striking display of how some sales - 

I men try to put it over the prospective pur- 

| chaser of an automobile by utilizing what 

may be termed "commercial inaccuracies." 

While in Detroit recently, I had a few hours 

to spend, and so I went out to the Michigan State 

Fair, where a fairly good-sized automobile show 

| was in progress. A salesman for the Y car did 

(Continued on pace 4, column *> 
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T»ho are idle will sap your energies from you. 

It was my pleasure at that time to relate, upon 
slight provocation, the tale of my disasters, and 
to rail against the men whom I deemed to 
have wronged me, because they had seen fit not 
to come to my aid. Moreover, I found childish 
delight in niching from my employer, each day, 
a few moments of the time for which he paid 
me. Such a thing is less honest than down- 
right theft. 

This habit continued and grew upon me until 
the day dawned which found me not only with- 
out employment, but also without character, 
which meant that I could not hope to find work 
with any other employer in Boston town. 

It was then that I regarded myself a failure. 
I can liken my condition at that time for naught 
more similar than that of a man who, descend- 
ing the steep side of a mountain, loses his foot- 
hold. The farther he slides, the faster he goes. 
I have also heard this condition described by 
the word Ishmaelite, which I understand to be a 
man whose hand is against everybody, and who 
thinks that the hands of every other man are 
against him; and here beginneth the fifth lesson: 

The Ishmaelite and the leper are the same, 
since both are abominations in the sight of man, 
— albeit they differ much, in that the former 
may be restored to perfect health. The former 
is entirely the result of imagination; the latter 
has poison in his blood. 

I will not discourse at length upon the gradual 
degeneration of my energies. It is not meet 
ever to dwell much upon misfortunes (which 
saying is also worthy of remembrance). It is 



worked for hire; my roof was the pyramid of 
casks, underneath which I had established my- 
self. The night was cold, and I was chilled, 
albeit, paradoxically, I had been dreaming of 
light and warmth and of the repletion of good 
things. You will say, when I relate the effect 
the vision had on me, that my mind was affected. 
So be it, for it is the hope that the minds of 
others might be likewise influenced which dis- 
poses me to undertake the labor of this writing. 
It was the dream which converted me to the 
belief — nay, to the knowledge, — that I was pos- 
sessed of two identities; and it was my own 
better self that afforded me the assistance for 
which I had pleaded in vain from my acquain- 
tances. I have heard this condition described 
by the word "double." Nevertheless, that word 
does not comprehend my meaning. A double can 
be naught more than a double, neither half being 
possessed of individuality. But I will not phil- 
osophize, since philosophy is naught but a suit 
of garments for the decoration of a dummy 
figure. 

Moreover, it was not the dream itself which 
affected me; it was the impression made by it, 
and the influence that it exerted over me, which 
accomplished my enfranchisement. In a word, 
then, I encouraged my other identity. After 
toiling through a tempest of snow and wind, I 
peered into a window and saw that other being. 
He was rosy with health; before him, on the 
hearth, blazed a fire of logs; there was con- 
scious power and force in his demeanor; he 
was physically and mentally muscular. I rapped 
timidly upon the door, and he bade me enter. 



Presence turned away, I followed, and through- 
out the day I never lost sight of it, save when 
it disappeared for a time beyond some doorway 
where I dared not enter; at such places, I 
awaited its return with trepidation and awe, 
for I could not help wondering at the temerity 
of the Presence (so like myself, and yet so 
unlike), in daring to enter where my own feet 
feared to tread. 

It seemed also as if purposely, I was led to 
the place and to the men where, and before 
whom I most dreaded to appear; to offices 
where once I had transacted business; to men 
with whom I had financial dealings. Through- 
out the day I pursued the Presence, and at 
evening saw it disappear beyond the portals of 
a hostelry famous for its cheer and good living. 
I sought the pyramid of casks and shavings. 

Not again in my dreams that night did I 
encounter the Better Self (for that is what I 
have named it), albeit, when, perchance, I 
awakened from slumber, it was near to me, ever 
wearing that calm smile of kindly derision which 
could not be mistaken for pity, nor for condo- 
lence in any form. The contempt of it stung 
me sorely. 

The second day was not unlike the first, being 
a repetition of its forerunner, and I was again 
doomed to wait outside during the visits which 
the Presence paid to places where I fain would 
have gone had I possessed the requisite cour- 
age. It is fear which deposeth a man's soul 
from his body and tendereth it a thing to be 
despised. Many a time I essayed to address it 
but enunciation rattled in my throat, unintelli- 
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enough if I add that the day came when I 
possessed naught wherewith to purchase food and 
raiment, and I found myself like unto a pauper, 
save at infrequent times when I could earn a 
few pence, or, mayhap, a shilling. Steady 
employment I could not secure, so I became 
emaciated in body, and naught but a skeleton in 
spirit. 

My condition, then, was deplorable; not so 
much for the body, be it said, as for the mental 
part of me, which was sick unto death. In my 
imagination I deemed myself ostracised by the 
whole world, for I had sunk very low indeed; 
and here beginneth the sixth and final lesson to 
be acquired, (which cannot be told in one sen- 
tence, nor in one paragraph, but must needs 
be adapted from the remainder of this tale). 

Well do I remember my awakening, for it 
came in the night, when, in truth, I did awake 
from sleep. My bed was a pile of shavings 
in the rear of the cooper shop where once I had 



There was a not unkindly smile of derision in 
his eyes as he motioned my to a chair by the 
fire; but he uttered no word of welcome; and, 
when I had warmed myself, I went forth again 
into the tempest, burdened with the shame which 
the contrast between us had forced upon me. It 
was then that I awoke; and here cometh the 
strange part of my tale, for, when I did awake, 
I was not alone. There was a Presence with 
me; intangible to others, I discovered later, but 
real to me. 

The Presence was in my likeness, yet was it 
strikingly unlike. The brow, not more lofty 
than my own, yet seemed more round and full; 
the eyes, clear, direct, and filled with purpose, 
glowed with enthusiasm and resolution; the lips, 
chin, — ay, the whole contour of face and figure 
was dominant and determined. 

He was calm, steadfast, and self-reliant; I 
was cowering, filled with nervous trembling, and 
fearsome of intangible shadows. When the 



gible; and the day closed like its predecessor. 

This happened many days, one following 
another, until I ceased to count them; albeit, I 
discovered that constant association with the 
Presence was producing an effect upon me; and 
one night, when I awoke among the casks and 
discerned that he was present, I made bold to 
speak, albeit with marked timidity. 

"Who are you?" I ventured to ask; and I 
was startled into an upright posture by the sound 
of my own voice; and the question seemed to 
give pleasure to my companion, so that I fancied 
there was less of derision in his smile when he 
responded. 

"I am that I am," was the reply. "I am he 
who you have been; I am he who you may be 
again; wherefore do you hesitate? I am he who 
you were, and whom you have cast out for 
other company. I am the man made in the 
image of God, who once possessed your body. 
Once we dwelt within it together, not in har- 
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mony, for that can never be, nor yet in unity, 
for that is impossible, but as tenants in com- 
mon who rarely fought for full possession. Then, 
you were a puny thing, but you became selfish 
and exacting until I could no longer abide with 
you, wherefore I stepped out. There is a plus- 
entity and a minus-entity in every human body 
that is born into the world. Whichever one 
of these is favored by the flesh becomes domi- 
nant; then is the other inclined to abandon its 
habitation, temporarily or for all time. I am 
the plus-entity of yourself; you are the minus- 
entity. I own all things; you possess naught. 
That body which we both inhabited is mine, but 
it is unclean, and I will not dwell within it. 
Cleanse it, and I will take possession." 

"Why do you pursue me?" I next asked of 
the Presence. 

"You have pursued me, not I you. You can 
exist without me for a time, but your path leads 
downward, and the end is death. Now that you 
approach the end, you debate if it be not politic 
and invite me to enter. Step aside, then, from 
the brain and the will; cleanse them of your 
presence; only on that condition will I ever 
occupy them again." 

"The brain hath lost its power," I faltered. 
"The will is a weak thing, now; can you repair 
them?" 

"Listen!" said the Presence, and he towered 
over me while I cowered abjectly at his feet. 
"To the plus-entity of a man, all things are pos- 
sible. The world belongs to him, — is his estate. 
He fears naught, dreads naught, stops at naught; 
he asks no privileges, but demands them; he 
dominates, and cannot cringe; his requests are 
orders; opposition flees at his approach; he 
levels mountains, fills in vales, and travels on an 
even plane where stumbling is unknown." 

Thereafter, I slept again, and, when I awoke, 
I seemed to be in a different world. The sun 
was shining and I was conscious that birds 
twittered above my head. My body, yesterday 
trembling and uncertain, had become vigorous 
and filled with energy. I gazed upon the pyra- 
mid of casks in amazement that I had so long 
made use of it for an abiding place, and I 
was wonderingly conscious that I had passed 
my last night beneath its shelter. 

The events of the night recurred to me, and 
I looked about me for the Presence. It was 
not visible, but anon I discovered, cowering in a 
far corner of my resting place, a puny, abject, 
shuddering figure, distorted of visage, deformed 
of shape, disheveled and unkempt of appearance. 
It tottered as it walked, for it approached me 
piteously; but I laughed aloud, mercilessly. 
Perchance I knew then that it was minus-entity, 
and that the plus-entity was within me; albeit 
I did not realize it. Moreover, I was in haste 
to get away; I had no time for philosophy. 
There was much for me to do, — much; strange 
it was that I had not thought of that yesterday. 
But yesterday was gone, — today was with me, — 
it had just begun. 

As had once been my daily habit, I turned 
my steps in the direction of the tavern, where 
formerly I had partaken of my meals. I 
nodded cheerily as I entered, and smiled in re- 
cognition of returned salutations. Men who had 
ignored me for months bowed graciously when I 
passed them on the thoroughfare. I went to 
the washroom, and from there to the breakfast 
table; afterwards when I passed the taproom, 
I paused a moment and said to the landlord: 

"I will occupy the same room that I for- 
merly used, if, perchance, you have it at dis- 
posal. If not, another will do as well, until I 
can obtain it." 

Then I went out and hurried with all haste to 
the cooperage. There was a huge wain in the 
yard, and men were loading it with c«»ks for 
shipment. 1 asked no questions, but, seizing bar- 
rels, began hurling them to the men who worked 
atop of the load. When this was finished, I en- 
tered the shop. There was a vacant bench; I 
recognized its disuse by the litter on its top. It 
was the same at which I had once worked. Strip- 
ping off my coat, I soon cleared it of impedi- 
menta. In a moment more I was seated, with my 
foot on the vice-lever, shaving staves. 

It was an hour later when the master workman 
entered the room, and he paused in surprise at 
sight of me; already there was a goodly pile of 



neatly shaven slaves beside me, for in those days 
I was an excellent workman; there was none bet- 
ter, but, alas! now, age hath deprived me of my 
skill. I replied to his unasked question with the 
brief, but comprehensive sentence: "I have re- 
turned to work, sir." He nodded his head and 
passed on, viewing the work of other men, albeit 
anon he glanced askance in my direction. 

Here endeth the sixth and last lesson to be 
acquired, although there is more to be said, since 
from that moment I was a successful man, and 
ere long possessed another shipyard, and had 
acquired a full competence of worldly goods. 

I pray you who read, heed well the following 
admonitions, since upon them depend the word 
"success" and all that it implies: 

Whatsoever you desire of good is yours. You 
have but to stretch forth your hand and ta\e it. 

Learn that the consciousness of dominant power 
within you is the possession of all things attain- 
able. 

Have no fear of any sort or shape, for fear is 
an adjunct of the minus-entity. 

If you have skill, apply it; the world must 
profit by it, and, therefore, you. 

Make a daily and nightly companion of your 
plus-entity; if you heed its advice, you cannot go 
wrong. 

Remember, philosophy is an argument; the 
world, which is your property, is an accumulation 
of facts. 

Go, therefore, and do that which is within you 
to do; take no heed of gestures which would 
beckon you aside; ask of no man permission to 
perform. 

The minus-entity requests favors; the plus- 
entity grants them. Fortune waits upon every 
footstep you take; seize her, bind her, hold her, 
for she is yours; she belongs to you. 

Start out now, with these admonitions in your 
mind. Stretch out your hand, and grasp the plus, 
which, maybe, you have never made use of, save 
in grave emergencies. Life is an emergency most 
grave. 

Your plus-entity is beside you now; cleanse 
your brain, and strengthen your will. It will take 
possession. It waits upon you. 

Start tonight; start now upon this new journey. 

Be always on your guard. Whichever entity 
controls you, the other hovers at your side; be- 
ware lest the evil enter, even for a moment. 

My task is done. I have written the recipe for 
"success." If followed, it cannot fail. Wherein 
I may not be entirely comprehended, the plus- 
entity of whosoever reads will supply the defic- 
iency; and upon that Better Self of mine, I place 
the burden of imparting to generations that are to 
come, the secret of this all -pervading good, — the 
secret of being what you have it within you to be. 
[THE end] 



WHAT TO SAY TO WRONG 

COMPETITIVE STATEMENTS 

(Continued from Pmt« 1) 



not know me as an automobile dealer, so I felt 
perfectly safe in endeavoring to find out what a 
competitor was talking. 

After several inquiries into the price of one of 
the models manufactured by this firm and learn- 
ing that the price was inconsistently $1000 less 
than the figure it was first marketed at, I asked, 
"What about this Hudson they are all talking 
about ? " 

The Y salesman said, "They don't build their 
own parts. They assemble their car, while the 
Y car is made in Y shops." 

8tepn Into the Trap. 

E had put his foot right into the trap, so 
I asked him: 
'o you make your own radiators?" 
"No," he replied, and endeavored to break 
into my questioning, but I would not let him. 

"Do you make your own bodies? Do you 
trim or paint them?" "No," he again replied. 
"Do you make your own wheels?" "No." 
"Do you make your own frames?" "No." 
"Do you make your own axles?" "No." 
"Do you make your own bearings?" "No." 
"Do you make your own clutch?" "No." 



^„ 
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"Do you make your own magneto?" "No." 
"Do you make your own generator?" "No." 
"Do you make your own fans?" "No." 
"Do you make your own lamps?" "No." 
"Do you make your own springs?" "No." 
"Do you make your own horns, windshields, 
etc.?" "No." 

"Well, what do you make?" I asked. "You 
state that Y cars are made in Y shops. All 
you have left are the transmission and motor." 
Proves Himself Untruthful 
Y that time the salesman was thoroughly 
_^_ exasperated, for he had virtually proven 
himself guilty of an untruth. At that point I 
walked out of the exhibit. 

There is no car in the world that is complete- 
ly produced within a single factory, and the rea- 
son for that is because this is the age of special- 
izing. If you are an automobile salesman, you 
find it is cheaper to have a specialist do your 
plumbing than if you were to do it yourself. 
That's why we have men devoting their entire 
time to the law and to medicine, and the many 
other professions and trades. 

It is logical to suppose that the Warner Gear 
Company, if it makes 100,000 transmissions, can 
make 10,000 transmissions for the Hudson Motor 
Car Company at less cost on a 1 00,000-basis, 
and better than can the Hudson Motor Car Com- 
pany itself. 

Buying transmissions at less cost because they 
are produced on a big scale, allows the Hudson 
Company throughout the car to give greater value. 
In addition it insures that no defective part creeps 
into the Hudson car, for should a part be dis- 
covered to be defective in the least, the Hudson 
Motor Car Company promptly returns it to the 
factory it has under contract, and credit is given. 
To prevent defective parts even leaving the trans- 
mission factory, the Hudson Company has two 
inspectors, inspecting each and every Hudson 
transmission between each process of manufac- 
ture. 

Any company which must stand the burden of 
the losses on defective materials it produces, has 
a human tendency to utilize certain defective 
parts if they are not too seriously wrong in con- 
struction. One auto company junks $1,000,000 
worth of defective material a year — and this is 
only for such parts as this concern manufac- 
tures. The motorist pays that million — each car 
costs more as a result. 

To Get Best Engines. 

aNOTHER thing— it is perfectly logical 
and is a fact that a concern like the Con- 
tinental Motor Company, which has specialized 
on gas engines ever since there were gas engines 
— and has built nothing but gas engines during its 
entire existence — can produce the acme of per- 
fection in that type, a product far better than can 
any manufacturer of automobiles who attempts to 
make gas engines. 

This has been proved from an engineering 
standpoint by a certain car which, it is stated, 
is losing fifteen per cent efficiency in its motors, 
because it makes them itself. All because this 
concern has never made a specialty of motors. 
In this case you have the instance of a plumber 
who attempts to practice medicine because he is 
a good plumber. 

But this fact must be remembered — that every 
single part, bolt and nut of the Hudson car is 
designed by the 46 engineers of the Hudson 
Motor Car Company's staff. The designs and 
dies are owned by the Hudson Motor Car Com- 
pany, and can be used only by the Hudson 
Company. 

The Continental Motor Company, as an in- 
stance, merely takes the Hudson dies and pro- 
duces motors from them, in the same way that 
a builder takes the architect's plans and produces 
the building. For rarely, if ever, has an archi- 
tect himself built any great edifices. He special- 
izes, for he merely draws up the plans. But he 
gets credit for the beauty and stability of the 
building. 

This is the form of solicitation which you must 
use when the prospect brings up the point about 
Y cars being made in Y shops. 

In reality, the Y Company use good manu- 
facturing sense, for they actually do not attempt 
to ma\e parts that can be made better and at 
less cost by part specialists. 
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Triangle Wins 
Quick Phone Order 



By 6. M. JONES, 

AuguntaAuto 8 ale* Co. 
Auga» t», Ga. 



&*" *\ HE afternoon of the day our 1913 de- 

I monstrator came in, we mailed our Cir- 

i\ cular letter No. I — from the Triangle 

— to a number of prospects announcing 

the arrival of the car. We arranged the mailing 

of these letters so that they would reach the 

prospects in the first mail the following day. 

The following day at 10:30 the writer was 
called to the telephone and the following con- 
versation ensued: 

" This is Jones." 

"Jones, I want one of those new HUD- 
SON'S." 

" All right Mr. , I will be around to 

see you." 

"Needn't see me, order the car out." 

The party talking was the president of the 
largest bank here and the owner of a $7,000 
Limousine and a 1911 Hudson "33." We 
allotted him one of the cars we already had or- 
dered and about a week later he dropped in, as 
he said, " To see what he had bought," and was 
delighted when he saw our demonstrator, a du- 
plicate of which we assured him his car would 
be. 

He had been out of town for the Summer and 
did not even see our book of photos, but or- 
dered the car on the strength of the word 
"HUDSON" and the letter. 



Announcement Ad 
Makes Quick 
Sale 



By £. L. Gray 
Saranac Lake, X. \ . 



DUR contract for 1913 was not made un- 
til late, and before your representative 
came here a party in town had read 
Saturday Evening Post advertisements 
until he knew more about the 1913 cars than we 
did. 

He called us up on the 'phone one day saying 
he would take the car if we would deliver it by 
September 10th. 

Mr. Babbitt came here to sign us up for 1913. 
While he was here he called on our customer 
with the writer, and in five minutes we had his 
order. 

This is the easiest and quickest sale we ever 
made. 

The sale was due entirely to the "Saturday 
Evening Post" advertisement. 



A Moment for 
Phone Order 



By Robert W. Power* 

Fall River. Ma**.. 

Distributor 



I 



WENT to the Hudson factory in June and 
Mr. M. B. Hamilton, of my city, heard of 
my trip. 

Upon arriving home I found a memoran- 
dum on my desk telling me to call up Mr. Ham- 
ilton. I got him on the telephone and he asked 
me what I saw at the factory. 

I told him about the new "54" as best I could, 
and in just these words he said "would you recom- 
mend it to me for the purpose that you know I 
would wish to use a Touring car for, or would 
you advise me to buy a higher price car." 

I told him frankly that although I did sell 
higher price cars, that the Hudson "54" ap- 
pealed to me in every way more than any motor 
car that I had ever seen, and again in just these 
words he said, "Order me one and get it just as 
soon as you can." 

Bear in mind that this man had not seen a 
photograph, a cut of any kind and had not con- 



versed with me previously, 
it? 



How can you beat 



A One-Minute 
Sale 



By J. E. E«peron, Gen. Mgr. 

Pioneer Motor Car Company, 

Plltshur*. Fa. 



& i\HIS "quickest 1913 sale" goes to show 
I that the national advertising campaign the 

cX factorly is conducting does much toward 

selling cars. 
I left the Garage at 1 1 :45 and had to drive 
approximately 2J/£ miles. On arrival at the 
house the conversation relative to car lasted ap- 
proximately one minute. The young lady had a 
call to make three blocks from her home. Upon 
arrival at destination the order was writtten up 
and signed and I was back at the garage at 
12:06 p. m., making the time consumed to and 
from garage just 21 minutes. 

In reality the time of making sale did not re- 
quire more than a minute and a half. 



"Quickest 
Order, Not a 
Sale" ' 



By Coleman Catehln* 
Richmond, Va. 



f# DO not know that what I am about to write 
I is the quickest of 1913 sales, because 
'i\ in a way it was not making a sale, it was 
taking an order. 
I was called over the phone about two weeks 
ago, and requested to mail catalogue. Instead of 
mailing catalogue I immediately rode to the pros- 
pect's office and gave it to him in person; alto- 
gether I was not in his office five minutes, and 
when I left I had taken an order for a six-cylin- 
der roadster, together with a deposit of $240.00. 
I do not consider this a sale, but it is the quickest 
order I have ever taken. 



Shows Photos — 
Order in Five 
Minutes 



By F. C. Bennon 

James Anto Company 

Syracuse, N. Y . 



\T the time 
here, we 
Hotel— the 



T the time your Mr. Wadsworth was 
walked into the Onondaga 
e local gathering place — and 
met the manager, to whom I showed 
photograph of the car, and gave dimensions of 
same, and in less than five minutes closed his 
order for it. 



From Competitor's 
Car to Hudson — 
10 Minutes 



By J. W. Gold *m lth, Jr. 

Fulton Auto Supply Co. 

Atlanta, Ga. 



^T3%HE quickest 1913 sale we have made took 
place last week. I was in the Hudson 6- 
cylinder car when a competitor passed in 
his new six-cylinder. 

The prospect whom our competitor had out 
noticed the six-cylinder Hudson, and had the 
driver stop the car. After slopping me he 
climbed into the Hudson and rode two blocks. 

He then asked the price of the car, and after 
being told, asked me to stop. He went into a 
nearby bank and came out with a check, which 
he delivered on the spot. 

This sale was made in exactly ten minutes, 
and we think is about the quickest one we have 
on record. 



Tzi'o Cars go 
in a Hurry 



By E. T. Btenerson, 

Charlotte Motor Car Co. 

Charlotte, N\ C. 



1,1 
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E had notified several of our prospec- 
tive customers on the arrival of the 
two "37V and in less than 24 hours 
after the cars arrived in Charlotte we 



had them both sold and delivered. 

Several of our customers were disappointed, 
but most of them promised to wait until we can 
get further shipment of 1913 models. 

If we can continue the quick sales of 1913 
models, we feel confident that we will be able 
to put over a very great many more cars than 
alloted us on our contract. 



New Prospect 
Buys on Sight 



By V. W. Bart. President, 

Palaee Auto Service Co. 

Hartford, Conn. 



#j\HE quickest sale we have made this year 
:'| was on a Model "37." We were out 
e \ closing up agencies and never knew my 
man was a prospect until we got into the 
town. I called on him to show him the car, and 
while there the 1913 X car pulled up. The 
prospect looked over both cars, took a ride in 
both, and to make a long story short said he 
would take my car if he could have it at once. 
The X salesman offered to leave his car with 
him on the spot. There was nothing for me to 
do but leave the Hudson, as I would not let a 
sale go to him that easy. We left the car and 
came back on the train. The total time of the 
sale was about forty-five minutes. 



Sells 1912 to 
Make Quick 
'13 Sale 



By P. D. Bolton, Gen. Mrr., 

Bolton Auto Co., 

Baclnaw, Mich* 



UR quickest 1913 retail sale was made 
$L J lo J* ^- Vincent of Saginaw, who pre- 
viously had purchased two 1912 Hud- 
son s, which were used by his family 
throughout the summer. 

Mr. Vincent, just before leaving for his sum- 
mer home, advised us that if we would market 
his 1912 Hudson at any time during his absence 
that we might retain the sum received for the 
old car as a deposit toward a 1913 Model, which 
had never been seen by Mr. Vincent. 

It is needless to say that we found a ready 
sale for the "33," and have, therefore, Mr. Vin- 
cent booked for a 1913 Model to be ready upon 
his return home. 



An Order Less 
Than a Minute 



By J. M. Phillip* 

Hudson.Phllllp* 

Motor Car Co. 

St. Louis. 



N the day I returned from Detroit after 
having signed the 1913 contract, I went 
to see Mr. Jno. A. Bruner, whose Hud- 
son "33" had just been destroyed by fire. 
When I entered his office, after greeting me, he 
said: "I want the first 1913 car you can deliver," 
and 1 took his order on the spot. 

The order was taken as quickly as it is pos- 
sible to take any order. It was less than one 
minute. 



By II. A. Testard 
New 



Easy-Riding Qual- 
ities Win This 
Order 



ew Orleans, La. 



<^ |\HE quickest sale I made of the 1913 

|| models was to a man owning an X car. 

z\ I explained to him about the motor 

having many parts less than the average 

motor. I showed him the simplicity of it and 

explained the economy of operation of the 

"Hudson" over other cars at the same price. 

Then I insisted on his taking a short ride, which 

captured the order at once, as he admitted the 

"Hudson" was much easier riding than the X 



A Quick 
Shrci'cport Sale 



By Geo. D. Wray 
Wray-Rohlnson Bale* & 



G a rase Co, 
port, La. 



Hhreveport, 



I \ ARLY in August I was in Galveston, 

JJ Texas, with Mr. Morse enjoying the 

. S Beach Races and watching the crowds at 

the Hudson exhibit in front of the Gal- 

vez Hotel. 

While there a prospect from my territory 
drove down to Galveston in his little car and E. 
O. Patterson secured his name on his visit to 
the exhibit. I happened not to be there at the 
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H" t' photo- 
graphical- 
ly record the 
first moment's 
leisure that a 
B. F. lire wire 
has had since 
the "37" an- 
n o u n c e - 
m c n t was 
made. He has 
been busy as a 
bee taking Bay 
Cityans orders 
for cars — and 
he has a lot of 
them. The car's 
success is re- 
flected in the 
u e w staging 
lie is giving it 
in the beauti- 
ful new store 
h e recently 
leased. T h c 
gentleman i n 
the photo is 
A. B. Mohr, 
B a v C i t y , 
Mich., dealer. 



time. I met the prospect a little later in front 
of the Galvez and spent about five minutes talk- 
ing to him about the 1913 cars. He mentioned 
to me while there that he was driving a cheap 
car, which he wanted to get rid of to buy a 
Hudson. 

On my return to Shreveport I looked around 
for a purchaser for his car, but before I had lo- 
cated one he wrote to me asking that I save him 
a "37" Gray Torpedo. We were not, of course, 
able to make prompt deliveries, but I promised 
him a car within ten days of the time he returned 
to Shreveport. 

Immediately on his return he signed the order, 
and there was not more than ten minutes time 
spent in the matter of making the sale, although 
about two weeks elapsed between the time he was 
really sold and the time we received his order. 
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OUR FAMILY 






I Very Personal Gossip About m 
I "the Big Family" j 

Iiiiiii:iiii;iililliM 

DLD JEAN BEMB of here, the Paci- 
fic Coast and elsewhere, writes this 
startling fact: "I realize that the con- 
test among the dealers regarding who 
sold the first '13 car has been over some time, 
but, nevertheless, I want to inform you that the 
first *I3 car was sold in Los Angeles to Mr. 
John Russell on Jan. 25th, 1912." 

Whenever somebody from somewhere else wins 
a real honor, Old Doc Bemb digs up someone 
on the Pacific Coast who went him one better, 
we crabbidly reply. 

A man with a fine-mesh net is pursuing East- 
ern District Manager C. M. Babbitt and was 
only 2 laps behind at last reports. Babbitt is 
charged with contempt of court for utterly dis- 
regarding proclamation pulling in straw hats 
Sept. 1. As late as Sept. 23rd, Babbitt was at 
large. There is a reward for him who exter- 
minates Babbitt's summer bonnet. 

We crave sensations. When Percy Stubbs, 
assistant salesmanager departed on his vacation, 
we wondered what sensations he would bring 
home. Imagine our surprise when we discovered 
it was the cutest, nicest, genteel little mustache 
you ever saw. The fact that you have to have 
the right light shine on it to see it has nothing to 
do with the case. He raised it out of office hours. 
It is just as cute as was Special Salesman L. V. 
Smith's substitute- for-experience.* His punish- 
ment will be explaining its presence to the 2,000 
odd-members of the B. F. Frankly, it suits 
him. 



S. S. Atwell, formerly of Butler, Pa., who 
encountered S. G. Chapman at the factory, has 
become a member of the S. G. Chapman organ- 
ization, according to the San Francisco Chron- 
icle. Atwell was the Hudson dealer at Butler, 
Pa., and it is stated he has turned his business 
over to his brothers. 

In his off-hand way E. O. Patterson, who 
travels the warm southwest, admits this: "This 
sure is the original fireless cooker country." Pat's 
home is in Detroit, where they have but two 
months of warm weather out of twelve. 

For B. F. trapper we beg to place in nom- 
ination the name of Robert W. Powers, Fall 
River, Mass. The way he made a life-o'-trade 
salesman tie himself in a hard knot and deny his 
broad, general statements about "making the car 
in our own shops" would have done credit to a 
Philadelphia lawyer. 

One day recently the Brooklyn Times hap- 
pened to mention Eddie Carey's connection with 
the Brooklyn branch of the Ranney Company. 
The next Monday Eddie got a phone call in- 
structing him to go to see W. S. Brumley, treas- 
urer of the Oknite Company. The result was 
an order for a "54" Hudson. 

ADD NEW HUDSON STORES: The 
Montana Auto & Garage Company, Butte, has 
acquired the city's most prominent corner to dis- 
play the "37" and "54." His new store is to 
have a 55 foot frontage and a depth of 137 feet. 
To say nothing of Sid Bolton's new place at 
Saginaw — a new building of white enameled brick 
and white tile floors. It is one of the finest 
buildings at Saginaw, Mich. Also not forget- 
ting Jack Phillips' new St. Louis store, closer to 
the heart of the city than his old one. St. Louis 
papers speak highly of it. 

We regret not having mentioned that Walter 
Griffith, who takes care of Hudson advertising 
in New York, drove his "33" so fast that the | 
other day he lost his power of speech and it did 1 
not catch up to him for three days. "What 
would have happened to him if he had been driv- 
ing a '37' or '54'?" quiveringly whispers Pres- 
ident A. M. Day of the Ranney Company. 

You can't pick a fight with us on anything as 1 
triangular as the T. R.— W. H. T.— W. W. \ 
election scrap. 

The advertising department is all het up over I 
having attended the luncheon of the Press Hu- | 
morists of America, during their Detroit conven- 
tion. C. C. Winningham and W. W. Garrison 
collected much funny stuff, the funny men riding 
in a "37" and "54" and thereby furnishing reams 
of newspaper publicity. I 

The corn-on-the-cob they serve at the factory I 
lunchroom received the endorsement of J. W. I 
Sisson, who operates the main chance at Glovers- { 
ville, N. Y. I 

The net of "The Magic Story" is to remem- 1 
ber that you have both success and failure in your | 
make-up — a good and a bad side. By keeping | 
at-all-times your good side uppermost, you be- l 
come a distinct success. Napoleon said it when 
he emitted this: "When you set out to take 
Vienna, TAKE it." The Triangle rammed it 
home in the exploitation of the "task system," 1 
which consists of deciding you can sell a certain 
number of cars and then SELLING them by I 
means of that determination. The degree of de- 
termination is the difference between men. It I 
all means to keep your good side uppermost. If I 
you do it failure is impossible. 



The reproduction here is that conceived by 
H. E. Richardson, proprietor of the Chemung 
Motor Company, Elmira, N. Y. It went to 
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300 names and was effective in centering upon 
this Hudson dealer the benefits of the national 
advertising in his territory, as well as the local 
newspaper advertising. 

Similar announcements were issued by Louis 
Geyler, Chicago; the Ranney organization, New 
York; L. E. Lambert, Baltimore; and others. 
This formal method of introducing the car, how- 
ever, is especially effective. 



♦ 

♦ Better Than My Bed Sleeps" ♦ 



♦ "This Car Sits Heaps 




\ PROMINENT 

/\ southern fam- 

rl <\ »ly wa * riding 
in the New 
Hudson "37" the oth- 
er day in Houston.Tex- 
as, A. L. Townsend, 
who is the star 
salesman for the A. 
C. Burton Company, 
was giving the demon- 
stration. 

The southern lady 
who was considering 
the purchase of a car 
Had her baby daughter 
with her. The child 

was barely able to talk, 

but she made a very 

witty remark in regard to the New Hudson "37," 
being such a wonderfully comfortable car to 
ride in, and in a unique way the child made a 
striking comparison of the depth, ease and lux- 
uriousness of the 12 inch upholstery. Address- 
ing her mother, she said, "Mamma, this car sits 
heaps better than my bed sleeps." 
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♦ How Dealers Announce 



♦ 

♦ 1 



'Demonstrator's Arrival f 



•Slang for mustache. 



*?|*%ORMAL announcement of the arrival of 
ti'f X our ., ^ emon8lrator — either the "four" or 
ii\ "six" — is a good way to usher the new 
car into the presence of prospective pur- 
chasers and motorists of your territory. 

It gives the car a distinct dignity and in the 
face of the extensive national advertising cam- 
paign now in full swing, it sidetracks the full 
force of that powerful advertising into your 
store. 
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October National Advertising 
8,653,858 Homes 



WKKKLlKs 

Date Publications 

October 5th Town & Country 

October 17th Life 

October 10th Collier'* Weekly 

October 10th Literary Digest 

October 10th Saturday Evening Post 

October 27th Country Life in America 

October Outlook 

October Sunset Magazine 

October Suburban Life 

October 1st Vogue 

October World's Work 

October. National Geographic Magazine 

October The Fra 

October Outing 



WEEKL 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October 
October. 
October. 
October. 
October. 



FARM PUBLICATIONS. 



Circulation Space 

40,328 1 page 

. . 183.000 1 page 

. . 517,502 2 pages 

.. 265,283 1 page 

. . 2,225,000 1 page 

37,370 I page 

. . 152,780 2 pages 

. . 150,000 2 pages 

34,547 1 page 

45,034 1 page 

. . 122,210 1 page 

. . 140,000 1 page 

50,000 1 page 

. . 100,000 1 page 



.1 ES— 

2nd Breeder's Gazette 00.500 

3rd Farmer A Stockman 80,000 

3rd Iowa Homestead 130,000 

3rd Wisconsin Farmer 70,000 

4th Wallace's Farmer 70,000 

5th Farmer's Mail A Breeze 100,000 

5th The Farmer 140,000 

5th Kansas Farmer 60,000. 

5th Twentieth Century Farmer 102,026 

5th Texas Farm A Ranch 02,700 

5th Michigan Farmer 80,000 

5th Ohio Farmer 120,000 

5th American Agriculturist 145,000 

5th New England Homestead 55,000 

5th Northwest Farmstead 100,000 

5th Orange Judd Farmer 125,000 

12th Farmer's Review 00,000 

16th Associated Farmer 51,405 

16th Colman's Rural World 40,000 

17th National Stockman A Farmer 125,000 

10th Country Gentleman 06,000 

1st Dakota Farmer 60,000 

1st Farm A Home (Western Ed) 492,097 

1st Farm, Stock A Home 105,000 

1st Kimball's Dairy Farmer 100,000 

1st Missouri A Kansas Farmer 60,000 

1st Oklahoma Farm Journal 50,000 

1st Iowa Farmer 56,748 

1st Farm Magazine 63,000 

12th Farm A Fireside (Eastern Ed) 450,000 

13th Inter-State Farmer 28,000 

15th Illinois Farm A Farmer's Call 67,500 

15th Farmer's Voice 70,000 

Missouri Valley Farmer 325,000 

Fruit Grower 100,000 

Gleaner 100,000 

Successful Farming 500,000 
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I other charges. 

"In fad, we would not want to see you again. 
Of course, I would be glad to have you come 
, into the store and talk over matters with me any 
J time you felt like it, but as for having any work 
done, there would always be a charge for that. 
I That is approximately the same treatment that 
you will receive in buying any car on a discount, 
and there is no dealer who ever wants to see you 
again, for he has sold you a car at a discount 
that has eaten up his profit. He cannot afford to 
give service, and it is up to the man who accepts 
a discount to pay for his service at retail prices 
instead of buying it at wholesale cost, as he does 
when he pays list prices." 
_ 1 did not for an instant intend to give the man 
H a discount, but I wanted to put the matter up in 
j| I front of him, for this is the manner in which I 
§f ' handle all discounts for cars. 

1 Why Not Buy at Wholesale? 

CONTINUING my talk with Mr 

_ "On the other hand, if you wish to pay 

M the price at which this car is listed, and should 

j you have any small trouble, spark plug trouble 

H or any annoyance whatever on the road, we are 

H only too glad to come to your assistance, without 

M even thinking of putting your name on the ledger. 

H "Should there be the least adjustments neces- 

p sary — the tightening up of bolts or clips, or teach - 

H ing you anything about the car, or doing any 

jj work in connection with the car — all this is 

fj gratis. That is considerable contrast to purchas- 

| ing your service at retail, isn't it? 

|j Mr. , after thinking a few moments — 

W with the wind completely taken out of his desire 

J for a discount — informed me that he preferred 

H to buy the car at list price, and also stated that 
he would place his order at once, which he did. 
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simple the trouble might be. 



"If you have to have a minor adjustment on the 
carburetor, there will be a charge for that. If a 
spring bolt needs tightening, you must pay for 
that. If you leave your car here for any length 
of time, storage will be charged. 

"If you have anything done here which requires 
the service of a man for whose time we must pay, 
no matter what that attention is, there will be a 
charge for labor, plus overhead, plus our insur- 
ance, plus a profit to us, in addition to the cost 
of materials. 

The Cost of Service. 
F you are ten or twelve miles out in the 
country, and a wire should become dis- 
connected from your battery, or some similar 
trouble should originate, and we had to come out 
and fix you up, no matter whether the fixing occu- 
pied but a few minutes, we would have to charge 
you for the actual time from the moment we left 
the garage to our return, and $3.00 per hour for 
the use of the car, which we would need to get 
out to you. 

"In addition to that there would have to be a 
small profit on the job, and we would have to 
add in overhead expenses and insurance as in all 
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A Great Scheme to Get 

Good Farm Prospects 



DERE is a great idea for getting the names 
of real farmer prospects. Fosdick told me 
a very unique way of getting prospects in the 
country. We all know from the farmer's appear- 
ance, it is hard to tell what he is worth and 
equally as hard if we wait for him to tell us. 

Our very live and ever ready Mr. Fosdick 
conceived an idea of accepting an invitation of 
a farmer to spend a week end on his farm. He 
did so, and after getting the confidence of this 
farmer, during the conversation he told Mr. Fos- 
dick who was able to buy a car and who was 
going to buy a car within the radius of ten miles. 

I thought this a very good idea for getting the 
names of prospects in the country. 
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| Order While Sick in | 

| Bed in Hospital f 

03iiiiiiiiiiiirjiiiiiiiiiiiiaiiiiiiiiiiiic003iiiiiiiuiiiaiiiiiiiiiiiiaiiiiiHimKO 



m 



f 




\RT 
Hl 
los 



RTHUR C. BURTON. Houston, Tex., 
udson distributor, does not believe in 
losing time or opportunity, regardless of 
the surrounding circumstances. 
He has been confined to the hospital for some 
time by a touch of malaria. While down on his 
back in bed, he has been endeavoring to gel Dr. 
Norworthy — a prominent physician and the man 
who conducts this private hospital — to purchase 
a New Hudson "37," and the chances are that 
Burton will get the order. 



*YT}' 



S3) \izz?i&>3z-j?jSEA (isr^v> 5 ^"^?s^ SEl^^P^^D L^i>^> 
xM n r&d-Xc&f&sj) pczi'iCLtzzfasa] rrr ^Co^y&gj] pr^fruy 



, rr^&LA iiLZ^'T..-™- «V^J S^T [fSSyf^ ~, I "" £) &!;.■ ,; -, -,-. .' 




ruDiisnea weekly Dy cne nuaton motor t^ar v-o., in cne interests or nuason LristriDucors, ueaiers ana salesmen. 




3&J 

I 

1 

1 

1 
I 

i 

m 

i 

i 



T 1 



*'77i? Manufacturer reserves the right to reapportion this territory at any time during the 
life of this contract, if in the opinion of the Manufacturer the Dealer is not properly promot- 
ing the sale of Hudson cars in all or any part of the territory described above." — Extract 
from a contract. 

WENTY or thirty years ago if one had mentioned the term "intensive farming" to the agriculturalist of this 
il country, he would probably have responded with a look of blank amazement. 

He would not have known what the term meant and would probably have which we are from financial reasons compelled io 
replied to any attempt to define it by saying that any process of that kind was far *™^ % ^ ^ ^ ^ ^ ^^ ^ 

you have already established, and in endeavoring 
they drive has not got that a bigger car has, and t? secure representation in such a field use th< 
they will go to almost any personal sacrifice to 
buy a car of a little greater power and a little 
greater refinement, a little easier riding, or any 
one of the many points in which their first car has 
failed to satisfy them. 



too expensive, particularly on his land 
Yet today it is a self-evident fact that the in 



tensive farmer is getting more actual profit out of 
one hundred acres than his father was capable of 
getting out of more than twice that area. 

The farmer of today utilizes every available 
inch of his land. His fences are not an excuse 
for a strip of flourishing weeds from six to eight 
feet wide on either side of them. There is not 
any corner of his lot which cannot be made to 
produce something and he is always on the look- 
out for the opportunity of improving that land 
which is already under cultivation. He studies 
the action of every kind of fertilizer and does not 
hesitate to put into practice the suggestions which 
are furnished him by the Department of Agricul- 
ture, and by the innumerable agricultural schools 
that have sprung up throughout this country dur- 
ing the past ten or fifteen years. If only the auto- 
mobile distributor of today would take one half 
as much pains with his territory as the farmer 
does with his lot, the number of orders which he 
would be able to secure would probably be as 
big a surprise to him as the results from the hun- 
dred acres are to the old man of the land who 
spends his lime regretting that he was not as well 
educated as his son. 

The Comedy of Reasons. 

{T is an interesting experience for the man to 
listen lo the various reasons why the automo- 
bile distributors are not capable of getting 
maximum orders out of their territories. 

The excuse which is most often heard is that 
the people living in that section are not prepared 
to spend more than one thousand dollars for an 
automobile, and this as a rule is followed up by 
the statement that the distributor has personally 
tried to sell higher priced cars in that territory 
for the past three years, but that the only demand 
is for cars selling under one thousand dollars. 

The answer is that one can only be sorry for 
his powers of salesmanship. 

There is not any more fertile field for a car of 
the HUDSON caliber than a territory in which the 
thousand-dollar product has taken firm root. 
There are not any of us that stand still. 

We either go forward or backward, and this is 
particularly true among automobile owners, — they 
are never satisfied but for a few scant months. 

There is always something that the car which 



Jump to Higher Price Class. 

# |\HERE are some distributors who deplore 
J the number of low-priced cars which are 
c .\ being sold. Could anything be more un- 
businesslike than this? 
Eighty-five per cent of the owners of the best 
known low-priced car in this country do not fxir* 
chase a second car of the same mal?e — they buy 
higher priced cars instead. 

The reason for this is that despite the fact that 
this particular car is one of the greatest values in 
the automobile market, yet it undoubtedly fails to 
satisfy, either because it is too small, or because 
it lacks refinement, or — and this is probably the 
strongest reason of them all — because practically 
everyone can afford to own one and familiarity 
breeds contempt. Broadly speaking, we are all 
social climbers. 

We are always planning on moving into a little 
larger house than we have at the present lime, or 
building a little belter place than our neighbor, 
and particularly we are always hoping that the 
time will come when we shall be able to buy a 
little more expensive automobile than the one 
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demand for low-priced cars and the number of 
such cars in use as the strongest argument in con- 
vincing your prospective dealer that there are in- 
finite possibilities for the sale of the Hudson in 
his vicinity. 

Some distributors take the point of view that 
the expense entailed in putting a wholesale man 
out into the territory is so heavy that the returns 
are not sufficient to justify the expenditure. 

It is possibly true that in a territory which has 
not heretofore been worked on the Hudson line 
that the returns for the first year from the out- 
lying territory will not be sufficient for a man to 
retire on. 

Rettults Are Profitable — Invariably. 
T the same time our national campaign of 
advertising has made the name of the 
Hudson so well known that there is not 
any excuse for the failure to get results 
of such magnitude as to completely offset the ex- 
pense of the salesman himself and also to show 
quite a little profit. But possibly this is the most 
important fact to be borne in mind, it is going to 
be impossible for any distributor to retain his ter- 
ritory and to make the profit out of the automo- 
bile business which he is entitled to, unless he is 
prepared to develop the wholesale end of his 
business. For the first year there will be some 
profit, but the second year and from that time on 
the profits accruing from the wholesale end of the 
business will continue to increase in magnitude, 
with a very small increase in the expenditures. 

In selecting a wholesale salesman, don't be 
"penny-wise-and-pound-foolish." Don't send out 
a man who has failed to show results in your 
showroom. Be prepared to pay him more than 
you pay your retail salesmen — get a man in whom 
you have sufficient confidence to let him lake a 
car and if he is the salesman he should be, the 
results he will get will make him a surprisingly 
profitable investment. 

In closing contracts — particularly in the smaller 
towns — you should forget percentages and talk in 
net figures. 

For instance, "$280.00 profit" sounds far more 
attractive than "15 per cent," yet the amount 
mentioned above is a little less than 15 per cent 
of the list price of the Model "37." 

Two hundred and eighty dollars is more than 
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twice ihe profit made by the smaller dealers on 
cars selling at less than one thousand, and owing 
to the quality of construction and material used 
in the Hudson, the possibility of gratis work be- 
coming necessary is practically nil. 

Don't Place All Egr&s in Same Basket. 

t \ VERY dealer established is just one more 
'J anchor to windward. The automobile 
' y dealer who relies for his profits and his 
success entirely upon the business which 
he is able to obtain locally, is placing all of his 
eggs in one basket, in a manner which is posi- 
tively dangeious. We all know that cities ex- 
perience ups and downs of prosperity. The 
swing of the pendulum is so sure that every think- 
ing man prepares himself for the inevitable slump 
in local conditions which he knows is bound to 
come within a certain period, and endeavors to 
fortify himself by securing sources of profit out- 



side of his immediate locality, which will enable 
him to weather the financial storms which he is 
sure to encounter. 

The automobile manufacturer is in exactly the 
same situation as the automobile distributor. He 
loo has got to market his product irrespective of 
conditions which may exist in isolated centers. 
He cannot afford to rely upon a few centers for 
the distribution of his product, unless he is assured 
that those centers are themselves establishing 
other points of distribution. 

We have headed this article with an extract 
from our present contract. This clause was in- 
serted to protect us against the distributor who is 
so short-sighted as not to protect his own interests 
by thoroughly covering his territory. We have 
got to assure ourselves of as many points of dis- 
tribution as this country is capable of furnishing, 
and we shall not hesitate to clear out the weeds 
from beside the fences and plant our own crops 
if it becomes necessary. 
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How Salesman s Qiiick Wit 
Troduced a Winter Order 



mfi; 1 1 1 1 i 1 n i] f: 1 1: MiM t 1 ii n m; i.i i iiii:i .1 1 :i i! ! :i ii .i ;i; 1 1 1 >';,! 1 1 11; 11 ir i iT?^. 

.ALESMAN IVERSON, of the Louis 

Geyler Company, Chicago, was calling on 

\l a prospect in Chicago last winter, and had 

been having some difficulty in getting an 

•/tin riia man 
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He had been working on the man since fall. 

I The best excuse the prospect could deliver at 
the time of Iverson's latest call was because it 
was winter. 

"I don't want to talk automobiles at this lime 
of the year. Look at that terrific snowstorm that 
is raging outside," the prospect vehemently ex- 
claimed, waving his hand in the direction of all 

I out-of-doors. 

I "If it makes you feel that way," said Iverson, 

I rnlnrilv "rtnn \ Irtnlr s»l il 1 



And he walked over to the windows and 
pulled all the shades down, so that the prospect 
could not see the raging snowstorm. 

The move took the man by surprise, and in 
his admiration of Iverson's strategy, he was put 
in a better mood for talking automobiles. 

The result was that a short time after that, the 
Geyler salesman walked into the store with the 
order. 
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i Closing Sales ^uick I 
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By GEORGE IK WRAY, 

President, \Vr-.jr-IM<-kln»oii Co., 

Shrvveport, Lit. 

(HAVE hit upon a scheme that I am going to 
work when my six-cylinder demonstrator is 
received. 

The aim of the scheme is to close quickly a 
few of the hot prospects, whom I have on my 
list — those who have evidenced an interest in the 
car, and from whom I believe it will be possible 
in this manner to secure orders rapidly. 

I have taken a list of prospects, and have 
made arrangements to secure the services of a 
telegraph messenger boy in full uniform and his 
bicycle. The boy is to lake the telegram, as per 
the attached, and deliver it, getting the prospect's 
receipts. 

Note the day lettergram is signed by the Hud- 
son Motor Car Company. 

The Hudson factory carries great prestige 
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other communities. Every word of this telegram I of this sort of a notification 
will be read by the prospect. The unusualness | demonstrator to the Wray- 




DAY LETTERGRAM 

THE POSTAL TELEGRAPH-CABLE COMPANY 
OF TEXAS 

I Imxmk nd Mm Uf Mvgnai w*e* k tk. Ira ui m*m ptaM m to toft ft tk Mart. 

S. M. ENOLISH. Pr— Witt twj Q«Mf»l M»n«—f . 
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Eetrolt Llich. 9/26 /j2 



D. H . Cunty 

Shreveport Lu. 



On Hoth inat.we Bhipped \i ray -Dickinson 
Co. your city their nix cylinder deoon- 
etr?*tor.Car should arrive Shreveport 
Thurekay aueteet vou arrange for demon- 
stration t jid plftc« order early If *ont 
pro.fjt tlelivery. 



Hudson ilotor Cor Co. 
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of the shipment of a | 
Dickinson Company I 
will instantly rivet | 
the prospects' de- | 
sires on that car 
to (he extent that i 
I believe everyone i 
to whom the tele- 
gram has been 
sent will come in- 
to the store and | 
want a demon- , 
stration as a re- 
sult. , 

This idea can 
be used in large j 
cities and small, I 
by taking the hot | 
prospects, and at- ' 
templing to close I 
them quickly by : 
this unusual' 
means. 

Of course, it 
would be folly to 
send the telegram 
to prospects who 
have received 
hardly any educa- 
tion on the car, 
but it is a wise 
move in endeav- 
oring to close 
deals that have 
been hanging fire. 



ST U BBS 



The terrific demand by motorists and dealers 
for 1913 cars has made Assistant Sales Manager 
I*. I>. Stuhbs feel like tins, even if he doesn't 
quite look it. 



& j \ HIS prospect for an automobile was a 
I well-known Houston business man. All 

f \ the automobile salesmen knew him. Most 
of them had burned gasoline by the gallon, 
and consumed a shameful amount of valuable 
time trying to sell him a car. 

In fact, he was so well known that my taking 
him out in our 1913 demonstrator created a good 
deal of jocular comment among the various auto- 
mobile agencies in town. 

One day I succeeded in getting him sufficiently 
interested in our car, and he actually asked me to 
call the next morning at 9 o'clock. This was 
after he had been given up as a hopeless pros- 
pect by practically every automobile agency. He 
stated that the next morning he would have time 
to take the matter up with me further. This of 
course I did, but I found he was still undecided 
as to what he would do. He put me off until the 
next morning at 9 o'clock. However, it seemed to 
please him to be called upon each day at the same 
hour, so I arranged my plans, and made a prac- 
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tice of calling upon him each morning. I spent a 
very few minutes. At the same time I showed 
very little disposition to force him to an issue, but 
I merely gave him on each occasion a little more 
information about the car. When there was noth- 
ing else to do, I would call him by telephone, and 
lake him for a short drive. It was more of a 
social ride than a demonstration. 

Decides to Close, But Doesn't 

H IN ALLY when this had continued until the 
attaches of the building where he has his 
office had become to consider me a perma- 
nent fixture, and the elevator boy learned to 
put me off at the right place without request, I 
told him I had decided it was time he purchased 
a car. 1 said I had come to get his deposit 
money. Then he "played" for more time. Fi- 
nally he agreed to go over with me, and look at 
our Service Department. He ventured the fact 
that he was especially anxious to know how we 
were shaped up to take care of him. 

I drove him over to our Service Department, 
took him through the shop, showed him our equip- 
ment, and introduced him to our head mechanic. 
With the latter he carried on a considerable con- 
versation, and imparted a good deal of advice 
and information as to how it was best to take care 
of automobile owners. 

Agrees to Look at Service Department. 

DE finally decided he would close up for a 
car. He said he would give me his de- 
posit money, and then go and make arrangements 
to have a garage built. 

"But I presume," he said, "you give a written 
guaranty with your cars — as soon as you give me 
a written guaranty to keep this car in first-class 
condition for one year from date of delivery, 
without cost to myself, I am ready to close up 
and turn over the deposit money." 

I said we could not give a written guaranty. 

I told him we would give him the same guaranty 



that the factory gives us, and that while we do all 
minor adjustments for a certain period of time 
free of charge, we did not sign any agreement. 
He became indignant. He said I was carelessly 
throwing away his time, and he would under no 
circumstances do business with us on such a basis. 

The End of the Deal. 

DE said he had often heard that automobile 
dealers did not treat owners right. Our re- 
fusal to sign the contract he wanted marked the 
end of our business relations, he was positive. 

After he had ably acquitted himself of this 
oration, I was ready to go and tell him that I 
was glad to have been able to show him a car 
that he considered a good value, and wanted to 
thank him for having indicated to us that he be- 
lieved in the car sufficiently strong to buy it. 

"But knowing now what you would expect of 
us," I told him, "we would not in any circum- 
stances sell you a car. I would suggest that you 
find some reliable dealer in whom you have confi- 
dence, and give him your order, as we would not 
I care to take the business in that way." 

A Strange Wind-up. 

I ^r\HEN the strangest thing of the entire deal 
^^/ happened. 

We were driving back to the center of Hous- 
ton. Suddenly he turned around, apologized for 
his conduct, and almost before I had an oppor- 
tunity to wake up to the fact, he came through 
with a $50.00 deposit on the car and signed the 
order. 

Though he worried us a good deal about driv- 
ing lessons before his car came, he is now one of 
our most enthusiastic owners, and is really a very 
agreeable man to deal with. 

The way the order was secured was an intima- 
tion that he did not have confidence in us. The 
natural sequence of that intimation was an apol- 
ogy from him, and as a consequence his order 
for the car. 
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Aero- View of New Building Activities at Hudson Plant 

This photoftraph was taken from the top of the Hudson water tower, over 100 feet above the earth. It shows the progress of the construction of the two extra 
wings of the factor)'. 

Since the photograph was taken, great foundation pillars have grown out of the holes to the right. The space between all three wings has become a complex 
fabric of scaffolding. Workmen are rushing the work on the new additions, in order to finish both in December. Carloads of material are being hauled in. and 
there is strenuous activity everywhere. Kxtraordinary demand for the new cars is the inspiration for pushing the new additions as fast as possible. They mark the 
doubling of the floor area of the Hudson plant within a year. 
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ISCOUNT-GIVING, by our competitors, 
is a great help to us in selling cars. 

I hope those of our competitors in New 
York who are offering discounts, keep on 
offering them, for the contrast between their meth- 
ods and ours is helping us sell Hudson cars. 
Should they quit giv- 
ing discounts that con- 
trast would be elimi- 
nated. They would 
then be on the basis we 
are, of the list-price 
car. 

There is scarcely a 
prospective purchaser 
of an automobile, who 
walks into the A. El- 
liott R a n n e y Com- 
pany's store a second 
time and asks for a 
discount. The reason 
is because they know 
that there is no dis- 
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count on this car, and 
that no one has ever been known to get one, that 
all owners are on the same scale with us, each 
having paid full price for the car. There is noth- 
ing that we must make up. 

We have built up the contrast between our- 
selves and discount cars to a point where it actu- 
ally helps us mal^c sales strictly by adhering to 
list prices. 

The way we invariably handle the request for 
a discount is this: 

If the purchaser comes in and asks for a dis- 
count, we will state to him that we sell our cars 
on list prices, and we will give him a talk on ' 



what service means. Then if he mentions the 
fact that the Y car will give him $50.00 off, we 
earnestly advise him to "go back there tomorrow, 
and they will give you $50.00 more off the 
price. 

The Effect of the Idea. 

HT first this looks like a good suggestion to 
the prospect, because we being in the auto- 
mobile business naturally know if there is a 
greater discount. 

So invariably the prospect returns to the store 
of the discount car. 

If he braces the proprietor for $50.00 more off 
and gets it, his confidence is instantly unseated, 
for he does not know what the bottom price can 
be. 

On the other hand, if he is refused the $50.00 
that he supposes other people are getting — for we 
inferred that in what we told him — then he be- 
lieves himself outraged. He is not getting a 
square deal. 

It works both ways and the prospect — if he is 
not too far gone when we get him — will return to 
the A. Elliott Ranney Company's store and pur- 
chase a Hudson car. 

So, by the very contrast of these two methods 
of doing business, we have made the discount- 
giving of our competitors a true asset to us in sell- 
ing cars. 

The End of Trading. 

#C\HE fact that we ate not trading any second- 
^^^ hand or used cars is helping us wonder- 
fully. Owners of used or second-hand cars al- 
ways expect exorbitant prices in trade, when con- 
sidering the purchase of a new car. That has 
been the custom and will continue to be the cus- 
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torn, so long as distributors and dealers leave this 
opportunity open for owners of used cars. 

The successful distributor or dealer and the 
one who will do away with this practice by turn- 
ing down all trades absolutely, will continue in 
business when all others, following the old cus- 
tom, will long have been forgotten. 

We established a reputation of fair dealing in 
looking after our purchasers' interest by turning 
down trade deals of all kinds, but the past two 
years we have been maintaining a Used Car De- 
partment, in charge of an expert on values of 
used cars, for the purpose of selling such used 
cars as our purchasers may have to dispose of, 
before they are able to pay for a new car. This 
Department has been run, and will continue to be 
operated at our own expense, without any charge 
to the owner of the used car, provided that on 
our effecting a sale of the used car, the owner 
will accept delivery of one of our new cars. 

It has now become generally known through- 
out our territory that we make no trades — nor 
have we made any trades — and invariably when 
the plan is explained to a prospective buyer of a 
new car, who owns a used car, he will agree to 
this arrangement in preference to a trade, and 
we have proven this to be beneficial to the owner 
of the used car, to the extent that we have in 
some cases obtained from $25 to $400 more for 
their cars than they would have expected in trade. 

How Best Service Is Rendered. 

/V\HIS arrangement, together with the fact 
^^/ that we sell at nothing but list price, en- 
ables us to render every owner in our territory — 
which now number about two thousand — the best 
service that can be expected, and there is never 
a question or quibble as to whether an owner is 
entitled lo service or not, for all owners are on 
the same scale with us, each having paid full 
price for his car. There is nothing that we must 
make up. 

A further very important feature is the fact 
that did we do trading or price-cutting of any 
kind, we would be obliged to either make up at 
some future time by overcharging an owner, or 
rendering some charge where none would ordi- 
narily be made. 
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business men to decide on which goods to buy by 
asking the salesman which he considers second 
best to his. When enough salesmen have decided 
that a certain product is "second best," then the 
business man buys that product. 

So when you are accosted with the "second 
best" bromide, reply that there is hardly a basis 
for comparison between other cars in the HUD- 
SON'S price-class. The reason is that most 
cars are designed by a single engineer. A single 
human brain is so small it cannot discover its 
every error, more especially in a mechanical line 



where the car is to the engineer what a baby is 
to its mother. No mother ever sees wrong in 
her child. Neither does the engineer who has 
designed an automobile. 

But there is no chance for error where 48 
leading engineers concentrate in one car the com- 
bined experience gleaned in 97 different fac- 
tories in the production of over 200,000 auto- 
mobiles. Hence there is no basis of comparison 
between any one-man car and a 46-man car. 
That is the fact to present when you are asked 
which is "second best." 



Fifteen Minutes 
Then the Order 



By H. H. Dillon, 
Lincoln, Neb. 



^""JAMES BELL, of David City, Nebraska, 
\^y called at our salesroom and asked to see 
the "37." We showed him the touring car model. 
He at once stated that he did not like the seats 
so high and wanted more front room in front and 
not so much in the rear. 

The State Fair was in progress at this time so 
we took him out to our exhibit to see the torpedo 
model. He said he did not care to go into the 
mechanical construction of the car but merely the 
body design. 

After trying both front and rear seats he said, 
"'111 take a torpedo in gray with seats covers." 

Outside of the time it took to drive from our 
salesroom to the Fair Grounds the sale consumed 
about fifteen minutes. Mr. Bell is the wealthiest 
man in his locality and owns more grain elevators 
than one can shake a stick at. 

By W. W. Wilson, 



Ten Minutes Brings 
the Order 



By R. C. Greth 



Two Rapid Orders 
in Montreal 




Sales Manager, 

Montreal Import Co., 

Ltd., 

Montreal, Canada 

OUR quickest 1913 sale was as follows: 
A certain military gentleman, a lieutenant- 
colonel, to whom we have been trying to sell a 
Pierce-Arrow car, drove up to our door one day 
in his Ford runabout and came in to see photo- 
graphs and blue-prints of Pierce-Arrow limousine 
bodies. While here, he saw our New Hudson 
"37" on our floor and asked the price of it. 

We seated him in the car, showed him how it 
operated, and told him about the six-cylinder, as 
we thought he would want a larger car than the 
"37." He then asked to see a limousine and 
when we showed him the photograph he told us 
that he would order a limousine for October de- 
livery if we would sell him our demonstrating 
car for immediate delivery. 

As this man is in the Pierce-Arrow class, we 
decided to give him our demonstrating car, if he 
would leave it with us when not in use, until 
another car came along. He instructed us to 
bring the order forms to his office the next morn- 
ing, which we did, receiving his check for the 
model "37" and a cash deposit of 10 per cent on 
a "54" limousine. 

The next day this gentleman's brother walked 
in to see the Hudson "37" car and, when in- 
formed that our demonstrator had been sold to 
his brother, who had it away to the races that 
afternoon, he also said, "That is good enough 
for me. Enter my order, if you can deliver it by 
October 10th." 

The military gentleman is Lieutenant-Colonel 
Charles A. Smart, president of the Smart Bag 
Company, Limited; and his brother is Mr. R. 
Smart, a prominent financial and realty man of 
Montreal. 



#|%HILE in Nashville, Tennessee, calling on 

VIZ the Imperial Motor Car Company, W. M. 

S tames came in the show room 

and two minutes afterwards was 

escorted into the private office by 

Mr. Stockwell, salesman for the 

above company. 

There Mr. Starnes placed his 
order for a "54" Hudson. 

This occurred as the whistles 
blew mid-day and ten minutes 
afterwards Mr. Starnes, Mr. J. 
S. Frazer, manager of the Im- 
perial Motor Car Company, and 
Mr. Stockwell, together with the 
writer, were in a Hudson "54" and on their 
way to the hotel for lunch. 

I believe that this will set all records to date on 
a quick sale of either the Hudson "37" or Hud- 
son "54, M and Mr. Frazer has cited this as an 
example of the ease they have experienced in 
selling the Hudson "37" and Hudson "54." 



T h e photograph 
opposite is that of 
A. E. Kirk of the 
Hutchinson Motor 
Car C o m p a n y , 
Hutchinson, K a n - 
sas. It was taken 
at the factory when 
Mr. Kirk came to 
see the new line. 
He is probably one 
of the most re- 
sourceful salesmen 
in the big family. 
He is the man who, 
when a prospect be- 
came curious over 
the Hudson Digkst, 
told the latter to 
take the book home 
and read it over 
n i g h t . lie had 
found the man 
hard to sell, and in 
d e s p e r a t i o n he 
turned the Digest 
over to him. Next 
morning the man 
of his own accord 
placed Ids order. 
Th is re sou rcefuln ess 
has made him one 
of the big auto- 
obile distributors 
of Kansas. 



J htce Minutes for 
Houston Order 



By C. W. Manford, 

A. C. Burton & Co., 

Houston, Tex. 

OUR quickest 1913 sale was made by Sales- 
man A. L. Townsend, and probably con- 
sumed three minutes, if a stop-watch had been 
held on him. 

A well-known business man in town walked 
into our place and asked to see a Hudson "37." 
At the time our demonstrator was on the rack 
being washed, and as he did not have time to 
wait for a demonstration, said: "Well, Til take 
a five-passenger touring car, and you can show 
my family this car at 7 o'clock." 

This was Mr. E. M. Lisle. 



Fire Minutes at 
U'llliamsport 



By C. E. Kemp, 

Sales Manager, 

Keeler Motor Car Co., 

Williamsport, Pa. 

HAST Friday before our demonstrator ar- 
rived Mr. William Emery drove in our 
shop with his Fiat roadster and wanted to know 
what the Hudson had for 1913. 

I told him the improvements and he was very 
anxious to see the car; of course we did not have 
one so I made him an allowance on his Fiat 
roadster. 

He jumped right out of his car, leaving tools, 
es, pennants, and extras amounting to at least 
$200.00 and said, "If the Hudson car has the 
extras that you say and if it is as fine as last year 
with this extra equipment, I want one." 

We closed up with him in five minutes' time 
for a "37" five-passenger car. I consider this one 
of the quickest sales I have ever made. 



**^%OM BOTTERILL, Hudson distributor 
at Denver — in interesting various dealers 
in Colorado and Wyoming in the Hud- 
son line — used a good plan, when he of- 
fered to pay their railroad fares to Denver and 
return, in order that, they might visit the Bot- 
terill store and talk over the proposition. 

"I wanted a chance to meet them — to show 
them the new Hudson, and I was willing to pay 
for the opportunity," said Mr. Botterill. 

The letter he utilized is as follows, and it con- 
tains a suggestion to other Hudson distributors 
and dealers, where territories are open: 



TOM BOTTIRILL, 

PIIRCI-ARROW AHD HUD S Off MOTOR CARS, 

DffffVIR. 

Dear Mr. 

You are overlooking a great 
opportunity. ' 'THB HUDSON AGIHCY Iff 
YOUR CITY 18 ffOW OPffff. ' » 

It being impossible for me to 
tell you, in a letter, the thousand 
reasons why you should take on this 
lino. I will make you a little pro- 
position: 

I know you must be Interested In 
the advertising now being done by 
the Hudson Motor Car Company, but I 
want to oonvlnco you of the abso- 
lute truth of this advertising. 

Your railroad fare will be paid 
to Denver and return, If you will 
corns and talk this over with me. 
There are no strings to this—if I 
oannot oonvlnco you and secure your 
signature to contracts, I am out. I 
want a chance to meet you; to show 
you the new Hudson, and am willing 
to pay for the opportunity. 

You oannot afford to lay this 
letter aside unanswered. Write now 
while you have it in mind- -don' t 
delay — this means much to you. 

If you have contraoted for any 
line conflicting in prloe with the 
1913 Hudson, please stats so. 
Very truly yours, 

TOM BOTTIRILL. 
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BY 
ELBERT HVBBflRP 
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N all this Cuban business there is one man stands out on 
the horizon of my memory like Mars at perhelion. 
When war broke out between Spain and the United States, it was very 
necessary to communicate quickly with the leader of the Insurgents. Garcia 
was somewhere in the mountain fastnesses of Cuba — no one knew where. 
No mail nor telegraph message could reach him. The President must 
secure his co-operation, and quickly. 
What to do! 

Some one said to the President, "There is a fellow by the name of Rowan will 
find Garcia for you, if anybody can." 

Rowan was sent for and given a letter to be delivered to Garcia. 
How the "fellow by the name of Rowan" took the letter, sealed it up in an oilskin pouch, strapped it over his heart, in 
four days, landed by night off the coast of Cuba from an open boat, disappeared into the jungle, and in three weeks came out 




the other side of the Island, having traversed j Will the clerk quietly say, "Yes, sir," and go do 



a hostile country on foot, and delivered his letter 
to Garcia — are things I have no special desire 
now to tell in detail. The point that I wish to 
make is this: McKinley gave Rowan a letter to 
be delivered to Garcia; Rowan took the letter and 
did not ask, "Where is he at?" 

By the Eternal! there is a man whose form 
should be cast in deathless bronze and the statue 
placed in every college of the land. It is not book 
learning young men need, nor instruction about 
this and that, but a stiffening of the vertebrae 
which will cause them to be loyal to a trust, to 
act promptly, concentrate their energies: do the 
thing — "Carry a message to Garcia." 

General Garcia is dead now, but there are other 
Garcias. No man who has endeavored to carry 
out an enterprise where many hands were needed, 
but has been well-nigh appalled at times by the 



the task? 

On your life he will not. He will look at you 
out of a fishy eye and ask one of or more of the 
following questions: 

Who was he? 

Which encyclopedia? 

Where is the encyclopedia? 

Was I hired for that? 

Don't you mean Bismarck? 

What's the matter with Charlie doing it? 

Is he dead? 

Is there any hurry? 

Shan't I bring you the book and let you look it 
up yourself? 

What do you want to know for? 

And I will lay you ten to one that after you 
have answered the questions, and explained how 
to find the information, and why you want it, the 



imbecility of the average man — the inability or | clerk will go off and get one of the other clerks 



unwillingness to concentrate on a thing and do it, 
Slipshod assistance, foolish inattention, dowdy 
indifference, and half-hearted work seem the rule; 
and no man succeeds, unless by hook or crook or 
threat he forces or bribes other men to assist him; 
or mayhap, God in His goodness performs a 
miracle, and sends him an Angel of Light for an 
assistant. 

You, reader, put this matter to a test: You are 
sitting now in your office — six clerks are within 
call. Summon any one and make this request: 
"Please look in the encyclopedia and make a brief 
memorandum for me concerning the life of Cor- 
reggio." 



effort is for all? 

A first male with knotted club seems neces- 
sary; and the dread of getting the "bounce" Sat- 
urday night holds many a worker to his place. 
Advertise for a stenographer, and nine out of ten 
who apply can neither spell nor punctuate — and 
do not think it necessary to. 

Can such a one write a letter to Garcia? 

"You see that bookkeeper," said the foreman 
(o me in a large factory. 

"Yes; what about him?" 

"Well, he's a fine accountant, but if I'd send 
him up-town on an errand, he might accomplish 



to help him try to find Garcia — and then come 
back and tell you there is no such man. Of 
course I may lose my bet, but according to the 
Law of Average I will not. j 

Now, if you are wise, you will not bother to 
explain to your "assistant" that Correggio is in- 
dexed under the C's, not in the K's, but you will 
smile sweetly and say, "Never mind," and go 
look it up yourself. And this incapacity for in- 
dependent action, this moral stupidity, this un- 
willingness to cheerfully catch hold and lift— 
these are the things that put pure Socialism so far 
into the future. If men will not act for them- 
selves, what will they do when the benefit of their 



SIGNIFIC.-1XT SICXS OF T1!F. TIMFS. 



The letterhead below is typical of the large 
number of new letterheads that have come to 
the factory since »«(• dealers joined us. 

Many have a black strip over the name of 
the competitive car the dealer discontinued 
handling. The word Hudson is beneath it. 
Your friends the life-o-trade are joining the 
B. F. 

"The King is Dead: Long Live the King." 
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Poor Old Life-d -Trade | 

1 Now in Danger of Being | 

Swallowed up by Oblivion § 
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He Is Crawling In and 

Pulling the Hole in 
After Him. 



By C. L. ROSS 

Manager Pacific Car Co., Tacoma, Wash. 
^-X EGARDING our sales here and in Seat- 
* jf tie, we are more than pleased with what 
* I \» w « have done so far. At this writing 
we have 7 orders for "37 V — March or 
April delivery — and 3 orders for the "37** and 
6 "Sixes" for immediate delivery. 

In Tacoma our showing is better than we did 
with the Y car last year at this time. 

Last year at this time we had sold 3 "Y" 30*s 
and 3 Y 36's — a total of 6 — and we have this 
year sold 16 HuDSONS. 

This morning (Oct. 15), I sold two "37V 
and received the money for them before 9 A. M. 

Both men came after the same car; one ten 
minutes after 1 had closed the sate on the only 
car we had. This car had run 800 miles and we 
received full price for it. 

Senator Foster, one of the wealthiest men in 
Washington, purchased one of these cars. Sun- 
day we took two orders for "37V* in Tacoma, 
so at the present time we have six "37" orders 
and six "54** orders in Tacoma counting the 
cars we have delivered. 

From an Interview 

By FRANK BOTTERILL 

The Tom Botterill Automobile Co. 

Salt Lake City, Utah 

[O far this year we have sold more Hud- 

sons than we did "Y" cars during the 

entire 1911-1912 season — and the Hudson sea- 
son is but a few months old. 

There is no comparison between the salability 
of the two lines. We are working practically 
the same number of men, but sales are made 
easier and quicker — each man yields a bigger 
profit on hit services. And each man makes 
more money himself on the success of the Hud- 
son line. 

^■''nrJiiniiiiitwiMP 



\ Thafik You, Very Much j 
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By E. M. ALLING 

Manager, Gillis-Baird Motor Co., Rochester 
^^f%HE writer wishes to congratulate you 
upon the September 28 issue of the Tri- 
angle. It is by far the best number that 
has ever appeared. 
Both E. C. Morse and Robert W. Powers 
whose article on "What to Say to Wrong Com- 
petitive Statements" appeared in that issue — as 
well as the editor of the paper, are to be heartily 
congratulated on such able articles. Let us have 
more of them. 
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BIG FAMILY GOSSIP— Very Personal Indeed 



(Continued from Page i.) 




the cap'n referring to the regular cups as bally 
shaving mugs which caused much merriment. In 
other parts folks are taking to demy-tass. 
WEATHER INDICATIONS. 

The w. k. Guy Smith, Omaha, nearly got to 
these parts, he having went to Milwaukee for the 
auto races when rain descended and he and Lou 
Geyler sat in the store and swapped yarns. 

Jack Phillips from down St. Louie way dropped 
into the sanctum. Politics was not discussed. 

Ole Jess Draper says Mrs. Draper is kinder 
sore on that d. m. batting average business. So 
Jess came to see us. We wish to say Jess' average 
was in error. — Adv. 

SPORTING NOTE. 

The photo of Old Doc Kirk, Hutchinson, Kan., 
in these cols, didn't take with the Doc and he 
was het up. In his behalf we apologize for same. 

INDIGNATION NEWS. 

A tramp called on Farmer Jones who gave 
him food and lodging if he would help harvest. 
At 4 o'clock a. m. Farmer Jones shook him and 
said: "Come, get up I We must harvest oats!" 
The tramp, loath to arise, asked: "What kind 
of oats — wild oats?" Replied Jones: "No, 
they ain't wild oats." "Then, why sneak up on 
em in the dark?" and the tramp rolled over and 
went to sleep. 

REGULAR GOSSIP. 

For the real demon salesman, note the man 
trading in his old car for a "37." One came to 
see Harry Dillon, Lincoln, Neb. He had a 
1906 Olds. "Why this car," the prospect argued, 
"Is the very first automobile Howard E. Coffin 
designed when he came to America." Famous 
romers: Christopher Columbus, 1492; Howard 
E. Coffin, 1906. 

Discovered: the man who found The Magic 
Story in the recent Triangle, loo deep. If we 
can find two more we will start the Old Sleuth 
series. Or would you rather have Old Cap 
Collier? We've all read Nick Carter, so no 
demand for that. 

Girls, your last chance to wed a district man- 
ager is flown. E. O. Patterson toppled over the 
brink just lately in K. C. Life's happiest words: 



Atlantic City, N. J. Opposite him were a cou- 
ple, supposedly a bride and groom. Mr. Lam- 
bert supposed they were New Yorkers. The 
husband remarked: "Well I guess we might as 
well get the car again this year?" His wife 
assented. Lambert leaned toward the man. 
"Pardon the intrusion, but I overheard you talk- 
ing cars. Take my word, I know, and don't you 
purchase any car until you have seen the new 
Hudson. I's a wonder. There has never been 
a value like it. I'm in the business." Just the 
other morning Mr. Lambert's hair almost turned 
gray when the very lady whose husband he had 
advised, drove up to his Baltimore store in a 
"37." She didn't speak, just shook her finger at 
him. For it was the first time that she too, real- 
ized that the kindly gentleman who knew auto- 
mobiles was from her own town. Lambert's 
altruistically-planted seed, grew a real plant in 
his own garden. A salesman had taken the 
order when he was away. 

| Little Old "20"— Two Years j 
| Old— Unscrambles Six j 
| Racing "Reps" | 
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TELEGRAM 

Detroit, Mich. 
E. O. Patterson, 

San Antonio, Tex. 

Go to Kansas City. 

Hudson Motor Car Company. 



OW is this per- 
formance for a 
stock car — a 
Hudson "20" 

that has been run for 

over two years? 

The Central Auto [\ 

Company, Falls City, 

Nebraska put a Hud- 
son "20" roadster in a 

race against six other 

cars of racing repu- 
tation on a half-mile 

dirt track at Falls 

City. The little 

cleaned them up alive. 

It. made an average ,__ ___ 

speed of 52 mites an 

hour on a half-mile dirt track, the race being 15 

miles in length. 

This is surely a good performance for a stock 

car that has seen some pretty stiff service for 

two years. 






. car |The Little Old "20" Ran 
Clrelen Around 
Them All. 



This is the bride and groom story: L. E. 
Lambe I, Baltimore distributor, was dining at 



■Don't Hibernate TJiis Winter — 
Every Seed You Plant Now 
Means an Easier Sale in Spring 




Don't Hibernate This Winter 
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Four Sales in Single Day § sags; 
Fall in Mr. Millers Way I )bSb ^ 



CTOBER 5th was "Hudson Day" at Seattle, Wash. 
The Pacific Car Company chalked up a new record for a 
day's sales that Saturday. 
Mr. Miller of that concern sold two "37's" and two "54's" on 
that day. For one salesman this is a remarkable day's business. 
Another "Hudson Day" of interest is that of J. H. Phillips, St. Louis distributor who on 
Labor Day secured five orders for cars. 
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Are You a WEAK Link? 
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£y £Vi4AS W. CHRISTIE 



You work for money! 

Your efforts may be concentrated toward improving your position in life — your 
opportunities. 

But the net of what you get in return for your labors is money. 

We are all anxious to make more money, not only because money buys the necessities 
and luxuries of life, but because with the making of more money, comes STILL GREATER 
SUCCESS. 

No matter what your position — whether you are a distributor, a dealer, a salesman, a 
mechanic, a porter or an office boy — you are vitally interested in the success of your work. 

If you, as a Distributor, are trying to get the maximum PROFIT out of your territory — 
with an inefficient organization — with part of the territory not covered — without adequate 
demonstrators in perfect condition to show to prospects — then you, as a Distributor, are failing 
to get full returns on your investment in the way of your capital and your labor. 

You are directly curtailing the opportunities and money making possibilities FOR 
EVERY MEMBER OF YOUR ORGANIZATION. 

The Salesman who fails to co-operate with the Dealer to the limit of his capabilities is 
curtailing his own earning possibilities. 

He is directly injuring the business of the Dealer as well as others in the organization. 

The service man who hears of a prospective purchaser of an automobile and fails — for 
want of interest or through laziness — to give the name and address to the proper party in his 
organization has simply contributed that much toward his own failure. 

And toward the failure of the organization as a whole. 

No matter what your position, you have chosen that position because you believed that 
therei n lies your best opportunity . 

If you are wrong, the sooner you find this out and put yourself into some other position, 
the better it will be for you and everyone else associated with you in your business. 

Because no man is capable of doing his best unless he is entirely assured in his own 
mind that in his present position lies his best opportunity. 
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When he is so convinced, then, and then only, will he work with his heart in his work. 

No chain is stronger than its weakest link. 

Ask yourself this question — "Am I a weak link?" 

If not, then where is the WEAKEST LINK in my organization? 

No matter what your position, if you earnestly and sincerely try to improve your organ- 
ization, YOU CAN DO IT. 

There is no organization hut what can be improved and the organization which will 
ultimately be the best is where all members of it are constantly making an individual effort 
to improve the organization, and thereby THEIR OWN OPPORTUNITIES TO MAKE 
MONEY. 
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! ^//r rw * /^^ L/^ or a STRONG One ? \ 

§ i 

|| | The Weak Links Not Only Hold Themselves Back But Block the Big Hudson I 

I Family 1 s Progress. Be a STRONG Link. i 
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And here, 
gentlemen, 
stands the man 
who holds 
down the main 
chance at 
Dzvight, III. 
He is O. M. 
Naff?iger, of 
the Ferguson 
Motor Sales 
Co., and he is 
known as one 
of the lives t 
automobile 
salesmen in 
that section of 
Illinois. 
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I BIG FAMILY GOSSIP I 



Very Personal Indeed 
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TOWN NEWS. 

Among village happenings is Al Crumley 
who makes his bow as salesmanager, Bemb- 
Robinson Co., of our village. Al got quite 
heavy selling automobiles here and will get his 
weight reduced. 

Bill Spear, the pop. distrib., shows contempt 
for the weather by selling cars after the snow 
flew up in the mountains near Manchester, N. H., 
he having mentioned this on ace. of his rec. visit 
here. 

It was kinder nice to have the son-in-law and 
daughter of H. A. Testard, New Orleans, drop 
into our village, they being on their bridal trip. 
They saw most all the town. 

A gang of youthful bandits who wanted to 
do their work quietly hired a Hudson at Kan- 
sas City, Kan., because as they said- "Its engine 
is so silent." This is quite an encomium for the 
factory here. 

Another has left our village and as we have 
been cautioned not to say anything about it, 
we will keep our word with A. L. McCormick, 
until later when he says he will have an an- 
nouncement to make. Good luck, Mac, we* re 
pulling for you. 

Old man Busby of here and Chicago was 
seen on the shipping docks inspecting tags to see 
where all the automobiles go. 

BushV into print is the specially of W. K. 
Patterson, Portsmouth, O., whose initials stand 
for w. k., our commonly used abb rev. of the 
common words, "well known." W. K. come to 
our village to get a car at the factory. He 
waited awhile here. 

Now that the T. R.-W. H. T.-W. W. fight is 
settled our digestion is much better. Let this go 
double? All right. 

REGULAR GOSSIP 



UR sample *37* limousine is a per- 
fect beauty," said the Motor Import 
Co., Montreal, in a letter to the fac- 
tory. Taking it upon ourselves to 



reply, we would say that that was the intention \ 
when it was built. Montreal's towering hills — j 
not excelled by any in the United States as to j 
ability to tower — give any car a hard run for 
the money. Samuel Toback, New York, almost , 
forgot about lunch when he first saw the "37" 
limousine at the factory. Yes, the **37" limou- | 
sine is a beauty, a "wiz" as R. B. Jackson 
would say. | 

While trying to locate the origin of S. S. i 
Toback's germ of persuasion, we tumbled onto 
the fact that he was once a Brooklyn attorney. 

Seltzer and lemon, please. I. C. Golden has 
begun to see golden since he seized or 
squeezed or seized — pick your own word — the 
main chance at hustling Nevada, la. Would 
that we could all be as close to the fickle geldt 
as Mr. I. C. Golden who carries it around with 
him 24 hours a day. 

This is a great week for Ohio — Taft's state — 
in spite of the little argument at the polls. For 
now comes the news of the copping of four main 
chances. C. C. Stoltz became the delighted 
owner of that at Marion; Old Charlie Stevens 
stormed the fort and took Newark while Circle- 
ville and Logan were captured by the Mader 
Auto Company and the Gage Auto Company, 
respectively. 

Col. Ike Craft, Tampa, Fla., — recovered from 
his recent illness which kept him in the hospital 
for several weeks — is ramming out the base hits 
at the Hudson place in Tampa. 

As we clatter to press this week we are bowled 
over by the flash bulletin that Louie Wright 
persuaded the Rome, Ga., police department 
to clatter to scenes of disaster no more in a horse- 
drawn bus. Pinches will hereafer be made by 
an auto patrol wagon on a silent Hudson 
chassis. 

A man was going home from the world's 
series in a "54." A cop halted him. After the 
usual skirmish, the "54" owner in true brogue, 
remarked: "Pardon my speed. You see I didn't 
want to be caught without my lights working, so 
I was hurrying to Fall River before dark. I 
scarcely appreciated I was going too fast. I'm 
very sorry, my good man." His coat was drawn 
up tightly around his chin. It was getting cold. 
He might have been taken for a priest. The cop 
studied him a moment. "All right, father, go 
ahead," the policeman ordered to the amazement 
of everyone in the car. 



How Hard Are You Hitting ? 

How clos$ are you getting to ioo per cent of 
your selling efficiency ? Are you hitting the 
dotted line often and hard enough ? You can 
ring the bell every time if you keep up on your 
toes every minute and WORK HARD. 




*54" Makes New Record 
Detroit to Akron, Ohio ? 
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?t THINK I have established a record between 
|J Detroit and Akron for the "54" HUDSON. 
&| We left Detroit at 1 1 :30 a. m., come 

by the way of Ypsilanti, Monroeville, Tor 
ledo, and spent 45 minutes in Toledo, one and 
half in Norwalk, arrived in Akron at 1030 
p. m., distance 259 miles. 

I think you will find where we took an aver- 
age of thirty miles per hour for the distance, 
not going out of high speed at any time the whole 
drive. Car is all O. K. and everything I ex- 
pected of it. 



Don't Hibernate This Winter 



Growing! GROWING! GROWING! 
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sixty cents an hour. Formerly this job would then cost $3.00. Now it would 
cost the dealer 15c. 

Use the money-saving short-cuts. Make money with them by talking 
your service to prospects — illustrate by telling how your head mechanic at- 
tends the Hudson School for Mechanics annually. Save money with the ideas 
your man learns by applying them. 

Don't you Fight against Efficiency. If you do, you are fighting your own 
best interests. 

Kick hindsight into the discard. Use your foresight when your mechanic 
returns from this school. 



r 



edge of Hudson cars which 1 have gained 
will be of great assistance to me in the sell- 
ing end of the business. — C. E. Bernard (Dealer), 
London, Ontario. 



The Latest Class at the Hudson School for Mechanics 



Time Saved on One Adjust- 
ment, 4 Mourn. 45 Minutes. 



HAVE every reason to believe that the 
efficiency of the entire Service Department 
connected with the Big Family will be im- 
proved easily 150 per cent. 

As for myself, personally, I know that the 
Mohr Automobile Company of Bay City, as well 
as the Hudson and the Delco Companies will be 
well repaid for the trouble and expense they have 
been put to by having us here for this course. 

Recently I spent five hours trying to find out 
why the generator did not stop when the motor 
was stopped and now I can easily make the ad- 
justment in fifteen minutes, as I know what causes 
it. — Raymond L. Beedk, Mohr Automobile Com- 
pany, Bay City, Michigan. 



How to Make it Sell Cars. 
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FEEL that the school here has been a great 
success in practically every way and 1 think 
that all parties concerned will be benefited a 
great deal, — that is, the dealers, mechanics, 
the Hudson Company, and last but not least 
the users. 

I believe also that a whole lot of advertising 
can be gotten out of this school in that tourists, 
not only Hudson tourists but tourists in general 
are going to find out that Hudson mechanics are 
all acquainted all over Canada as well as the 
United States and that is going to be a big boost 
for Hudson cars. — W. L. Flannagan, Bernard 
Garage, London, Ont. 



Worth the Expense Many- 
Times Over. 



THE Hudson School for Mechanics has been 
a great success, not only in giving us a 
knowledge of motor car construction but a 
complete course of the Delco Ignition Sys- 
tem which alone is worth any mechanic's 
time and expense.— J. L. Sax ton, Keeler Motor 
Car Company, Williamsport, Pa. 



Every Man Should Come 
Saves in Labor Cost. 
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LL dealers ought to send men to this 
hool. No matter how experienced a 
roan is he learns a lot here. They learn 
tear down and assemble the car quicker 
— that saves labor cost — and get a whole 
lot of points on the Delco system. I feel greatly 
benefited by taking this course. — Rue Beatty, 
Kane Motor Car Company, Kane, Pa. 



Saves Time and Employers 
Money. 



! 



THINK this school has been a good thing for 
us. It is a good thing for any mechanic, no 
matter how good a man he is in his line of 
business. We learn things here that would 
take a man quite a long time and a lot of his 
employer's money to learn unless he came to the 
school. We learn a great deal faster by going to 
school than we would otherwise. — F. C. Cheslek, 
Kalamazoo Motor Sales Co., Kalamazoo, Mich. 



Understands the Relay Now. 



THE Hudson school has been a great success 
in several ways from a mechanical stand- 
point as well as the Delco System and I 
have derived much benefit from this course. 
I think I understand the rday much better 
than if I had not attended the school and there 
are a number of little things about the car which 
we now thoroughly understand which were not 
clear before. This will save us money. — L. A. 
Thurlow, Harmon Automobile Co., Portland, 
Maine. 
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such a complete and comprehensive description 
of the New Hudson "37" limousine in the beau- 
tiful catalog devoted solely to this subject which 
has been issued by the Hudson Motor Car Com- 
pany — and of which you have a number of 
copies — that limousine orders come comparatively 
easy with this aid. 

The reason a specific date — December 8 — is 



We Have Got Them All Now 




there 
other 
ntous 



IV i t h the 
B i g Family's 
acquisition of 
the great Fd- 
die (Cannon) 
Bald, the fa- 
mous cyclist, 
member 
are no 
very fa- 
celebri- 
ties tc ho arc 
not now with 
us. 

Mr. Bald be- 
came Pittsburg 
distributor re- 
cently for the 
Hudson line 
and he started 
out to sell the 
cars tvith the 
same old "tvin- 
or-bust" atti- 
tude that in 
the old days 
used to drat/ 
d a w n t h e 
purs e s for 
him. 

Welcome to 
o u r Fa mil v, 
F.ddic. Your 
hand! 




How to Start. 
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1\HE way to go about holding a profitable 
limousine week is to concentrate solely on 
your closed car prospects. 

You will find coupe prospects who can 
be secured for the limousine and the profit on 
the New "37" limousine— which sells for $3250— 
is far larger than the profit on the "37" or "54" 
Touring or Torpedo models. 

So while the season is good, get the big 
rewards. 

While the profit is large the supply of limou- 
sines is limited just as the limousine field is 
limted. 

Set yourself a task whether you are a salesman 
or a dealer if you are in a territory in which 
limousines are sold, to sell at least one limousine 
within the week set aside for limousine week. 

The Bemb-Robinson Company of Detroit held 
their limousine week November 17 to 23. 

The very first day, Monday morning, they sold \ 
a limousine. The profit which that sale brought 
more than paid for the energy and advertising I 
they expended on this occasion. i 

This article was written Monday morning, just 
after the Bemb-Robinson Company closed their | 
first limousine sale for limousine week and made i 
the event a success on its very first day. 

You can do just as well on your own behalf, I 
if you will concentrate on closed cars and go in I 
with the determination of at least selling one car 
within one of the two weeks designated. I 

Some Prospect* You Never Know Intend Buying. 
\yOV never get a chance at some limousine 

M prospects. 

\ You never know that they are in the 

market for a limousine until after they 

have bought. You have got to stir up interest 



in the car among your list of prospects and 
, among motorists generally. 

You have got to enthusiastically describe from 
, the specifications and description in the catalog 
the wonderful closed car that this season is being 
I produced by the Hudson Motor Car Company. 
! You have got to picture to the man or woman — 
, and it is usually the women whom you must 
j finally sell — the astonishing beauty and remark- 
able comfort of this masterpiece in closed bodies. 
j Describe \o your prospect how the New 
, Hudson "37" limousine body is the creation of 
I master body builders — men who designed $5,000 
| and $6,000 limousines. 

Tell them the secret behind the offering of this 
remarkable limousine, which is the equivalent of 
cars the purchaser must otherwise pay $5,000 
and $6,000 for. The secret is this: 

The Hudson Motor Car Company this year 
builds approximately 10,000 chasses. There is 
no maker of high-priced limousines in this coun- 
try who builds over 2,000 pleasure cars and but 
one has reached that output. 

Consider then that the Hudson Company buys 
materials in from five to ten times the quantities 
that the high priced limousine makers buy them, 
and they take advantage of the quantity discount 
which in any line of business is large. 

You can tell prospects that they can now 
get for $1750 less what a year ago they were 
compelled to pay $5,000 and $6,000 for. 
There In Nothing MisMiijr. 

SHOW your prospect how there is nothing 
in distinctiveness, luxury and comfort that 
is embodied in any limousine which is 
missing in this. 
Point out the equipment of the limousine— its 
two leather toilet cases, the leather covered robe 
rail, the speaking tube, the hat rack, the silk cur- 
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An English Lord 

Took "This Photograph 

HORD MONTAGU, of Beaulieu, 
England — Europe's most famous mo- 
torist, a great financier, representative of the 
motorist's interests in Parliament and pub- 
lisher of "The Car" — was the guest of How- 
ard E. Coffin during his stay of several days 
in the center of the automobile industry, De- 
troit. 

Lord Montagu and Mr. Coffin visited the 
HUDSON factories and the British nobleman 
was amazed at the engineering progress 
which Mr. Coffin pointed out to him. At the 
Ford plant Lord Montagu insisted upon tak- 
ing, with his own camera, a photograph of 
these two great leaders in the automobile in- 
dustry of this country, for that was the way 
Lord Montagu styled his hosts. Henry Ford 
is at the left — Mr. Coffin at the right. 

Lord Montagu sent President Chapin the 
photo herewith reproduced. 
ll :: l ii!ii l ;i,iiii!,'i 1 !r!.'. -..: : ' ■ ■ ; ^ :r ;;;i :i:-;!:i!.,:i :'.!! , :: i !': i ' ,; " ' ;■ ■' ':' ''■ : ' "' ' '" : ' ■'■ : ' '■ 
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tains guided by cords on automatic rollers. Have 
them note the two extra seats in the limousine. 
Show how they swing out of the way of persons 
in the rear seat and how this corrects a great fault 
in the average limousine because in the Hudson 
there is no cramping for room. 

The doors are extra wide and high and the 
floor low, affording easy entrance and exit, which 
is particularly attractive to ladies and elderly per- 
sons. 

Point this out if you have a woman to deal 
with in closing a sale. 

Show the operator's compartment, the dash and 
the seat and how they are finished in hand-buffed 
pebbled leather. Point out that the windows are 
made so that they will not rattle — that the frames 
are set in felt. 

Comfortable arm supports are provided and a 
cut glass bouquet holder is furnished. 

// you have a limousine car on your floor to 
shorn, be sure to put a beautiful bouquet in the 
holder. At night have all the lights in the car 
going even though you have to run the motor a 
little in the Jay time to generate the current for 
the lights. 

Also point out that the interior of the car is 
finished in imported whipcord and broadcloth, the 
same as that used on $5,000 and $6,000 limou- 
sines. Overstuffed French cushions and backs are 
also in this limousine and that is a guarantee of 
comfortable riding. 

The upholstering is placed over oil-tempered 
springs and long drawn white hair. 

Tin- Careful Flnifdi. 
"# F YOU want to demonstrate the remarkable 
I finish of this car you can point out the fact 
I that 21 coats of paint and varnish are consid- 
ered necessary in finishing this beautiful car. 
Also tell how ample time is allowed for each 
coat to become thoroughly dry before it is rubbed 
and the next coat applied. 

There is no better finish on any car of any 
make. The upper part of the car is black, the 
lower panels are blue and the chassis black. 
You have a handsome car, quiet in tone, beautiful 
and luxuriously distinctive. 




Henry Ford 
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When you touch on the mechanical operation 
of the car you have but to explain that it is the 
four-cylinder masterpiece of 48 expert engineers 
who had a hand in building over 200,000 auto- 
mobiles of 97 well-known makes. Show how 
they worked under the direction of Howard E. 
Coffin, America's foremost engineer, the man who 
built six famous cars, more than any other de- 
signer — and never created a failure. 

You can safely state to prospective limousine 
purchasers that they are buying a car that cannot 
be excelled by any automobile of any make at 
anywhere near the figure asked for it. 

If you do not have a car on display, you can 
from the blue print and from your photographs 
actually lake orders for this limousine and truly 
surprise your prospect with the beauty of the car 
when it arrives. This has been done. 

Get up your enthusiasm over this beautiful car. 
The Most Admired Car. 

?| '■ i ERE in Detroit it is the most admired 

I I limousine on the streets and that is saying 

*.! vi a good deal, for Detroit being the center 

of the automobile industry constitutes a 

skeptical populace. 

They are harder to sell than even New York- 
ers. Yet their enthusiasm over the New Hudson 
"37" can easily be gauged when we tell you that 
the first day of the "Limousine Week" in Detroit 
was a producer. 

To sell limousines, you have got to make a man 
or woman see the luxury, ease and comfort of this 
big, beautiful car. You have got to make them 
proud to be able to own such a car. They must 
take pride in riding in it. 

The other day a certain Hudson dealer's wife 
went calling in a New Hudson "37" limousine. 
She spent an entire day visiting friends. The car 
was admired on the street. Friends she called 
upon asked her about it. Within the next two 
days this dealer had a dozen prospects for the 
limousine and probably by this time he has sold 
several of them. 

In order to work your prospects and dig up new 
ones you have got to get to the wealthy class of 
your city and interest them. 
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Howard E. Coffin ^_ 
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The Hudson catalog is designed to help you 
in this. It will if you will get up on your toes 
and go after this limousine business determined to 
get at least one order during the week you desig- 
nate as "Limousine Week." If you get such an 
order, the effort will have paid you magnificently. 
For the limousine profit is logically larger than 
the profit on the touring and torpedo models of 
either the "37" or the "54." 

Get out and work for the big reward! 

Spend a large part of your lime concentrating 
on this. Don't let this chance slip through your 
fingers on account of inaction. 

Go out and work for at least one limousine 
order and capture the big profit that goes with it. 
Grab the big reward! 

I BIG FAMILY GOSSIP I 



Very Personal Indeed 
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OUR VILLAGE. 
Old Pete Ingels' happy smile was in our midst 
last wk. Pete is the vet. merchant of Youngs- 
town, O., he being prop, of the Motormart of 
there. Keep smiling, Pete, say we, it's like the 
syrup on flapjacks. 

Milt Smith, who has steady work at South 

Bend called lately. Roads are pretty good for 

this late, Milt says and business will boom all 
winter. 

Doc Eddie Bald who has a fine head of hair 
in spite of it and lots of friends among our vil- 
lagers says he'll be durned if he don't sell a hun- 
dred automobiles this year in Pittsb., he visiting 
here t'other day. 

Bob Powers, the great ecclesiastic, was seen 
upon our sts. in fine health and looking prosper- 
ous. Bob allows it will be a great year for H. 
automobiles in Fall River, Mass., which is hii 
home town. 
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The Big Family welcomes back its old relative 
from Perth, Australia. He is W. J. Winterbot- 
tom and he will have Western Australia. Mr. 
Winterbottom had the 1911 line. Then he sold 
out his business and made a trip around the world, 
landing in Detroit the other day where he be- 
came enamored of the '13 cars, which he will start 
selling the early part of the new year. 

For the real fine looking, up-to-date and classy 
salesroom you have the Point Breeze Garage, 
Reading, Pa. It is as classy as the name. We're 
proud to have it in the Big Family, doubly proud 
because of the fact Messrs. Heydt and Haas are 
distinguishing themselves from the remainder of 
the trade there by their one-price-to-all policy. 
It sets their car forth as the only one that doesn't 
depreciate before a buyer has taken it off the 
dealer's Boor. GOOD BUSINESS! 

Why not put on an "Emergency Squadron" 



consisting of a service man on a motorcycle to 
make quick adjustments when owners 'phone? 
The cost is insignificant — and it is a great sales- 
maker when you are able to climax your service 
talk to a prospect by telling of your "Flying 
Emergency Squadron." 

Sell a limousine — it's the big prize. 

Limousining to press as we do this week, we 
toss to C. N. White, Detroit, the prize for the 
first "Limousine Week" sale. It came Monday, 
Who gets the second-sale prize? Or can any- 
body take away the prize from White? 

A good A No. I cemetery will presently be on 
sale in Birmingham, Ala. One of Charles Dene 
gre's compels has begun taking tombstones in trade 
on new cars. He took one in the other day, so 
reports R. C. Greth. Two years ago Birming- 
ham was a dry town, but no tombstone ever saved 
a man from h. 



It CAN Be Done 



Tou CAN Sell a Limousine 

During Limousine Week 

Somebody said that it couldn't be done, 

But he, with a chuckle, replied 
That "maybe it couldn't" but he would be one 

Who wouldn't say so till he'd tried. 
So he buckled right in, with the trace of a grin, 

On his face. If he worried, he hid it. 
He started to sing as he tackled the thing 

That couldn't be done, and he did it. 

Somebody scoffed "Oh, you'll never do that ; 

At least, no one ever has done it." 
But he took of his coat and he took off his hat, 

And the first thing we knew he'd begun it ; 
With the lift of his chin, and a bit of a grin, 

Without any doubting or quiddit ; 
He started to sing as he tackled the thing 

That couldn't be done, and he did it. 

There are thousands to tell you it cannot be done, 

There are thousands to prophesy failure ; 
There are thousands to point out to you, one by 
one, 

The dangers that wait to assail you ; 
But just buckle in with a bit of a grin, 

Then take off your coat and go to it ; 
Just start in to sing as you tackle the thing 

That "cannot be done," and you'll do it. 



The Artists Impression 




They took t It e 
artist for a ride 
in the " 54 " the 
other day over 
Michigan r o a <i s. 
"I h a r e draivn 
you a picture of 
my trip." said he. 
"The things swish- 
ing by are mile- 
stones." Opposite 
is the picture of 
the artist's trip. 
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I Demonstrations at Dawn 
I Win Him 28 Orders Basil v 
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WELL-KNOWN Chicago automobile 
dealer last season made 28 sales through 
an original demonstration idea. 

He lived at a summer hotel on Lake 

Michigan within a few minutes' ride of his store. 

He would suggest to his prospect that they take 

an early morning ride and see the sun rise. The 




originality of the idea always appealed strongly. 
The sensations experienced on such a ride, be- 
cause of its unusualness stimulated enthusiasm. 

At this hour of the day atmospheric conditions 
are ideal for gasoline motors. This is due to the 
dampness of the air and in consequence this deal- 
er's car always behaved in wonderful fashion. 
The sentimental side of the prospect's nature was 
brought out by the perfect quiet and the sight of 
all nature bathed in the first rays of the rising 
sun. 

The ride would be followed by a hearty break- 
fast and a good cigar and almost invariably the 
dealer got the order. 

Some time when you get an opportunity, try 
this idea, especially if you are in a good sized 
city. You will be surprised at the ease at which 
you can bring a person around to the closing point 
by a demonstration at dawn followed by a good 
hearty meal. 
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«*\/*HE first 1914 sale goes to Syracuse, N. Y. 

•1 P. C. Welch, manager of the Onan- 

daga hotel, placed his order Oct. 1st, 
after driving a "37" a short time, evidencing his 
intention of driving Hudsons only. Here is a 
copy of Mr. Welch's order: 
James Automobile Co., 

Syracuse, N. Y. 

My Dear Mr. Benson: — I would like you to 
place an order for me with the Hudson Motor 
Car Company for a 1914 model and should like 
to retain the option of selecting the model I pre- 
fer as soon as it is known the kind of a car they 
intend to construct for 1914. My machine 
has given me sufficient confidence in the 
Hudson Motor Car Company to be willing to 
place an order for a car which 1 know abso- 
lutely nothing about. However, I am sure that 
it will be the best in its class when it is ready for 
delivery. 

Very truly yours, 

(Signed) P. C. WELCH. 

P. S. — I have driven a 1913 model and 
find it far superior to the 1912 and regret ex- 
ceedingly that you were unable to make me a 
delivery in August at the time I placed an order 
with you. 

"?/' Weighs Just 

? j4 1 Pounds Loaded 

J^nHERE was a typographical error in last 
^^y week's Triangle, which gave the weight 
of the Hudson loaded as 3451 pounds. This 
was a transposition in figures and should have 
read 3541 pounds. 

Please bear this in mind when talking with 
your prospects, for your strongest competition is 
the one against whom you must use the weight 
argument. 
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Are You FIGHTING? 

By EVANS W. CHRISTIE 

A Hudson salesman two weeks ago got the fighting spirit 

He sold a limousine the first day of the week. It was the first he had 
ever sold. "If I can sell a $3250 article that easy I can sell at least three cars 
this week, with the prospects I have/ 9 he mused. 

The thought aroused within him a fighting spirit — determination. 

He started out to fight for business. The second day he got another 
sale — the fourth another — and by the end of the week his fighting-for- 
business had got him 5 orders. 

He kicked precedent in the head! His determination to smash his 
own record dominated him. It made him FIGHT ! ! 

Result — he made over $300 that week! 

FIGHTING won him over $300! 

Are you fighting ? Are you in the frame of mind in which you are 
smashing precedent in the head ? Are you kicking your obstacles to kingdom 
come ? Are you dominated by the fighting spirit ? Are you breaking your 
record every MONTH? 

It's easy to talk, you say, but it's harder to do. 

That's right You find it easier to talk about your obstacles than to 
surmount them. So you talk. Quit talking about them. Go to fighting them. 

Talk fattens your snags. The more talk you heap on your obstacles, 
the bigger they grow in your mind. Selling snags are largely a condition of 
mind — the seller's mind. 

Get out and FIGHT! Forget obstacles! Overwhelm them! Determine to 
DO ! Breed the fighting spirit ! 

The automobile industry says of the Hudson Company — "A live, aggressive 
organization. They're FIGHTERS ! " 

There's an organized way to fight for business. It is to give your determination 
a concrete shape. 

To do it you have got to determine to get a certain number of orders for 
DECEMBER! Maybe you would be doing good if you got one order. Then make 
ONE order in December your determination. 

If you can get two or five or seven orders, DETERMINE to do so. Pick out 
the prospects easiest to sell. FIGHT to get their orders in December ! 

You'll find that first one falls, then another and another. Men who determine 
in advance always exceed their expectation. But they know they must fight to do it. 

This is no game for the lame fighter. If you're not equal to the pace, you've 
lost your place. Justice to yourself then will force you to auit the business. 

Get fighting mad ! Don't be content without exceeding your expectation. 

Get out and FIGHT! — and WORK ! ! 
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g A Letter That Embodies I 

I A Strong Argument 1 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiaiiiiiiiii 

By W. H. GRAIT 
Northwest Auto Company, Portland, Ore. 

XN reading this week's Triangle we note 
remarks on weight. In fighting the "X" 

car, by which we presume you mean , 

we have recognized this point since first starting 
out, and have used it in what we know as our 
Hudson "C" letter, it being one of a series of 
follow-up letters that we use on all such pros- 
pects. We attach hereto copy of this letter. 



NORTHWEST AUTO COMPANY 
Portland, Ore. 

Dear Sir: 

Weight where weight belonge-that 
is the secret of building an auto- 
mobile. 

When a chap with an engaging line 
of talk tries to eell you an auto- 
mobile and telle you that weight le 
necessary to a machine, laugh at him. 

Take, for inetance. a fishing 
pole. The weight is at the butt and 
it grows gradually lighter to the 
top. You would not want the top 
Joint as heavy as the bottom Joint 
because it would be useless and 
would interfere with its successful 
work. This is Just as true of an 
automobile. 

The HUDSON engineers have built 
a wonderful machine with the weight 
exactly where it belongs. They do 
not carry one ounce of useless 
metal. This means money to you. A 
machine such as the HUDSON, weigh- 
ing 3200 pounds when fully equipped 
for the road, with tanks full of 
gasoline, oil and water, means a 
very much more economical machine 
to you than one weighing 4000 
pounds under the same conditions, 
because what is practically 25# more 
weight mean 8 50* more cost at the 
very small calculation for operat- 
ing expenses. 

We have a machine here which will 
make an average of fifteen miles on 
a gallon of gasoline. No 4000 pound 
machine can do this. Further, you 
can go with the HUDSON where you can 
go with any machine built, regard- 
less of cost, and Just as fast. 

As far as excessive weight being 
necessary to strength is concerned, 
the test that was given the HUDSON 
machine was to put it in the hands 
of a rabing driver, instructing him 
to drive at racing speed over the 
roughest roads in the Alleghany 
Mountains. He had but one order and 
that was,' 'Break her to pieces if 
you can ' ' After 20,000 miles of the 
roughest kind of brutal abuse, th* 
machine failed to develop a single 
weakness. 

Does this prove strength to you? 

Let us tell you more. 

Very truly yours.1 

WHO-R NORTHWEST AUTO COMPANY. 



Easy- Riding Argument 
Snatches X Orders Too 



By JAMES E. NUGENT 
Secretary, Sloan & Clapper, Newburgh, N. Y. 

HOR the first lime during the year, we came 
into direct competition with the X agents 
in this city. 

A prospect, Mrs. G. W. Rains, told us she 
was going to buy a car, but she did not know 
whether it would be a Hudson or an X car. 
We tdjd her to take a demonstration in the X 





and then in the Hudson, and then select the car 
which pleased her most. 

She was given a demonstration in the X car 
on Saturday, and immediately after we took her 
out in the Hudson. Her attention was called 
to the car's easy riding qualities and the reasons 
for it. After riding over the same route, she 
told us that the Hudson was an easier riding 
car than the other. 

This morning she ordered a Hudson, 5 pass- 
enger, touring car. 
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National Honor % 

Given Hudson Man 1 
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Territory "Fine Comb" Closes 
Unworked Section %apidtv 
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lly GEO. I>. WRAY 
W ray -IMo klu won Sulc* and Garage Co., Shrevcport, La. 

VICE-PRESIDENT E. H. Broadwell's 
"finecomb" for dealer's and distribu- 
tor's territory is indeed some comb and 
is working overtime in North Louisiana. 
We had just closed up one more dealer there 
and now comes a telephone message from our 
salesman advising that he secured still another 
yesterday and one more dealer today. 



JOHN A. OLT, export manager of the 

I 1 Hudson Motor Car Company, has been ap- 

■* ) pointed on the National Committee of Sev- 

1 enteen on Foreign Trade, authorized by the 

i National Association of Manufacturers of the 

United States. 

This Committee will give careful consideration 
to export problems of 
American manufactur- 
ers and act in conjunc- 
tion with the Foreign 
Department of the As- 
sociation. In selecting 
the Committee, it was 
endeavored to have it 
represent various parts 
of the United States as 
well as diverse lines of 
trade. There are four 
members from the State 
of New York, three 
from the State of Ohio, 
three from Massachu- 
setts, two from Penn- 
sylvania, one from In- 
diana, one from New Jersey, one from Illinois, 
and two from the State of Michigan. 

Mr. Olt was appointed to represent American 
automobile manufacturers on this Committee, as 
about 75 per cent of the total American produc- 
tion of automobiles is from the Detroit, Michigan, 
district. 

pllllM 

! BIG FAMILY GOSSIP 1 



JOHN A. OLT 
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Don't Hibernate This Winter 



Very Personal Indeed 



I 

Enraged Interurban Car Jumps 
Track, Attacks "54;" Chassis O. K. 

I 



gN interurban car got so mad at Harry L. 
Archey, Indianapolis, for making it look 
like it was standing still when he passed in his 
"54" that when Harry left the "6" standing at 
the hotel at Anderson, Ind., the interurban 
sneaked up, jumped the track and pounced upon 
the defenseless "54." 

When they broke the selling-plater interurban 's 
death grip and dragged it away the rear of the 
automobile's body looked like the central zone 
of a hamburger sandwich. The factory hadn't 
tested it out for interurban bouts. 

But the chassis was absolutely O. K. It didn't 
have even a toothmark from the battle. So 
Archey rigged up a couple of seats and beat it 
into Detroit. His time from Indianapolis for 
271 miles was 8 hours and 45 minutes, time out 
of course for the interurban's argument. 
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OUR VILLAGE. 

Our village voyager Charlie Winningham 
writes from Waterloo that Napoleon must have 
been in a helva fix from the way things are cut up 
there now, the buildings and things which are 
still shot to pieces. 

Amongst our village visitors lately is another of 
pleasing name. His is Darling, G. W. Darling, 
Marshalltown, la. The Joy Committee: A. C. 
Merryman, Marinette; I. C. Golden, Nevada, 
la.; and G. W. Darling. 

The broad smile of Mr. Greenwald, Cleveland, 
O., broke over our sis., this wk. He had lunch 
here and took the boat home. 

Village postoffice receipts was increased this 
last fortnight by Mr. McQueen who came all the 
way from Birmingham, Ala., to see our hamlet. 
He sent home much mail to his friends who he 
expects to do business with. 

We hope the Marshalltown folks with tooth- 
aches wasn't bothered much lately. Doc Heinz, 
of the famous Heinz Dental Parlors, being a 
village visitor last wk. Doc came away 
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^ j^HE family of A. C. Fasenmyer — who is vice-president of three of 

\ the largest banks of our city, as well as one of the largest clothing 

merchants — had been wanting a car for some time and we had 

known ever since we had been in the automobile business that he could 

well afford a car. 

He talked about automobiles on various occasions. 

We have been mailing him Hudson literature on various occasions ever since 
we took on the Hudson line in 1911. 

About the middle of October, his oldest son called me up and said that he 
believed his father could be interested in a motor car, that he was now about ready 
to buy. 



called on Mr. Fasenmyer and talked to 
him a little about the Hudson car. He told me 
very frankly that he was leaving for an eastern 
trip in a few days and would not be back until 
the latter part of the month. 

He was not going to buy a car until he 
returned home. Immediately on his return he 
was going to investigate all of the cars on the 
market of the standard makes selling between 
$1800.00 and $3500.00. 

Tenches Son the Points. 

X ARRANGED for a demonstration. In 
the meantime, while Mr. Fasenmyer was 
on his eastern trip, I had had his oldest son out 
in a Hudson "37" and had taught him to drive, 
so that he would be perfectly familiar with the 
car and had him thoroughly inoculated with all 
the good features that the Hudson cars possess, 
which I found helped me a great deal on his 
father's return, as he was continually talking 
Hudson to his father. 

He did just as he had said, as he looked at the 

N , W 6, the Y 6, the A , the 

L , and several other cars of this class. 

As I have said, he is very conservative, and 
was not satisfied with one demonstration. 

He had from two to three demonstrations in 
each one, sometimes on country roads, sometimes 
on boulevards, and then we had a hill climbing 
contest. 

Then he made appointments with each and 
every representative of the above cars men- 
tioned, and promised each on his word and honor 
that he would not sign a contract or place an 
order until he had talked with them and gotten 
their very best proposition. 

Next to Lust on List. 
<^JATHER fortunately, we were next to last 

jSfi on the list, the N man being last. 

Knowing him to be a man of his word, I did not 
bother him until he called me up on the tele- 
phone, as I knew he would do just as he had 
agreed to. 

It seemed as though he never was going to call. 

Two or three days passed and every day I 
would go by his store, he would be out in a 
different car and talking to a different man, but 
nevertheless, I had given my word and honor 
that I would not bother him or even call him up, 
as he had told me he would call me when he 
got ready to talk to me. 

When he called and I went to his store, he put 
it up to me pretty strong. 

He said, "What is the best cash price you 
have got on your Hudson Six?" I told him 



X 



$2450.00 and $70.00 freight. 

"Oh, well," he said, "this is cash, and all the 
rest of the fellows are cutting, with the excep- 
tion of the X car. I do not want their car 
anyway, so you will have to do better than that." 

Then he showed me the Y man's figures 
in his own handwriting, which showed that he 
had offered to deliver Mr. Fasenmyer a Y 
Six f. o. b. Kansas City, Kansas, for $2175.00. 
This also was to include a Klaxon horn and 
bumper. This was a cut of over $200. 

Then the big argument began. 

Narrows Down to C'ut-Priee Cars. 

REASONED with him that we would 
r ^ give him service and the Y people 
would not, which fortunately for us is the case 
in this particular territory, because upon investi- 
gating the different cars, he went to see their 
owners on several occasions. 

He found from the Y owners that several 
of them who had cars which were less than six 
months old, had paid as high as $40.00 on one 
single occasion for repairs. 

On the other hand, he had found that Hudson 
owners having cars over two years old had never 
had any large repair bills. We had taken care 
of all adjustments. Our rule of furnishing the 
labor gratis on all jobs on which the Company 
would give credit for parts returned, had kept 
the Hudson owners' expenses down to the 
minimum. 

With this in view, I argued that he could 
figure very conservatively that if he bought a 
Y car, that his mechanical expense would average 
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■75- Car-Darling 



Above is photographically produced 
the first leisure moment of one of the 
most successful personal salesmen of 
automobiles in this country. 

He is G. IV. Darling, of Marshall- 
town, Iowa. In the last eight months 
he has sold 75 cars personally. The G. 
W. Darling Automobile Company in the 
same territory — one county — sold no 
cars in the same time. Not all of them 
were Hudsons, but the Hudson average 
was heavy. 
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$10.00 a month for a period of three years, which 
would be $360.00. 

By buying a Hudson car, he would eliminate 
this. It was just a question of whether he was 
willing to pay list price for his car and be 
through with it, or whether he was to pay a 
reduced price and pay the additional $360.00 or 
more on the installment plan at a rate of from 
$10.00 to $15.00 a month for the three years 
following. 

Another Point He Useil. 

©E also argued that the competitor had sold 
last year for some $600.00 or $700.00 
more than it did this year, and that if for any 
reason they should cut the price again that it 
would be a very unprofitable investment as a 
second-hand car. He could never hope to get 
his money from it, and the history of Hudson 
cars had been that they increased in price, thus 
protecting a man from loss on his second hand 
car. 

These two particular arguments, and the fact 
that he had found that we had given our Hudson 
owners satisfactory service, finally made us the 
sale. 

We consider him a very valuable addition to 
our end of the Big Family. 



AND HERE IS THE RESULT OF THE TWO WINNING ARGUMENTS. 




A. C. FASENMYER AND FAMILY OF KANSAS CITY, KANSAS, IN THEIR "54" HUDSON. 
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fcLUE buttons will be worn at the New York Madison Square 
Garden Automobile Show, January II to 18, by all factory repre- 
sentatives. 
Dealers who attend the show will be provided with Green buttons. 
Salesmen of the A. E. Ranney Company, Metropolitan Distributors 
for the HUDSON, will wear Red buttons. 

In this manner visiting dealers and their representatives will be able to identify at 
a glance the representative with whom they wish to talk. 
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As soon as a dealer arrives at the Garden, he 
should report to the Hudson booth and there ob- 
tain a button and full instructions as to the char- 
acter of the sales talk and other details regarding 
the exhibit. 

How Factory Men Will Be Assigned 

CHE enlire exhibit of Hudson cars is under 
the direct supervision of General Sales 
Manager E. C. Morse. 

Representatives of the Sales and Advertising 
Departments will be in attendance at the show 
at all hours. 

A representative will be assigned to t!ie 
chassis to talk to visitors regarding the principal 
features of the car. 

A factory representative will be named as the 
floor manager in the exhibit space. 

The A. Elliott Ranney Company will have a 
force of its salesmen at the show at all times, and 
one of their number will be in charge of these 



Distribution of Advertising Literature 

CATALOGS will not be distributed at the 
show. An 8-page booklet for the purpose 
will be furnished for distribution at New York 
and at all other exhibitions. There will also be 
two other booklets: "The Elimination of Crank- 
ing" and "A Milestone in Engineering Advance- 
ment." The former deals with the Delco 
system and the latter with the Zenith carburetor. 
These booklets will, for the New York show, 
carry the name and address of the A. EtHolt 
Ranney Company. For shows held elsewhere 
they will have the name and address of the dis- 






tributor and dealer. 

A pad will be provided each representative 
upon which to enter the name and address of all 
persons inquiring for catalogs. These blanks also 
ask for certain information regarding the favor- 
ite daily paper of the visitor. Representatives 
are requested in talking with visitors to gather 
the information asked for on the blank. 

a Distribution of Mail 

BOX will be provided wherein all mail and 
messages can be deposited. This box will be 
opened every hour and all messages to Ranney 
Company Sales Room will be delivered and all 
mail stamped and forwarded. Any message for 
absent members of the Hudson force will also 
be delivered to them. 

In this box all prospect slips are to be de- 
posited. These will be taken up and turned 
over to the A. Elliott Ranney Company, who 
will write immediately to all in their territory. 
Those not in their territory will be forwarded to 
the Hudson Motor Car Company. 

Postcards will also be given to each repre- 
sentative to be handed to such visitors as seem 
particularly interested in the car but who will not 
consent to a demonstration or will not give his 
name and address so that you may mail him a 
catalog. These cards are not to be promiscu- 
ously distributed. They are to be used only 
where the information can be secured in no other 
way. 

Never ask a man or woman flatly for name or 
address. Ask if you may send the new catalog 
to them and then your prospect will not be loath ' 
to let you write down his name and address. 

We must avoid conflicting statements Our 
outline of the Sales Solicitations of the "37" and i 



the "54" cars, found in the Hudson Digest is 
supplemented by the chassis talk, copy of which is 
furnished to all salesmen at the show. We 
must have exactly the same character of reply 
for each question. The selling talk has been 
compiled from information gathered from the 
Engineering Department, from questions that have 
been received by salesmen, and the answers that 
are given are exactly what the visitor wants to 
receive. 

We want to standardize our sales talk. It 
is not necessary that you use our exact words. 
Don't forfeit your individuality, but do see to it 
that what you say completely agrees with all that 
others say. Uniformity of argument will roll up 
far greater selling totals than ten times the num- 
ber of representatives we will have there could 
(Continued on Page 2.) 

The Man with the &{et— 
From the City of Cburcbes 
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Above you have the cartoonist's depiction of 
Sam Miller the lire manager of the Hudson's 
Brooklyn Agency. Mr. Miller is a keen, system- 
atic order-getter and is putting them over fast in 
Brooklyn. 
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| A Unique Photograph 
\\ | of the Hudson s 
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Memphis Home 
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Opposite is a striking photograph 
of the store of the Memphis Motor 
Car Co., taken at night, illustrating 
that daylight hours are not enough to 
satisfy the thirst for more business 
and ambition of the men in the Mem- 
phis Motor Car Co. organization. 

Keeping the store open on good 

nights will bring the average dealer 

many prospects whom he could not 

get in the day time. If he lets that 

| fact be known to motorists in his 

| territory and prospective purchasers, 

| he will find that the number of pros- 

| pects he gathers in U'ill be surprising. 
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HUDSON CARS AT THE NEW YORK SHOW 

(Continued from Page 1.) 
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I BIG FAMILY GOSSIP I 



olicit without such team work 



gather if they 
similarity. 

Handling the Crowds 

j^<HOUSANDS will visit the 
\iJ exhibit. 



Very Personal Indeed 
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OUR VILLAGE. 



no other purpose than to see what kind of 
embarrassment they can create by starting a dis- 
cussion. 
Hudson Representatives should not discuss other auto- 

_ mobiles than the Hudson. Leave it up to the 

It will be necessary to take care of each one visitor to investigate the other types of cars. If 
courteously and quickly and to answer each ques- he asks your opinion in regard to some other auto- „ 

tion in such a manner as to inspire confidence and mobile, merely call his attention to the simplicity cold water at I -night stands in the w. and w. 
to create in the visitor's mind a desire to know of the Hudson and follow out the line of selling west. Next season Jean will carry an emery 
more about the car. talk that has been provided. Urge the visitor to stone for grinding valves and filing the foliage 

Don't overlook the fact that orders are to be make a similar investigation of the car in which off. He will be independent of water, 
taken and that these shows are conducted pri- he is interested. In this manner you leave it up Good-natured Gus Henley, the Boston cul- 



Our villager, Jean Bemb, has been shaving with 



marily to sell cars. 

Representatives are urged not to consider the 
territory from which the visitor comes, but to give 
the information desired and endeavor to secure 
the order. Of course, many people will visit the 
show who do not live in the territory covered by 
the representative with whom he talks. But the 



to him to decide which automobile he should own. 
Information Regarding Prices, Etc. 



ture expert, sort o' dropped in on the villagers 
as a sort of surprise. 



rN the pocket of the front door of all models And Ecclesiastic Bob Powers visited our vil- 

will be found a card giving complete speci- lage without Ye Ed. seeing him, much to our 

fications of the models, including prices, etc. editorial disappointment. 

Representatives, when not absolutely sure of the \f/ c were interested in Bill Welbon's visit 

representative should not for that reason refuse to answer to the question that may be asked with here, he being in business in Cincinnati. To 

devote, his lime to the visitor. It is just as likely reference to any one model, should refer to the show you the calibre of his business foresight he 

that another representative from another terri- card in •">• P°eket. The card is not to be has already added the name of William H. Taft 

tory may be taking care of some other visitor destroyed. It must be concealed in the pocket, ( Q his prospect list, the latter's home being in 

from this dealer's section. for tnc Snow Committee prohibits the display of Cincinnati after March 4. 

Many people will visit the booth several times ta «!; "8™. P r » cc marks, etc. Qlher ^ vigJ|ors we remember of are: 
before they ask questions. Those who are actu- Representatives should not sit in the cars They A , |an Widaman , Warsaw, Ind.; Carl R. Douds, 
ally interested in the car will very likely come may be talking to a prospective buyer who wi Rochetter Pa>> and E . t De Ville, Dayton, O. 
back to the exhibit several times, and represen- «* in thc automobile, but if the representative will We h we &{n{ m i S9e ^ an „ 
latives are urged to keep close lab upon those * ,and at lne * idc °* tnc car lt wi " nave a Un- 
persons whom they have seen in the exhibit ^ency to shorten the length of lime the visitor sits GOSSIP, 
several limes, for that is an evidence that they are » n . ,ne automobile and will leave room for other If in these wintry days you have the heat on, 
interested in the car, and particular pains should visitors who may wish to try the seats of the car. you won't begrudge the visit of H. C. Heaton, 
be put forth to see that they receive proper The headquarters of the Sales and Adver- Anderson, Ind. Heat on — Heaton — yes, yes, 
attention. tising Departments of the Hudson Motor Car you get us. 

Under no condition should representatives allow Company will be at the Hotel Astor. Speaking of the weather, a new and probably 
themselves to become involved in argument or Dealers and their salesmen who intend visit- ihe last Farthest North Hudson dealer is Arch- 
discussion. Many visitors will want to start an ing the New York show should sign their name ijj c Renaurt, Prince Albert, Sashatchewan, Can- 
argument. Persons who are not sincerely inter- and address to this blank and return it to the a da. There's nothing between him and the 
ested in the Hudson may come to the exhibit for factory at once: 



MAIL THIS BLANK TODAY 



HUDSON MOTOR CAR COMPANY, 
Detroit, Michigan. 

/ expect to be at the ^>n> York Show on CDate) 

/ will be at (Hotel) I will be there. 

(Name) 

(Firm) . 
(City) (State). 




Hudson Bay but a dense forest. Until they 
educate the rich Eskimo* to motor car trans- 
portation, put Archille down as Farthest North. 
Last season he sold 20 competing cars, which 
made him thirst for the Main Chance, which seat 
of honor he now occupies. 

As we thud to press this week, Dick Bacon 
and family gambol back to Detroit, which will 
be their fulure headquarters. Dick has three chil- 
dren. "I have three tigers up at the hotel leap- 
ing from the chandeliers to trunks to bed and back 
again, and I'm trying to locate a place of abode 
for them. Their meals are being sent up today. 
They put the dining room on the bum yesterday," 
he said as he dashed out to get a place quick. 
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Unless Tou Tell Them! 

VIII.— "What's the Matter With My Business" 

By THE BUSINESS DETECTIVE 

What a Business Detective Saw and Heard During a 4000-Mile Trip Among Hudson Sales- 
men, Distributors and Dealers 
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THIS deafer was in a rich motor car buying territory. 
But his business was failing. It was slumping badly. He had not made a sale in a month. To pay 
expenses and make a bare margin of profit he had to sell not less than two cars a month. You see how close he 



was to commercial death 

Abject failure stared him in the face. 

I will make no bones about it. He was a HUDSON dealer. I visited his store 
and when I intimated that I was in the business he was eager to talk automobile- 
selling with me. 

Prelly soon the conversation brought out his story. "I've got the best car on the market," he 
said. "There isn't a value like it. It's correctly designed; it's a wonder. M'i 
but I can't seem to jam home the orders 



@' 



And the Cars Were Moving. 



And he shook his head from side to side as if 
to tell me it was a fearful problem. I felt deeply 
sorry for him. 

The Dealer's Blindness. 

#I%HAT do you suppose the trouble is?" I 
\U asked. 

"Don't know," he replied, discouraged. "Peo- 
ple are going to see the X car and the Y car in 
bunches. You can see three or four persons on 
their floors any afternoon. But — " 

And he sighed again, leaving his complaint 
about his own business unsaid. 

"Well, you should forget your competition," I 
told him. "You've enough prospects to wok on 
without waiting for folks to come in, haven't you? 
How many prospects have you?" I asked, for I 
imagined that this dealer probably had 300 or 
400 names of prospective purchasers. 

"Twenty-five," came the answer. 

"Twenty-five!" I echoed, for I scarcely be- 
lieved my ears. 

And in that statement of his future business advertising! 
lay the failure of this dealer— he had but 25 "AND YOU CANT SELL THEM 
prospects in a territory that was expected to sell LESS 
over 150 cars that year — only 25 prospects — and you ' re 
this poor business suicide had not the intelligence have 
to see the commercial disease that was filling | | < j 
him ! 

Yes, killing him commercially — he was dying 
from lack of business life blood. 

"I know that isn't very many prospects," he 
said, rather apologetically in answer to the ex- 
pression on my face. 

The Secret of "Few Prospects." 



INCE I left his store he had sold 3 cars. 

Not many, but he was now making a profit, 

besides paying his expenses. 

And this was in winter time. 

Some dealers will tell you that their owners 

turn more than half their prospects into them. 

enthusiastic about it, But those prospects would not buy a HUDSON 

if it was an unknown car, or, in other words, 

if the dealer did not advertise it to make it 

KNOWN. 

// m his newspaper advertising that has made 
that word HUDSON on his store bring in the 
prospects. 

Apply that same formula to people who've 
• come in as n result of "hearing of the car." 
Would they have been induced to come in if 
their "hearing of the car" — if the car were not 
famous — had not been magnified by news- 
paper advertising to the point where it excited 
the impulse to SEE the car? 

Dealers who quit continuous week-to-week ad- 
vertising soon start down the toboggan — and usu- 
ally they blindly cry "Business is bad." 
♦Whit Von Need UM»r« I'rwpfoi*." If you called on a prospect in December and 

let him alone until March, without a circular 
doing so. If you expect that you're expecting ' cl,er or anv literature, you'd LOSE him. And 
wrong. You've cut off your advertising, all ex- y<*J would expect to. 

cept your first announcement of your original . Well, you won't get a prospective prospect 

1913 demonstrator. ,nl ° vour 8torc w »*h flash-in-the-pan advertising 

In fact you have not done any continuous anv more tnan vou w »'l » e ^ hmi with fiash-in-the- 

pan visits. 
UN- The Factory'* Advertising Attitude. 



YOU TELL THEM! That's why 



failure, Mr, Man. That's why yo^ 1^^^^°^ "" 



XF you had more prospects, you'd be on 
easy street, wouldn't you?" I asked. 
"For then your easy ones would fall first and 
all the time your harder prospects would be 
getting mellowed up to your proposition, so that 
they would get into the easy-to-close class by the 
time you had closed the first batch of easy ones." 

"What YOU need is more prospects," I told 
him and emphasized it by bringing my fist down 
hard on his desk. He agreed. 

"How can I gel them?" he blindly asked. This 
dealer may have been a good salesman, but he 
certainly was a bum excuse for a business man. 
So I prepared to explain. 

"Now, you blindly expect to have prospects 
come into your store without any incentive for 



not 300 prospects. You simply haven 
your story to the thousands in th< 
for this car and so you haven't MADE 300 of 
them prospects for your cars. 

**The secret of your abject and flat- fooled 
failure is that you blindly quit advertising, or 
you did not advertise continuously. Am I right 
in my conjecture that you are not advertising?" 
I asked, in conclusion, for I had never read a 
daily paper in that city. My new friend thought 
a minute. 

"By gosh, you are!" he almost shouted. 

Three weeks later I wrote this dealer. In th< 
meantime he had commenced 
advertising campaign, he told me in reply. H 
now had 132 prospects. 

132 AGAINST 25! 



crazy to spend more money 
w t to in newspaper or national 
rket *dvertising. 

Bui you notice that the factory keeps up an all- 
winter continuous national advertising campaign. 
Experience of the men in the Hudson factory 
organization — experience that dates from the 
inception of the industry — has taught them the 
fatality of spasmodic advertising or no adver- 
tising. They know it spells failure for you as 
well as them. 

NOW IF THIS SHOE FITS YOU. PUT 
IT ON. 

The wise man is he who sees his mistake 
If you want advic 




continuous, sound ™ d chan «" "" course. It you want adv.ce 
about getting more prospects through a con- 
tinuous sound advertising campaign, write the 
factory Advertising Department. That's its bus- 
iness. 

You Can't Sell Them 
UnlessYoa Tell Thctttf 
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7 Winning Talking Points 
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By H. E. CUNITE, Swift Current, Sask. 

HE methods we make use of to sell Hud- 
son cars are these; 
Forty 'eight engineer argument. 
Fewer parts. 

The close inspection before they leave the fac- 
tory. 

The dust-proof moving parts of the motor. 

The quiet running of the motor. 

The lighting and self-starting systems. 

The way we look °f ier our cars a f ier n,c 3C " 
them. 



WINTER AUTOMOBILE EXHIBIT 

(Continued from Page 1.) 
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Admits Overweight of Competing Make of Car | 

By C. E. WRIGHT, 
C. E. Wright & Co., Inc.. Norfolk. V». 




Winter Automobile Exhibit. The result of it 
was that it caught competition napping. 

And J. H. Phillips, after the fourth week of 
his exhibit, in an article for the Triangle stated 
that he had secured the names of 200 people who 
expected to buy automobiles within the next six 
months. In that month he had sold eight cars, 
four of which were to people he had never 
heard of until they came in to see the Winter 
Automobile Exhibit. 

These were the prospects he was not previously 
getting a chance at. 

You can see the success of his idea even in the 
face of the fearfully hard winter that we had 
last year. 

So the factory is this year putting up the 
Winter Automobile Exhibit plan to every dealer 
in the organization. 

An entire campaign has been mapped out. It 
consists of advertising, publicity stories and fol- 
low-up letters to take care of every possible 
contingency and situation, in attracting to your 
store prospects whom you would not otherwise 
get a chance at. 

^^ Cost of the Campaign. 

j^\HE cost of such a campaign is small. Esti- 
^^X mate its cost in your newspapers and in your 
territory in this way: 

The campaign consists of one large advertise- 
ment announcing the exhibit. There are a few 
smaller ones which will follow it. 

You can hold the exhibit two weeks or three 
weeks or an entire month, discontinuing it the 
moment that you see interest is dying. 

There is a publicity story to precede your ad- 
vertising announcement. There is another public- 
ity story to be printed simultaneously with your j 
announcement. There is a third that is to ap- 
pear a few days following your announcement. 

This will keep up the interest. If you desire 
the full details of this campaign with the method 
c)f handling easily and simply outlined, and if 
you have not already written the factory for it, 
send the coupon below. 

In order that we may have plenty of sample 
follow-up letters, sample advertisements, and 
other features of the campaign on hand — and 
thus not delay you — you had better mail the 
coupon at once — today. Send it by return mail. 



Coupon for Winter" 



Automobile Exhibit Campaign 

Hudson Motor Car Company, 
Detroit, Mich. 
Gentlemen: 
I will put on a Winter Automobile Ex- 
hibit. Send mc the complete Winter Auto- 
mobile Exhibit plan by return mail. I will 
follow your instructions that come with the 
campaign. 
Dealer's Name and Address. 




There has been more tire trouble than was expected. My 
car has been run only some 2350 miles and. in my opinion, the 
car is either too heavy for the tires used or else the make of 
tire furnished Is not up to the mark. 



H 



ERE is a striking paragraph from an ad of a car that is too heavy. The ad appeared in a 
program from one of our local theatres. It was run by one of our strongest competitors. 
The letter from their user struck us as interesting and we thought might interest readers 
of the Triangle. 
We are hammering the weight wherever we can and are glad they are helping us with their ads. 
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More Carburetor Selli?tg Points 
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Opposite is a 
Zenith carburetor 
advertisement used 
during the Olympia 
Automobile S h o w. 
London, which 
aptly illustrates the 
importance of the 
Zenith carburetor — • 
the one on the 
Hudson — abroad. 
In this connection 
you will be able to 
use these selling 
points on this self- 
adjusting carbure- 
tor. 

At the Olympia 
Show 39 makers 
used the Zenith, n 
used the Claudel- 
Hobson, 8 used the 
White & Poppe, I7 
were of scattering 
makes and 5/ mak- 
ers used their own 
carburetors. Out of 
i$2 different makes, 
over 20 per cent, 
used the Zenith 
carburetor and 13 
per cent, used the 
next best. 

The other day a 
six cylinder English 
car at Brooklands 
Track for $0 laps 
averaged gsH miles 
an hour. Immedi- 
ately after a Zenith 
equipped Vauxhall 
— a four cylinder 
car — broke the rec- 
ord with an average 

of $u laps of 97.75 miles an hour. 

In Europe international touring is of course more common than in America. Tourists buy 

gasoline from widely different sources, such as the Russian or Roumanian oil fields or from America. 

The mountain roads of liurope are accessible ; stopping places are more numerous; mountain tours 

are easier to take. 

We refer to such trips as those through the Alpine passes, such as the Lautaret (6750 feet), 

Mount Cenis (6800 feet) with grades of jo and 12 per cent. There is held annually a hill climb at 

Mount I'entous, starting at an elevation of 1,000 feet and finishing after i 3.$ miles at an elevation of 

5,800 feet, an average grade of 7.4 per cent, with a maximum of 12 per cent. Zenith carburetor 

equipped cars have repeatedly won this event, illustrating convincingly the self-adjusting ability 

of the carburetor on the Hudson. 

The latest aeroplane altitude record of 18.000 feet is held by Garros whose machine is Zenith 

equipped. These points illustrate how Zenith equipped carburetors are unaffected by altitudes. 
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ONE GUESS 

Wbicb Merchant Is the *J(on- Advertiser ? 
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MAXWELL MOTOR CAR COMPANY 

Lawrenceville, Illinois. 

Dear 8ir: 

?or some time we hare had your name on our books as a prospective buyer 
of an automobile. When we are told that a man is thinking of purohasing a oar 
we retain his name until such time as we know he has bought or has definitely 
decided that he will not buy. In doing this we hope to be of some service to 
prospective buyers as well as to build up an honorable and successful business. 

We are trying to build this business on broad lines, and believe we are 
often able to give valuable suggestions and Information to those who contem- 
plate buying* automobiles . even if the lines of cars we sell are not suited to 
their wants, and they should buy from other dealers. 

Believing in these broad and liberal business principles we therefore 
desire to keep in touch with the automobile buying public, whether they expect 
to buy at a near or remote date, and as stated believe we might render some ser- 
vice to buyers, whether they buy cars from us or elsewhere. That the broad and 
liberal polioiss mentioned have reoeived the approval of the public is shown by 
the faot that since we have been established in our present location (seventeen 
months) our business has grown from nearly nothing to one of the largest busi- 
ness enterprises of the surrounding country, and the volume of our business is 
now such that we can render to our customers much better service than ever 
before and give helpful information in our line to the public. 

Tor these reasons we are writing you this letter. 

It will take but a moment of your time to check the printed Information 
on the enclosed postal card, and will cost you nothing. In doing so you will 
place yourself under no obligation to us whatever, but will place us under some 
obligation to you, and we will oertainly appreciate your kindness as we desire 
to keep ourselves fully informed in the automobile market as to the owners of 
cars in our territory, and the kind that they own, as well ao those who contem- 
plate buying. 

If you will do us the favor and kindness to mark up the enclosed postal 
card and return it to us by the first mail we will be greatly obliged to you, 
and any infofmation or any help we oan give you at any time will bs at your 
command. 

Thanking you in advance for the courtesy of the early return of the 
oard, after you have ohscked it up, and with the best wishes of our organisa- 
tion, and particularly of the writer, we are, 



Cordially yours, 



MAXWBLL MOTOR CAR CO. 

By A. L. Maxwell. 



By A. L. MAXWELL, 
Maxwell Motor Car Co., Lawrenceville, I1L 

SOME dealers have loo cumbersome a pros- 
pect list. Our list of prospects at this 
writing comprises some 1,500 names. It 
includes names of every one in our terri- 
tory whom we believe able to purchase an auto- 
mobile, in addition to those who own cars and 
those who have come in to see us and who have 
evidenced some desire to purchase a car. 

We have attempted to narrow this list down 
to those who will buy cars by spring. We en- 
deavored to do this so that we might work with 
greater efficiency on the most likely, good pros- 
pects, and save money and time by not working 
on those who are not certain prospects. 

So we sent out the letter below, together with 
a postcard containing printed information to be 
returned to us. This letter and postcard went 
to some 1,500 names which we have on our pros- 
pect list. By this means we will correct our 
list and so make our work intelligent. 

Understand, n>c do not send this letter out to 
persons whose attitude n>e £non> absolutely, but 
to all others. 



Check Information in Squares 

D Have already bought a car. 

□ Name of car is 

Model 

□ Have not bought a car. 

□ Will probably buy between now and 

Spring. 

□ Will not buy before Spring. 
D Expect to buy at $1200 or less. 

□ Expect to buy car worth over $1200. 
Q Would prefer four cylinder car. 

□ Would prefer six cylinder car. 

D Will positively not buy a car at all at 

any price. 
Remarks: 



Correct Name 

Correct P. O. address 



(TIiIh pent card enclosed with above letter.) 



This may be a good suggestion for other 
Hudson dealers. 



Hudson Minnesota Sales Outstripped Competition 



I \ EGISTRATIONS of automobiles recently compiled for the State of Minnesota 
|^ — showing the number of cars registered in 1911 and 1912 — illustrates how 
the HUDSON outstripped competition there in its gains. 
The number of HUDSON cars in towns of less than 1,000 trebled in 1912. 
The number of cars in the entire State almost doubled for 1912, while the 
nearest HUDSON competitor had an increase of approximately 35 per cent and the 
next competitor had an increase of approximately 25 per cent 
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One Secret of a <4 ?/s" 

Wonderful Performance 



By J. E. DANIELS, 

The Charles Parker Co., Texarkana, Ark. 

AM just in receipt of the Log book — with my 
new "37" — and am very glad indeed to get 
it and I think it a bully idea. The only 
thing I regret is that I didn't have it long 
ago so I could have made notes and kept up with 
my "33." 

What would you think of my "33" .record as 
follows: 

Drove 5,000 miles, not one single adjustment 
on carburetor, magneto, brakes. Nothing has been 
touched. The valves have never been cleaned 
and the finish is as good as the day I bought it. 
I have had it fourteen months and here is what 
counts — 

It doesn't average quite $10 a month — that's 
for oil and gasoline. 

K Puncture* Thuf* All 

XALSO have had only three punctures in 
all — only one on the road — the other two 
picked up in my own garage. One rear tire 
never has been punctured. 

Now I can give you a sworn statement to every 
one of those affidavits. Now you may ask: "How 
do you do it?" I have a way of my own doing 
this. My car has never stood one night without 
the cover over it. 

Why? Because riding in the day or night dust 
settles on the body and the dampness of the night 
makes that adhere to the body, making the finish 
dull. I never put the cover over it without rub- 
bing the body off with a liquid veneer cloth; also 
again in the morning. 

I use nothing but liquid veneer and there is an 
art in using that. 

Put it on with one cloth and rub off immedi- 
ately with a dry one. 

Taken iircut Care of Car 

X CLEAN out my crank case every 1,000 
miles; also transmission and differential 
clean three washings with coal oil. I use only one 
kind of lubricating oil — anilene with oil dag in it. 
My car has never been run five minutes without oil 
dag in it. I want the best oil and use plenty of it. 

And if you want to see a car look like it had 
just come from the factory, see mine. I have it 
always ready to go — nothing yet been able to run 
around it. 

They ask me why I am a Hudson crank? 
That question is a joke in this town and I want 
to tell you that is the best ad for Hudson cars 
we possibly could get. I am accused every day 
of my car being a new one and I am going to 
keep my new "37" the same way. 

If I can serve you further please let me hear 
from you for I am some Hudson crank — can't 
see anything else. 

This Triangle 



Teaches or "Reminds You : 

1 — How to get a chance at EVERY prospect 

for an automobile. 
2 — Scheme of Decoration of a Successful 

Automobile Exhibit. 
3 — Seven winning: Hudson talking points. 
4 — The admission of an owner of an over- 
weight car. 
5 — Home new carburetor selling points. 
6 — That the dealer with most prospects Is a 

consistent advertiser. 
7 — The new Idea of Guaranteed Free 

Service. 
8 — About a new road record a Hudson car 

made. 
9 — The value of the task system. 
10 — How to get the meat of your prospect 

Hut. 
II — That the Hudson's percentage of gain in 

Minnesota In 1912 was greater than 

that of Its competitors. 
12 — How an owner kept his car new. 
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IDES 



Aboard!! 



Let the good Hudson policies — those that are being 
successfully adopted by the members of the "Big 
Family" who are taking the biggest advantage of Hud- 
son opportunities, carry you to success during 1913. 

If you will conscientiously adhere to these policies 
and put the proper amount of vim and energy into 
your campaign for orders, you can cease worrying 
about results. You will get them automatically. 
Get aboard the success-wagon. 
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the woman driving along 

in the electric; a hearty 

salute for the man in the 

roadster ; he gets an apple from the boy on the I can do or say. 

delivery cart, and he is a friend of the mechanic I Courtesy and a glowing smile will leave a 

who hoofs it to his daily work. He jokes in a longer and more lasting impression if delivered 

friendly way with the car crews when they are with sincerity, than the strongest selling argument 

tied up, and fills the corner with sunshine all the you can conceive. 

while. With somewhat somber thoughts I have I Use the SMILE in selling. 



of these trips I have never yet been delayed a 
single minute by tire trouble, but believe me I 
have spent many an hour sitting around while my 

Y friends repaired blow-outs. 

At first, the opposition ascribed it to luck; now 
they realize that I have a better balanced car, 
a much easier riding car, because the Hudson 
springs are of such quality and size that I have 
never had to equip it with shock absorbers, which, 
by the way, the wise ones insisted upon as an 
essential. In fine, they concede that the Hudson 
is a very easy car on tires. 

Two of my Y friends have ripped out their 
transmissions. I came right behind them, over the 
same road, with an equivalent load. No trouble 
at all. 

I have taken pains to give impromptu demon- 
strations of the accessibility of the entire power 
plant, and many other little points of superiority. 

All of the above has been done to overcome a 
prejudice and it has been a hard job. Two other 

Y cars were sold to parties here on the strength 
of the reputation of the earlier model. That was 
before I had an active interest in the Hudson 
car. None have been sold here since then. 

Decision Life or Death Sometimes. 
J^nHE matter of the selection of a car for 
^^^use on the desert is one of vital importance 
— it may resolve itself to a question of life and 
death — therefore people in this locality have to 
be shown. If I have done anything to establish 
the credit of the Hudson car for use in Southern 
Nevada, I am satisfied with the results of the past 
summer. If these people whom I have made 
familiar with the performance of the Hudson 
car, by taking them on trips of never less than 100 
miles across the desert and mountains, and almost 
always on an occasion where they had a chance 
to observe for themselves the performance of the 
Hudson as compared to that of the Y car — I 
reason that if these people ever buy a car, here 
or elsewhere, the seed has been planted in their 

ward you and your car minds and they are very apt to at least seriously 

— make him far easier to 

sell than anything you 
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Salesmanship by W^hicb the Prospect 
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Sells Himself- — a Dealer s Story |j 



.?:iii:ii!i;ii!u:iiiiiii;!ii![Ji]ii:ii!M 

By CARL J. LOCKWOOD, Goldfield, Nevada 
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IF a salesman can force his prospective customers to think for themselves — 
and if he is handling an article of such merit that it rvill stand an honest 
comparison b\j an unprejudiced mind — he rvill then be working on a 
system that cannot be beat. 

You will understand that I am speaking broadly and that this selling method does 
not mean the abandoning of the supplemental use of such diplomacy and tenacity which 
is essential to good salesmanship. 

If a prospective customer thinks that he has discovered some point of unusual merit 
in a car — all by himself — as a matter of original thought, he will cling to it through 
thick and thin and no competing salesman will ever eradicate it. 

My selling methods are decidedly elemental They would get up a party and I would invite 
and the above formula is what I work upon. three of my acquaintances to go along in my car. 

I came in here last April with a Hudson "33" j Both cars would go over the same roads and under 
Torpedo. the same conditions. My car always did its 

The Y car was a popular car here, and four of task without any difficulty, 
them had been .purchased by business men before The Y users, immediately upon purchasing 



consider a Hudson product. 

These are the methods I — small dealer — am 
using to establish the Hudson car in this section. 

i — PLAY BALL RIGHT! — 

The greatest baseball teams play hardest and 
fiercest when the game is an up-hill fight. Sell- 
ing Hudson cars is far from being an uphill 
fight. 

But %n baseball "laying down" is the worst 
disgrace a man can bring upon himself. 

The same is a fact in business and when 
you hibernate in winter, you are throwing the 
game away. Your prospective customers are 
forgetting you. They are losing interest in the 
product you sell. If you have been lax in win- 
ter, when spring comes your competitor will 
come in and snatch orders you should have 
had, so don't hibernate this winter. Don't lay 
down! Play ball right!! 
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'Philadelphia s Order-Getting Mill 



I secured the Hudson agency. They are per- 
sonal friends of mine — in this small community 
everybody knows everybody else. 

So, all during the past summer my selling 
methods have consisted in making trips with these 
gentlemen. 
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their cars, equipped them with over-size tires 
an additional expense, initially and forever after 
ward. 

Concede One Selling Point. 

|j|Y car has run over 6,000 miles and I am 




'still using Iwo of the original tires. On any 



Salesmanship, push and dynamic ability con- 
stitute the secrets behind the big volume of 
orders the Gomery-Schwartz Company of Phila- 
delphia has secured and is securing. The same 
formula applies to every dealer in the Hudson 
organization. 
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4- fears' -Models- Parade § 

| Excites Porto Ricans | 

.^llilllllllllllllllllllllllllllllllllllllllllill!^ 

SANTIAGO PANZARE 
Hudson distributor at Sb 
Juan, Porto Rico,. when he i 
ceived his first 1913 cars got up 
HUDSON 4-years'-models parade. 
He got every owner of a HUDSC 
car in the vicinity of San Juan 
come to the city on a certain day. 

At the head of the procession he put 
latest models of HUDSON cars, behi 
them the 1912 "33V* behind those 
1911 "33 V and behind those the < 
Hudson "20V" 

This idea made a striking impression upon 
San Juan populace and resulted in stirring 
much interest over the new cars because of 
unusual method he used in contrasting the old c 
with the new ones and showing the amazing p 
gress the Hudson Company had made since its 
birth. 

Another idea Senor Panzardi uses, takes ad- 
vantage of a custom of the Porto Ricans. Each 
Saturday afternoon they all journey into San Juan 
in their cars. He invited each Hudson owner to 
make his headquarters at his garage where he 
stores their cars gratis while they are in the city. 
Thus he prevents any customer from incurring any 
obligation to a competitor. In addition he pleases 
his customers by extending this little courtesy for 
free storage while in San Juan. 

plfllllllM 

I BIG FAMILY GOSSIP 1 
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New Factory Buildings Leap Into Being 
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Very Personal Indeed 
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) £ are mentally organizing the Aurora 
Borealis Garage Company, Etah, to take 
of the Farthest North situation. 
Each time we spring a new Farthest North mem- 
ber of the "Big Family'* someone spills the soup. 
But we do cling tenaciously to this: that Archille 
Renaurt, Prince Albert, Sask., Canada, is Farthest 
North on the American continent until the organi- 
zation of the Etah company. He is a 33° dealer 
and is 53° North. 

But when you speak 
of Sweden that is an- 
other thing. Prince 
Albert is 53° north lat- 
itude, while at 59° E. 
C. Gjestvangs of Stock- 
holm is master of the 
Main Chance domain. 
He is the leading auto- 
mobile dealer of the 
country, in addition to 
being Persian Counsel 
General. As far as we 
know now he is at the 
top of the world, as it regards the "Big Family.*' 
These Farthest North folks have territories in 
which their summers are akin to the average 
Hudson dealer's winter. So don't be suppressed 
by a little cold weather — think of the man whose 
summer is like your winter. Even he doesn't 
hibernate I 

Lightly skipping over to Toyko, Japan, we 
stumble into the fact that Sale & Frazar are 
decorating the landscape with triangles-on-the- 
radiator. Our favorite Tokyo daily newspaper 
has a Hudson ad without any reference to the 



eiecinc seir-cranning sysiem. we are curious 10 
know. 

Opening the air valve that deflates the balloon 
we sluff gently down the map to San Juan, Porto 
Rico, where Santiago 
Panzardi has the throt- 
tle wide open, with a 
full head of steam on, 
coming up the main 
line with a Twentieth 
Century Limited 
screech. The Battle of 
Santiago was named 
after Senor Panzardi. 
Illustrative of his 
Hudson enthusiasm, 
are four pages or more 
devoted to the ** Big 
Family" meal ticket — 
our Spanish is rusty — 
in his monthly publica- 
tion, Senor Panzardi is 
a news-maker. More 
coming. 
Steve, point her nose toward St. Louis. 
Flittering toward there we are let in on the 
confidential fact that Jack Phillips, the St. Louis 
authority, is doing a remarkable business in 
Hudson cars. So popular is the car that he can 
get a flock of new prospects any time he feels like 
putting an ad in the paper. Fact. 

Tossing out a couple of bags of sand and affix- 
ing the binnacle, upon sauntering up the map, we 
discern that Paul Hayes, too, has a string of pros- 
pects in Austin, Minn., whom he should begin to 
close at once for spring deliveries, because the 
car stringency will be on then. Push them N over, 
the line, Paul, do it now. 

Head 'er back to Battle Creek. Walter J. 
Judd and George Williams of the newly organized 
American Motor Company, Battle Creek, have 
begun swapping breakfast-food dollars for Hud- 
son cars. The "Big Family" wishes them the 
height of success. 

Farmer Hawkins met Si Wilmer on the- road. 
"Hello, Si." "Hello, Hawkins." "Where you 
goin\ Si," Hawkins asked. "Goin* down to the 
city to git drunk. Gosh, how I dread it.'* 

And from that live, dynamic and husling city 
of Tulsa, Okla., comes the news that the other 
day W. S. Hall was seen in the act of roping and 
throwing the Main Chance, with the result that he 
is now in the "Big Family" with both feet. Good 
work. We hope you nail every Tulsa sale be- 
tween now and Spring, W. S. 

Batavia, N. Y., steps up to bat with a new 
pitcher in the box. He is A.. W. Jasper with 
a good selling record and the ability to get a 
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ciiancc ai an me prospecis or me len lownsmps 
he tucked under the seat of honor when he 
snared it. 

And speaking of larroping and larriating *n 
sechlike the M. C. for Olustee, Okla., was cor- 
raled, backed into the stall and subdued by Cox 
& Edwards who are scheduled for an order- 
getting orgy about now. Gosh, how we dread it. 

Other order-getting orgies which are about to 
tear loose from their moorings are billed to 
spontaneously combust from Rockingham, N. C. — 
where Diggs & Long hold forth and from Marlin- 
town, W. Va., the bailiwick of Hunter & Abbott. 

As we balloon to 
press the official Tri- 
angle searching 
party is exploding dis- 
tress bombs in the <%<?" *V| 
eleventh hour attempt ^ £ \&£ \ 
to locate the missing V v * 
R. C. Greth and Jess 
Draper, the famous 
contributors, over 
whose disappearance 
from these cols, much 
editorial tears are 
shed. Bsztzzslhing! ! 
Wot? Another 
bomb? 

niiiiiniiiiiiin 
A Great Athlete's Newest Pacemaker 
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Dick Mann, Manager of the Newark, N. J., 
branch of The A. Elliott Ranney Company, was 
formerly a great runner. In those days there were 
few, if any, who could take his measure. 

Today his pace-maker is the monthly "task'* of 
orders that he squeezes out of the Newark terri- 
tory. 
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Telephone-Saleswoman! § 

| Idea Ends Selling Snag § 

IlllllllllllllUlllllllllllllliH 

From an Interview 

By J. H. PHILLIPS, 
Hudson-Phillips Motor Car Co., St. Louie. 

[ HAVE a list of about 800 pros- 
I pects. I have several salesmen. It 
is impossible for any sales force, 
at a profit, to keep in touch with as 
large a list of prospects as that, and 
to know when each of them is on the 
point of buying. 

For instance, some prospect may tell me 
that he does not intend to buy for three 
months. Some competitive salesman may 
go to him and endeavor to sell him at once, 
making some concession. That may bring 
the buyer to a point where he can be closed 
in a week or two. 

All this time I am 

(&Lt^l) (\ w/fl SnJy^l *8 norant °* the fact that 
"** ' • •»•.<■ jj^ prospect is getting 

ready to buy soon 

consider him 

buyer rather 

Vfinler buyer. 

So some fine day the 

competitive sales man 

jams my man across the 

line and puts one over 

on me — simply through 

my ignorance that the 

i man was ready to buy. 

I had realized this situation in my business 

for some time. I began hunting for some way to 

IIIIIIIIIIIIIIIIII1IIIIIIIIIIIIIIIIIIIIIM 
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Great Double Page Ad January 2nd— Pages 36-37 

The advertisement below in double page space will appear in the January 4th number of the Satur- 
day Evening Post, which is on your streets January 2nd. 

Should you get this number of the Triangle in time, write every one of your prospects a letter 
calling their attention to this advertisement. Especially, lay stress upon the part on how to choose a 
motor car, for this is a fascinating subject to every prospective purchaser and he will eagerly read the 
argument, if you will let him know ahead of time that it is to appear in the Saturday Evening Post. 

It will be well to send a post card to every automobile owner in your territory, calling attention 
to this advertisement. It appears on pages 36-37 of the Saturday Evening Post. 

iiyiiiiiiiiiuiiiiiiiiiiitiiiiiiii 



SURROUNDED BY ROYALTY 



First, -we will tell you who the folks in the car are. The Duke and Duchess of Connaught are in 
the rear seat. The duke is the Governor General of Canada, uncle of King George V and a close 
relation of the late King Edward. 

The gentleman at the wheel of the car, who is almost completely surrounded by blue-blood, is | 
R. J. Macadam, none other than the holder of the main-chance at Sydney, Nova Scotia. His car was I 
the official car of the Duke and Duchess of Connaught during their civic reception in Sydney. \ 



No dealer could hire a sales force big | with them from time to time — we would knov 

every week or so just how they felt on purchasing 
a Hudson. That scheme would take care of th< 
situation. 

I got in touch with a young woman of the cor 
rect type with a pleasing, steady voice and all th< 
other qualifications for the job. By the time thi 
Triangle appears I will have the young womai 
calling up these prospects daily and learning thei 
attitude as to the purchase of an automobile. Th< 
chances are that this Telephone Saleswoman o 
ours will be able to call our entire list of prospect 
each week. 



offset it. 

enough to call on all those prospects at a profit 

— ^ The New Idea. 

/m[0 the thought struck me that if I could get 
E^/ * young woman of pleasing voice and have 
her develop a Telephone Acquaintance with every 
one of those prospects — in order to keep in touch 
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Duties of Telephone Saleswoman. 

HE will find that some of them are better 
prospects than others. These names she 
will turn over to our salesmen and they will make 
calls. Should there be no possibility of their pur- 
• chasing a car for a time, the salesman will turn 
the name back into the telephone list, and it will 
be worked over until the prospect is again de- 
veloped to the correct point. 

This scheme for a Telephone Saleswoman is 
merely a method of efficiency. It makes the sales- 
man more valuable because he does not waste 
any time with men who will not or cannot buy 
a car at the present time. 

I believe that any Hudson dealer will find this 
method will increase his sales. 



THIN" (iS THIS TK I ANGLE TKAC'HKS VOL 
- OK KKMINDS YOU. 

First — That the successful salesman and 
dealers are those who have adopted the 
Big* Family's policies — your adoption of 
them automatically gives you the same 
success. 

Second — Salesmanship value of courtesy* 

Third — Salesmanship that makes the pros- 
pect sell himself. 

Fourth — The advantages of not hibernating 
this winter. 

Fifth— How a dealer stirred up HUDSON ex- 
citement through a parade of HUDSON 
models created since the Inception of the 
company. 

Sixth — That the factory's new buildings are 
almost completed. 

Seventh — J. H. Phillips' new idea of a tele- 
phone saleswoman. 

Eighth — The new advertisement that reaches 
2,225,000 families January 2nd. 

Ninth— About royalty riding in a HUDSON 
car. 
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SELL the car first! 

| Then talk "77?A£>£" I 
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A MANUFACTURER in his address on the Selling Problems of the 
&'& Automobile Business before the National Association of Automo- 
bile Manufacturers, laid stress on the fact that to take care of the 
used car problem it is necessary to 

Sell the Man Your Car First and Talk "Trade \ AFTERWARD. 
Successful dealers of HUDSON cars are already doing this. 

If a man bases his decision on the price that you offer for his old car, you have sold 
him the wrong way. 
When a man comet in, casually looks over the I some way evade his question. 
Hudson and then asks you what you will allow Say to him: "I have not, of course, looked over 
him on his old 1909 or 1910 X car, you must in I your car and consequently would not be able to 



tell you its worth. But before we go into the 
matter, let us go into your first consideration, 
which is the New Hudson." 

I Then take him from the front of the car to the 

I rear; tell him something about the makers of the 
car; about the staff of engineers and their experi- 

I ence; about a dozen elements that enter into a 

| man's consideration of a car. 

Point out to him the electric self-cranking sys- 
tem and its practical infallibility, the electric 
lighting system, the deep, luxurious upholstery, the 
beautiful, handsome lines of the body, the strength 
of the chassis, its simplicity, the power of the car, 
the dust proof features of the motor, the fact that 
the car has several hundred fewer parts than any 
other in its class. 

Co over the car completely. 

Make Him WANT the Car. 

OO not overlook a single point. 
Make him vant the Hudson more than any 
other car in the market. Make him see himself 
spinning along the country roads in the most 
beautiful 1913 car. 

And when you have your prospect enthused and 
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There Are Self- Starters and Self-Cr anker si 

Everything seems to be all right until you want to start something. A cartoon by Goldberg, the famous newspaper artist that 
aptly illustrates the difference between an electric self-cranking system and other types of starters. 
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-San Antonio Express. 
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warmed up (o the point where he really 

the Hudson, you will have gotten him away from 

any excessive price demand on his old car. 

Then you can say to him if you consider that 
he is sold on the Hudson: "Now let us take up 
the sale of your old car. If you will place it in 
our hands for sale, and set a reasonable figure on 
it, say $750, we will advertise it and place it on 
sale. And when we sell it, the entire amount 
belongs to you. We as dealers can sell your car 
to a better advantage than you can. We will 
impress upon prospective buyers of mis car that 
they are buying it direct from the owner. We 
get no commission other than that on the new car 
we sell you. We will have the prospective pur- 
chaser make his check payable to you.** 

Handle your second-hand deals this way. 

(Editorial Note — Also reail the article "New 
York Dealer** Adopt Hintaon Used Car Scheme" 
which appear* in columns one and two, page 
four of this iwHue of Triangle.) 
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Save Tour Freight Bills; 

"They Are Worth Money! 
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UTOMOBILE dealers in many sections of the United States are 
being saved thousands of dollars by the Freight Department of the 
National Association of Automobile Manufacturers. 
The Freight Department has an office in Detroit. It is finding scores of uninten- 
tional overcharges that have been paid by dealers. 

For one factory in particular, the N. A. A. M., mail them back to the Factory, so that they may 
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1 An engine of 1*Cat tower | 

| working all tbc time is more 1 

| effective than one of 40-borse 1 

I power standing still* | 
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saved 19 automobile dealers nearly $1,100, ac 
cording lo the report made by J. S. Marvin at 
the first Semi-Annual Convention of the Na- 
tional Association. 

There are many errors that are bound to 
creep in, and as a result, the dealers are many 
times overcharged as a result of clerical errors. 

The Factory desires that Hudson dealers take 
advantage of the free service offered by the N. 
A. A. M. Save your freight bills and get back 
your overcharges. 

Thin Service Is Free". 

©HERE is no charge whatever for the ser- 
vice, and all you have to do is to assign a 
drawer for your freight bills, and immediately 
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THE Procession of 1914 buyers of Hudson cars has commenced! 
On top of the order given C. Arthur 
Benjamin, the Syracuse dealer, in October, 
comes the news that Alden B. Swift, son of the 
famous Chicago packer, has placed a bonafide 
order for the first 1914 car with Dealer Holiday 
at St. Joseph, Mo. 

Close on the heels of that information comes 
the news from Los Angeles that Jack Jevne, the 
well known club and business man, — a golf and 
automobile enthusiast, — has placed an order with 
Manager H. L. Arnold of the Hudson Sales 
Company for a 1914 car, to be delivered at De- 
troit upon his reaching this city from a trip 
around the world. 

Mr. Jevne will receive delivery of his Hudson 
car when he reaches Detroit on his way west to 
Los Angeles returning from the trip around the 
world. It has been suggested that he complete 
his long trip by driving the new car from the 
Hudson Factory in Detroit to Los Angeles, creat- 
ing a record for travel that will be unique and 
unprecedented. 

The factory received an order for one 
1914 Six-cylinder Hudson Coupe for delivery 
September 1st, 1913, for Mrs. S. Silverman, of 
Montreal, who at present is the owner of a 1912 
,.j2 •> yj ie orc j er wa$ acceptec j provisionally. 

With the '13 cars selling like wild fire in most 
sections, the flame has attacked the unknown 
quantity of the 1914 output. These four sales 
— the only four the Factory has learned of — are 
far in excess of orders that were placed for the 
'13 line at this time last year. The first '13 order 
last year was taken January 18th, 1912 by the 
Hudson Sales Company, Los Angeles. The 
honor for the first '14 order went to Syracuse, 
N. Y. 

In connection with the *14 orders, one notable 
fact is that Mr. Swift has driven both the 1912 
and 1913 models, and so well pleased is he that he 
is ordering a '14 model sight unseen. 



be checked up by the National Association of 
Manufacturers and the Hudson Motor Car Com- 
pany for overcharges. 

There is probably scarcely a freight bill in 
which some clerical error of some kind does not 
creep in. These errors are unintentional, but 
they are bound to show up, and if you do not 
save these bills and send them to the Factory, you 
cannot recover on them. 

Today — immediately after you finish reading 
this Triangle — collect your freight bills for several 
months back and mail them to P. D. Stubbs, 
Sales Department, Hudson Motor Car Company, 
Detroit, Michigan, and the Factory will see that 
your overcharges are returned (o you. 

There are a myriad of details in this connection 
that you do not understand, but which the Freight 
Department of the N. A. A. M. can uncover for 
you. 

Get together several months freight bills and 
mail them to Mr. Stubbs today. 

The refund you »i// probably get will be north 
far more than the effort. 

(Editorial Note — Also read the article: "How 
to Avert Car Shortage." °. v •*"*• <»• Chapman of 
San Francisco, column three, page four of thin 
is*ne.) 
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Below is a photograph of the finish of one of the first Hudson experimental trips. The man along- 
side the car is a member of the Hudson Engineering Board. He is W. R. McCulla. The car had just 
finished a part of one of the same sort of grinds through which all Hudson cars are put, for thous- 
ands of miles, before being placed on the market. 

The New Hudson "37" was road-tested 20,000 miles by methods that were equivalent to 40,000 
miles average driving or four years use of the car in the average owner's hands before being placed 
on the market. 

The photograph below is historical in engineering circles because it marked the finish of one 
of the first Hudson experimental trips. 
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^ ifear Story in 2 Acts — 3 Scenes I 
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<*\-\HIS is a bear 

1 story. It is a lit— 
*A tie sc r a m b I e d, 
meaning by that 
that the details are garbl- 
ed somewhat, owing to 
the fact that so many 
folks owned the bear. 

But it happened this 
way, according to the re- 
port that reached Detroit 
from New York state by 
way of Kansas: 

Somebody sold F. 
C. Benson, Syracuse 
member of the "Big 
Family," a bear. Ap- 
parently the event took 
place during some militia 
encampment. BensorJ 
eagerly accepted the of- 
fer to become the bear's 
owner, he admiring the 
song "It's a Bear I It's a 
Bear!" Whether Mr. Be 
Family" or add the "Big 
the issue. 

Be that as it may, the fc 
Benson ran into Jim Gilli 
Gillis is a militia officer, 
ing he does nothing but i 
Trying to be amiable Gilli 
to buy something of his fe 
He insisted on buying th< 

He was irresistible. Bi 
Service on motor cars is cl 
it needed a regiment to take proper care of the bear. 

So he officially appointed the bear Mascot of his Regiment. 

He figured if the regiment couldn't take care of the bear, the bear would take care of the 
regiment. It worked either way. 

At the inauguration, the bear suddenly decided against either proposition. Chances are it had 
been a mascot before. Bear mascots seldom get bear food. They are pampered, petted, fed 
indigestible things. As food is a bear's business, he vetoed Jim Gillis' idea, threw over the "Big 
Family/* the regiment, Gillis and the memory of Benson's kind treatment, and informally beat it for 
the woods. This was in the midst of the ceremony. 

Benson tried to capture him, but the nearest he came was the snapshot of the bear's French 
leave, shown here. That is the story as it came to us garbled by its circuitous arrival in Detroit 
from New York State by way of Kansas. 
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Secrets Behind Success of Tour 

I Winter Automobile Exhibit j 
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(Kdilorial Note. — .Mr. Fulton's ideas, for lie 
naw thift exhibit, are important in connection 
with your contemplation of a Winter Automo- 
bile Exhibit, proposed in a recent Triangle.) 

BY H. J. FULTON. 

MY impressions of the Tom Botterill Automobile Company's second annual auto- 
mobile show which they held at their showrooms, 36-42 State Street, Salt Lake 
City, December 3 to 7, may be interesting. 

It is my opinion that the show was a success to important results of the show was the confidence 
a marked degree in three ways: inspired in the Botterill Company and the feeling 

First — the show brought to the Botterill Com- that their interest does not cease with the sale of 
pany*s establishment any number of prospects who | the car. The entire force of the Botterill Corn- 
while they had been called upon by the salesmen pany consisting of 42 people, put in every ounce 
time and again, had never taken the time to inves- 1 of their energy and enthusiasm to make the show 
tigate the Hudson line first hand. It enabled a success from both a mechanical and an artistic 
them to learn more about the construction of the ! standpoint. 

Hudson than would any number of booklets or i >!«•» »«*ii> it* Muce*s. 

road demonstrations. I ?|wEN from the mechanical department worked 

Second — it drew a great many people who had | >JL£ all day on cars and then cleaned up to be 
never owned a car, and the show, due to its com- at the show every evening ready and eager to 
pleteness, was an education to them in the sturdy ( explain the various features. The public, whether 
construction, extreme simplicity and ease of con- car owners or not, after talking with these men, 
trol of the 1913 Hudson. left the show thoroughly convinced that the term 

Third — and in my opinion — one of the most "Botterill Service" was not an empty phrase and 



that the buyer of a Hudson car would be well 
taken care of after his car was put in use. 

If a show of this nature can draw the attend- 
ance that it did in Salt Lake City, a town of less 
than 100,000 population, it will draw as well in 
any city, large or small. 

§11111111111111^ 

zA Q(ew Dealers Letter j 

| to All Hudson Owners j 

jj By WM. STEINHARDT J 

H San Antonio, Texas W 



THE HUDSON COMPANY 

San Antonio. Texas 

Mr. John Doe, 
City. 

Dear Sir:- 

The fact that you bought a "HUD80H" 
before we began selling HTJD80H cars haa 
no bearing upon our attitude toward 
you. You are a member of the "Big 
Family" and we are its represen- 
tatives. The Hudson Motor Car Company 
now offera users of its oars a real 
high class representation in this city. 
We have oome to stay, our undertaking 
is not a myth. 

We apprsolate that good oars are made 
unpleasant possessions to their owners 
if they are bought from dealers who are 
not fair minded, oongealal, and im- 
pregnated with a policy that alms at 
all times to give servioe. 

With a view of beoomlng better ac- 
quainted, we are asking you to write us 
and gire us an expression with refer- 
ence to the satisfaction that your 
HTJD80H automobile has given you. Has 
it been a pleasure to you? Hare your 
Tires given you phenomenal mileage? 
Haa your oar sufficient power for your 
average requirements? Does your oar 
ride easy? Does your motor consume 
much Gasoline? Does it seem to lubri- 
cate properly, proving to you conclu- 
sively that ita lubricating system is 
right? With reference to weight, don't 
you think your oar is proportioned 
right and Is not too heavy? Do you 
find your motor to be exceptionally 
quiet? In conclusion, we will ask you 
to give us a detailed description of 
the performance of your HUD80I, for we 
assure you that we are at all times 
interested in knowing the kind of 
service you are getting from your car. 
And we want you to feel perfectly free 
to call upon us at any time that we may 
be able to serve you. 

Trusting that you will favor us with an 
early reply, we are 

Youra very truly, 

THX HUD80I COMPAIY. 
W8-V 



A 



BOVE is a letter which we are mailing 
out to Hudson owners. 

The replies that we are receiving 
ma\es us feel proud that we are selling 
Hudson cars. 

Frankly we do not believe that there is another 
car on the market that has so many satisfied 
owners. 

In asking the average automobile owner how 

he likes his car, his reply is usually "Oh, very 

well," but ask a Hudson owner how he likes 

I his car and right there you have touched a sub- 

| ject upon which he is always glad to talk. 

I He will go into lengthy detail explaining all 

the many features which he knows by talking to 

other owners. 

If you will note by this letter, we have put 

I the answer in his mouth. That is to say, the 

I average man fails to answer a solicitation letter 

1 of this kind, in view of the fact that he does not 

I know what to write, but our circular letter makes 

this easy, because we ask questions that we want 

them to answer. At the same time, we are 

extending to him our services at any time he may 

need them. 
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Rose Smashes Southwestern Selling m 
Record! Three Cars in ONE Day! | 



j By E. O. PATTERSON 
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c | A W. ROSE, president of the Hudson Mo- 
- J tor Car Sales Company, Dallas, Texas, 
• y> ripped the lid off the order jar Decem- 
ber 9th. 
He sold three cars alone and unassisted on that 
day, all of them being new Hudson "37's." 

This record equals that of Victor F. Camp 
of A. Elliott Ranney Company, New York, who 
also disposed of three cars in one day. Mr. 

UllillllllllllllllllllllllllllllllllllllJII 



Camp made his sales about a week previous to 
those secured by Mr. Rose. It took some hard 
fighting to get the three orders in a day. 

Mr. Rose did not make them on the salesroom 
floor in Dallas. He had to get out into the 
country and close two of them with buyers living 
some distance from Dallas. The fact that he 
got them all in a single day emphasizes the fruits 
of determination. 
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| New I ork Dealers Adopt \ 

| Hudson Used-Car Schemed 

p (From Motor World.) J 
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AFTER wrestling with the subject for a 
long time, the Automobile Dealers' Asso- 
ciation of New York City finally has 
placed the stamp of its approval upon a 
plan which is calculated to inject a measure of 
business sense and relief into the used car situa- 
tion, although the plan itself is not a new one, 
and, with slight variations, has been followed for 
some time by at least several dealers in the 
metropolis and elsewhere. 

With minor changes to meet the conditions in 
the individual salesrooms the plan is that which 
has solved the problem for the A. Elliott Ranney 
Co., the Hudson dealers in New York, and which 
entirely eliminates trading; the company disposes 
of the customer's old car, but it does not trade. 
In connection with the disposal system, several 
documents are used to record steps in the trans- 
action. 

When a man goes to the Ranney company to 
purchase a new car and desires to turn in his old 
vehicle, he is asked what valuation he places 
upon the old car and he then delivers it to the 
Ranney company, signing a blank which reads as 
follows : 

SECOND HAND CAR AGREEMENT. 
I, the undersigned, hereby agree to leave with 
the A. Elliott Ranney Company for sale, my 

automobile, and I 

hereby authorize the A. Elliott Ranney Company 
to retain from the proceeds of such sale the sum 

of dollars to apply on the 

annexed order. The asking price for my used 

car is dollars, subject to change in my 

discretion. 

The A. Elliott Ranney Company assume no 
responsibility for loss or damage to the car by fire 
or otherwise. 

As is evident, this document authorizes the 
Ranney company to sell the car and to retain a 
certain amount from the proceeds. Should the 
asked price be $2,000 and the price of the new 
Hudson $1,500, the company would be authorized 
to retain $1,600 out of the $2,000, but should 
the asked price be $1,000, the company would be 
authorized to retain $1,000. When the used car 
is sold the company keeps the money secured for 
it and the customer who wishes a new Hudson 
pays the difference between the new car's price 
and what the old one sold for, provided this latter 
figure is less than the price of the new Hudson. 

If Immediate Delivery 1m Aftked. 

|HOULD the customer insist that he be given 
a new car immediately, he is asked to pay 
for it on delivery and whatever is secured for the 
old car is remitted to him as soon as it is sold, 
with no charge for the selling. In this case, a letter 
to the customer or some other written record 
cancels the clause authorizing the company to 
retain any of the money received for the used 



outright for a new car and also does not desire 
to be without the use of his old car, even for 
one day, the company endeavors to arrange a 
sale while the customer retains possession of the 
car, the owner of the car and the prospective 
buyer being brought together at some time and 
place arranged. But under no circumstances will 
the company take the car in trade. 

When the scheme first was inaugurated a 
couple of years ago, the public was a bit slow in 
accepting this form of merchandising, but when 
the logic of the situation was explained the pro- 
test became insignificant. An added point of 
interest is that the Ranney company assumes no 
risk whatever; if the tires are bad when the 
car is received and there is likelihood that a 
blowout may result during a demonstration of the 
used vehicle, the owner's attention is called to this 
fact when the car is taken in and any blowouts 
are repaired at his expense. The non-assumption 
of risk applies in every particular. 

Price May Be Too Great. 

XF it is found after several days that the price 
asked by the owner of the used car is too 
great bargaining is begun ; he is informed of the best 
offer obtained, and if the owner concedes a point 
the prospective buyer is asked to come up a 
trifle, and generally satisfactory terms are reached. 
The Ranney company states that through this plan 
used cars seldom remain in their used car de- 
partment longer than a week. 

Much money has been lost through trading; 
cases have been known where prospective pur- 
chasers of cars have gone to used car establish- 
ments, bought an old car of the model they in- 
tended buying, paying, say, $300 for the old 
vehicle, and then have traded it in for $700, mak- 
ing $200 while the dealer lost that amount or more. 
"Shoppers," who properly are classed as better 
salesmen than automobile salesmen, frequently 
travel along "automobile row" and by telling 
"what so-and-so offered" for the old car, force 
the price up to an exorbitant figure. The dealer 
who acts merely as an agent in disposing of the 
used car is protected against such losses. 
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I BIG FAMILY GOSSIPl 



Very Personal Indeed 
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rising sun of Detroit's Christmas 
morn broke over the visages of Secre- 
tary F. O. Bezner and Advertising Man- 
ager C. C. Winningham, returning from 
car. In case the customer does not want to pay | a trip of several months in Europe. They re 
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ported rough weather on the Atlantic, with waves 
as high as a four-story house. "The best thing 
we saw on the whole trip was the Statue of 
Liberty in New York harbor coming back," Mr. 
Winningham stated. 

ONCE upon a time there was an automobile 
dealer who got a Lemon line. It wasn't 
advertised, so he didn't advertise it. But he did 
a garage business and talked a lot about the Lem- 
on. People didn't dispute him — he was an hum- 
ble garage man, they thought, and they agreed 
with him, but didn't buy. There were 7 E. Z. 
Marb in the town. Three were E. Z. Marks of 
low degree. They fell. He sold one the first 
year and two the next. His Lemon increase was 
100%. But he lost money. He went broke. He 
had a chance to get the Hudson line two years 
ago, but the Lemon had a 40% discount. He 
went broke making 40%, that even the E. Z. 
Marb pruned down to less than 20%. 

Vice-president E. H. Broadwell tells of a 
rapid-fire order in Atlanta. C. O. Summers, 
Barnesville, Ga., buggy manufacturer came to 
Atlanta shopping for cars. He saw all the 
$5,000 cars, rode in all of them. The news of 
his visit filtered through to J. W. Goldsmith, 
Hudson dealer. Goldsmith called on him. "I 
know you're looking for a 'six' and don't care 
what you pay for it, but frankly you should hold 
off your decision until you ride in my car," he 
said. Mr. Summers agreed. In the middle of 
the demonstration Mr. Summers abruptly halted 
the procedure with: "This is my car. It's the 
one I want." And he refused to relinquish 
possession of the demonstrator. He gave Gold- 
smith a check in full and ended the deal by 
taking the car home with him. 

Now, then, new members please arise. 

Remember, gentlemen this isn't a philanthropic 
society — no one here is anxious to throw money 
away — we're all here to build our businesses 
solidly — so nix on anything but one-price-to-all. 
No "concessions." Do business on a business 
basis like the rest of us. And we're a pretty 
prosperous family all the way around, because 
we're square with every customer. The same 
deal for everyone. 

How very annoying. A Pierce Arrow man 
came seven miles out to the factory to ask to get 
on the Triangle circulation list. Such is fame. 
Gosh, how we dread it. 

E. W. D.: "Would it be proper to try to 
sell a car to a young man's fiance, she contem- 
plating secretly that after they were married she 
would make him pay for it?" 

Answer — If you can sell it, it would. 

Giddap ! 
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W How to Avert j 

I * Car Shortage j 
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By S.G. CHAPMAN. 

San Francisco Distributor. 

ERE is an effective way to avert the 
prospective shortage on Automobile 
freight cars. 

I took the matter up with the President 
of the Motor Car Dealers' Association of San 
Francisco, and he in turn took it up with the 
railroad officials. 

Distributors of other cars had letters from 
their factories about the same time that the Hudson 
letter was received. A concerted action »as 
tal^en at once. 

The Railroad people immediately issued in- 
structions that all automobile equipment be rushed 
back to Detroit with all haste. The Railroads 
have a ruling here that cars must be unloaded 
within twenty- four hours from the time they 
arrive, otherwise the Railroad unloads them and 
puts them into a warehouse, so there is no chance 
for delay at this end. 
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Pep! 



Bp EVans W. Christie. 





You are loggy, slothful, your body hates to move, your brain hates to 
think, work is real pain. You are a sluggard, a drone. 

But you would not be selling Hudson cars today if your true nature 
was that of a laggard. 

Yet every indolent moment is grease for the skids that you are adjust- 
ing under yourself. 

You've got to Fight to preserve your Right! 

You've got to re-energize yourself to throw off the air of the sloth. 
The trouble is you're out of Pep! You've lost your Electric Enthusiasm! 
You let laziness decay your brain! 

You imagine you'll get up and get into the Fray on the proper Day. 
Then, at the crucial moment you find competition bears you down, down, 
DOWN! 

It crushes you! You've had your Fun, now you're Done! 

And all because Enthusiasm, Pep, was lost. It was easier to back- 
slide than keep the Stride. 

Enthusiasm is the very life-blood of Business! You've got to have Pep 
if you want to keep Step. 

This TRIANGLE is to stimulate your Enthusiasm — to renew your Pep 
— your mental energy — your selling vigor. 

Its purpose is to Kill the Sluggard in you — to thwart Brain Decay — to 
keep your true self on Top. 

For most Hudson salesmen and dealers it does just that. But there are 
a few we know who just read it — they don't study it — the vital selling facts 
and truths they let slide past — they don't digest them — they don't use the 
clever selling schemes — the splendid ideas — they forget them — they make 
no effort to remember them — to work them. 

They get little enthusiasm, little Pep, from the same tree on which 
others thrive. Men have been known to Starve on Broadway, New York. 

Are you Starving for Pep amidst the Enthusiasm the TRIANGLE 
disseminates? 

You know whether you are or not. 

STUD Y the TRIANGLE ! Digest its enthusiasm! Use its selling schemes! 
Learn the things it teaches. 

It takes 14 minutes for the average man to read these 4 pages — to fully 
absorb these important ideas. 

Now aim to REMEMBER these things. Then you will get the Elec- 
tricity of Enthusiasm into your work! You will have killed the sluggard, 
the sloth, the drone that sometimes dominate all men! 
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IVhen Kids Inquire 



! 1 BIG FAMILY GOSSIP 1 



By E. H. Broadwell, Vice-President 
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Date_ 



Dec. 31st t 1912 



No._ 



Gen. 



-S-#^#- E ae ry, Sol c h or n, Ohio . 



Dear Sir: 

We ere in receipt of e request for information about the HUDSON from 

'James G. Henry, Box 175, Ecfchora, 0. 

As (his part? is located in your trrritorr, w« respectfully forward hi* Urtar. attached hereto, 
with the reqjest that you immediately «et in touch with the party. 

Literature will be sent from time to time. In order that we may discontinue aending this liter- 
ature aa soon a* you have made this sale, or have concluded that a sale U impossible, we request that 
you immediately notify u» to that effect. 

Please fill out the card in the space provided and return so that our file will be complete and we 
will know how beet to circularize the party in order to help you consummate a sale 



I consider the party aboj 
we can dote with 



p you conkurn 
party abopMiamed a (gj) /&& 



prospect I think 



think the party will 



buy a_ 



_ebout_ 



Opposite is the blank 
zvhtch the factory 
sends out to dealers 
upon which to note 
the calibre of 
prospects which 
result from National 
advertising. 

The dealer fills out 
the inquiry blank and 
returns it to the 
factory with notations. 

This is a duplicate 
of a blank received 
recently at the 
Factory, with the 
exception that 
another name was 
substituted for the 
name and address of 
the dealer who sent 
the blank and the 
prospect. 



The Living Evidence of a Lost Opportunity 

fN SALT LAKE CITY the other day I met a man who had just 
purchased a HUDSON. Practically his sole function in the purchase of 
that car had been to sign the check for it. His son of about sixteen 
years of age, probably £neu> about as much about automobiles in one 
minute as the father knew in one week 



The son had made the rounds of the 
different cars in Salt Lake City and had 
enthusiastically studied the mechanical 
features of each and had brought the 
decision on the car his father was to own 
down to the HUDSON. 

The father came into the store with his son, 
absorbed some of the talking points of the car, 
and bought it without further ado — his son had 
convinced him that the Hudson was the car to 
own. 

Yet a big hard-headed automobile dealer the 
other day returned one of the factory's blanks 
inquiring as to whether a certain party was a 
good or poor prospect, with the words: 



"No, he In a kid." 



The notation, if this was a worthless prospect, 
should have been: 



"No, hi* father is not financially able 
to buy an automobile*" 



CD 



Don't Toss Sale** Away. 
|HEN kids inquire about the Hudson 



don't throw away a possible chance to sell 
an automobile by dropping the prospect like a 
hot coal the moment you find that the inquiry 
was made by a kid. Find out if the father or 
mother is financially able to purchase a car. 

There are scores of fathers and mothers able to 
buy cars who, when urged by the boy, will say: 
"All right, son, write and get some catalogs and 
we will look them over." Consequently the 
Hudson Company gets an inquiry from this boy 
which is turned over to the dealer. 

The latter learns that the party is a kid and 
drops it /i£e a hot potato. 

That is short-sightedness. 

In Selling Other GooiIh. 

©OOKKEEPERS are as unable to pur- 
chase adding machines as the average 
office boy is. But adding machine agents, when 
they secure an inquiry from a bookkeeper, fol- 
low it up with just as much vim and energy as if 
the president of the concern had written about 
buying an adding machine from them, because 
hey know that in order to sell the president, they 




must sell the bookkeeper. 

In order to sell a car to the man who signs the 
check, you have got to sell his family, and that 
inchdes the Boy! 

Some manufacturers of automobiles have real- 
ized the power of the boy in the deal to the 
extent that they are advertising their cars in such 
papers as the Youth's Companion and the Ameri- 
can Boy. The Hudson Company does not do 
it for the reason that it concentrates its appropria- 
tion in publications such as the Saturday Evening 
Post, the Literary Digest, Colliers, etc., which 
get the boy anyhow. 






Boys Eusy to Sell, 
when inquiries come from boys — from 
ids — don't throw away a great big oppor- 
tunity to sell an impressionable mind that in turn 
can mould his parents' minds with far greater 
ease than you can, because he is their boy. 

Many boys of 15, 16 and 18 years drive their 
father's cars. 

The other day it was said that the sale of a 
Hudson six-cylinder car to Chief Mathews of 
the Tampa, Fla., Fire Department, was decided 
by the chief's son, who drives his father's car to 
fires for him. 

If you are missing the opportunity afforded by 
the Boy, you are employing hindsight. Open your 
eyes to your opportunity and recognize a possible 
prospect even if the inquiry comes from the boy 
of the family, because you have got to sell the 
boy and the family anyhow to put the deal 
through. 

Watch for the "Kid" inquiries — they are prob- 
ably a more valuable type of inquiry than any 
other, because the kid, being impressionable, is 
easily sold, and hence easily sells his family if 
you go after him right. 

Even if you dislike kids, remember, you're in 
business for MONEY! 
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COUPLE of columns west of here there 
seems to be a row about "kid inquiries." 
Looks like the vice-president has some- 
body pinned to the ground. Isn't you, 
is it? No? Giddapl 

If you will step aside a moment while the 
bloody carnage on "kid inquiries" is raging we 
would like to let you in on something. The 
new tenants at the $175,000 Sioux City la., 
Motormart — they are Carl Haakinson, Bob 
Beatty and Ralph C. Wigton of the Haak- 
inson & Beatty Company, Hudson distribu- 
tors for the Sioux City territory. Mr. Wigton, an 
old-time newspaper man — shake, Ralph — is the 
manager and L. V. Smith, with whom they closed 
for the territory, looks upon Wigton as the King 
Pin of Publicists. Smith's demonstration of Wig- 
ton's publicity power proves to us that 100 cars 
in that territory is a cinch. Their 50x90 foot 
space in the Motormart is as fine a location as 
there is in Sioux City. 

Now get ready to shiver. No, no, nothing 
about Medicine Hat. But the Main Chance in 
the rich province of Manitoba — Winnipeg is the 
metropolis — has been captured by the Canadian 
Motor Company, Ltd. Manitoba is a good, 
sound province, a new country, and the fact that 
the M. C. is to be mighty profitable there for the 
new members of the "Big Family" is evidenced 
by the mass of wealth there. 

Among other automobile dealers who qualified 
to woo and wed Miss Main Chance are L. C. 
Higley, Polo, III.; R. C. Kelly. Longview. 
Texas; R. J. Corson, Cleburne, Tex.; J. J. 
Cunningham, Camden, S. C; The Cowichan 
Bay L. 6x M. Company at Cowichan Bay, British 
Columbia. 

The Cowichan Bay folks, it is to be hoped, 
aren't bothered with it. What? Why, with the 
cow itch, of course — nothing funny about it if 
you've got it yourself. 

We've liked Texas folks for a good long while, 
but when a man comes forward and says, "I can 
sell 50% more cars here than 1 contracted for — 
put me down for that number and give me this 
chunk of territory," we say he's our kind. That's 
the new proposition that J. E. Brown, Temple, 
Tex., has taken on. Brown, you've got the stuff 
that'll get you the long Green. 

A personal -selling orgy was pulled the other 
day, according to the Cincinnati Commercial- 
Tribune, by Billy Welbon, Cincinnati, when he 
took a "whirl" out into the territory and at 
Marlinton, W. Va., snared three orders. They 
came from H. G. Baxter and G. N. Campbell, 
Campbell Lumber Co., and F. B. Hunter, cashier 
of the local bank. It was done on a Friday and 
Saturday. Keep the lid off, Billy, it smells good. 

Next we shall introduce a new member of 
the "Big Family," whose left hand knows not 
what his right hand does because his left hand 
works in Wisconsin and his right in Michigan. 
He is E. H. Ekman, Bessemer, Mich., whose 
territory laps into two states. He is up in the 
rich ore country. Big Business is his. 

In rich Saskatchewan, Canada — to be specific, 
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A grape fruit is a lemon that bad a chance 
and took advantage of it. tyu've got the yifcain 
Chance in the tbudson line. 
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How to Find Out the Correct 

j Newspapers to Advertise In 




oiiiiiiiiim^ 

^j^HERE are certain territories — certain dealers — that the factory 
J[ believes and knows are using the WRONG newspapers to advertise 
in. Those dealers are utterly wasting nine out of every ten dollars 
they spend in those papers. Some dealers like the useless personal puffs 
that the cunning publisher gives them as cheap bribes. Others get lots of 
free publicity, but what good is free publicity in a paper, the circulation 
of which goes to classes too poor to buy automobiles? If you are using an 
inferior paper because of free publicity you are falling for the old gold- 
brick game. 

There is a scheme with which you can 
actually determine the best newspaper or 
newspapers in your city to utilize for your : business way if you win allow us to *now 

! _\. . !j_j j en *_ i en ! "hich of the local newspapers you read 



Dear 81r: — 

Which is your favorite newspaper? 
Tou oan be of assistance to us in 



advertising, provided there are 50 to 150 
Hudson owners in your territory. 

If there are not that number of owners in your 
territory, then there is a second scheme which will 
fit the latter situation. First we will tell you of 
the scheme in the territory that has from 50 to 
150 cars. Send out the letter opposite to all your 
Hudson owners. 

Result of the Scheme. 

©HIS will tell you the favorite newspapers 
on your list of Hudson owners, and if 
that class of people — men who are able to buy 
cars — read one newspaper more thoroughly than 
another. 

Then you can depend upon it thai the greatest 
number of men able to buy automobiles is to be 
found in the circulation of that particular 
newspaper! 

Possibly two newspapers will share alike in 
the favoritism of your Hudson owners. In 
that case, you necessarily must use both papers, 
but the idea in this is to narrow down your 
advertising appropriation to the best possible 
medium if one medium in your city far outstrips 
another. 

Where There Are lew Cart*. 

XF you are in a territory in which there are 
few Hudson owners to establish a safe 
average take your prospect list of names of men 
who you know positively are capable of purchas- 



moat thoroughly. The one that you read 
most thoroughly you undoubtedly buy regu- 
larly day after day, and this, we believe, 
you would name as your favorite news- 
paper. 

So If you will kindly cheok on the en- 
closed post card the name of your favo- 
rite newspaper-the one whloh you read 
most thoroughly and most regularly-you 
will be rendering a kindness that we will 
thoroughly appreciate and undoubtedly 
oan reciprocate. 

Will you kindly let us have the post 
card filled out by return sail? 

Thanking you in advance for this 
courtesy, we are. 

(Dealers Han© and Address.) 



(Copy for iioNtmrri to uceoinimny above 
letter.) 

My favorite newspaper — the one I 
read most regularly and most thoroughly 
—Is 

[] Chicago Tribune 
D Chicago Record Herald 
D Chicago Evening Post 

□ Chicago Journal 

□ Chicago News 

Name 

Address . 



ing automobiles. 

You may have 50 to 100 names on the prospect 
list — possibly 500. Send the same kind of letter 
to those prospects and the same stamped post 



card. You will, of course, not get back so many 
post cards from your prospects as you would from 
your owners. 

But you will get back sufficient to give you an 
indication of which paper to utilize to reach the 
best class of buyers in your town. You yourself 
may favor a publication that your buyers do not. 

To reach the best buyers, you have got to use 
the paper that most of them read. You cannot 
judge that yourself. You have got to find it out 
by an actual test of this kind. You should hold 
such a test every six months or every year, because 
newspaper circulations change so rapidly that 
some times a paper in six months will drop from 
the highest point of efficiency to the lowest. 
Are Vou in Earnest? 

I F you are really anxious to spend your 
^J^ advertising appropriation intelligently, and 
if you have an inkling that you are not at present 
spending it intelligently, then you will use this 
scheme to find out where you are at in connection 
with the advertising. 

There are certain territories in this country that 
the factory believes and ^nows are using the 
wrong newspapers. Some of them have been 
told about it. If they will use this scheme, they 
will satisfy themselves and the factory as to the 
advisability of the appropriation being spent in 
the correct newspapers. 
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| Jl Service "Problem Solved 
| REMEMBER 

1 This is the date /2&**~6*" 3/otVW 2 - 

1 Your STORAGE BATTERY 

| Needs attention 

| PLEASE bring your car in TODAY 

1 Service Dept 



Bemb-Robinson Co. 

2tt J«ff«r*»n Av* 



= It is hard to get a man who is not inter- = 

H ested in the mechanics of his automobile f§ 

^ to give it the necessary attention. That is =f 

H the reason for the existence of "Hudson fi 

= Service." =f 

H The Bemb-Robinson Company, Detroit, |= 

^ uses a simple method for seeing that own- || 

^ ers' batteries are cared for, yet it solves a ^ 

s b*9 problem. On the 14th and 31st of each 1= 

p month a post card, of which the above is a =j 

= reproduction, is mailed to each owner, and = 

H with but little effort and at insignificant §| 

H cost, each battery is filled, the owner is = 

p gratified and the results of natural neglect m 

^ are forestalled. ^ 

H If you are not already using this idea, 11 

H if will help you make sales to do it, and m 

p in addition, it will bring you a happv, sat- sj 

H isfied family of owners. ' ' §§ 

llillll!lllll!lllllll!llli:i]|||| 
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Are You Losing Half Your Rent ? 
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%J^OU pay half your rent for your 

j( windows. 

A man who is well known in busi- 
ness circles, went into a haberdash- 
ery store on Broadway, New York, the 
other day and the proprietor came for- 
ward to meet him. "Do you know where 
the middle of your store is?" the business- 
man asked. "Why, yes; right about 
here/' said the proprietor, indicating as 
near as he could the middle of his long 
narrow place of business. 

"No, it isn't," the businessman snapped 
him up. 

"It is right up here at your display 
low. Your entire rent is based on 




your ability to display goods in your win- 
dows, yet here you have a window dis- 
play that I dare say has not been changed 
in the last six months. You are making 
no effort to attract prospects into your 
store. Your windows haven't been 
washed in six months." 

The merchant was amazed, and about two 
weeks later, this same businessman happened to 
pass this store, and he noticed that the windows 
were beautifully dressed up. They had been 
washed and the place has assumed a new appear- 
ance. From the crowd inside, the merchant was 
evidently getting results. 

Wash the Whitlows. 

.HIS particular fact applies to 40% of the 
'automobile dealers in the United States. The 



CS 



first thing that the many dealers should do is to 
wash the windows and make their stores bright and 
spick-and-span. When you consider that one- 
half the rent you pay is for your windows, you 
will make use of them in displaying your cars. 

Ed. Gomery of Philadelphia, last year utilized 
the scheme of having a different colored car in 
the window each day. He said it was a good 
prospect-getter. 

Keep your windows spotlessly clean all the 
time and utilize them for displaying to advantage 
at least one car. // is worth while to pay a good 
department store display window-decorator to 
work up a good setting for the car in your 
windows. 

Your window rent costs you half the total cost 
of your store rent, so don't throw away half your 
rent. 
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New T^ork Show Crystallizes Results of Great Ranney 
Exhibit. Toback Outwits Broadway Motordom 
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The Biggest Crowds at the New York Show Were Here 
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7^ Method of Handling a Trospect 
When You See You Are Losing Him 



'WHY WON'T YOU BUY?" 



A SALESMAN was up against a stiff proposition. He had worked 
<i \ f° r several weeks on this prospect and could not seem to land him. 
The man kept giving his excuses. 
Excuse after excuse the salesman absorbed without being convinced. He 
thought the prospect simply did not want to buy the car, 



Finally the salesman gave up in despair. H< 
had apparently overcome every excuse, but just 
the same he was losing the sale and he knew it. 

"I simply don't want to buy the Hudson,** the 
prospect terminated the interview with. 

''Alright, Mr. Brown," said the salesman, "if 
you don't want to buy, I certainly do not want to 



He had uncovered the sticking point and com- 
pletely wiped out the resistance which stood be- 
tween himself and the sale. 

It was an easy matter when he learned the real 
reason why the man could not be induced to 
purchase. Until he learned that, he was com- 
j pletely at sea. He mas shooting without a target, 
attempt to force you to buy. I have presented trying to triage a bull's-eye in utter darkness. 
every possible point about my car to you. I | So when you get a prospect with whom you 
have left nothing unsaid. I have demonstrated seem to have reached the end, you cannot per 



to you that it is undoubtedly the most remark 
able car, both from an engineering standpoint and 
a value standpoint of any you have seen, but 
still you do not believe it is the car for you. 
Now I know that a man of your position in 
business and business intelligence hardly means 
for me to take in earnest the excuses which you I 
have given. j 

"Remember, I don't want you to buy, but j 
wont you tell me the real reason, just for my 
own personal satisfaction, that you will not buy? I 
Tell me the actual reason — not the excuse, but the 
reason which at this moment I cannot see, and 
which is the answer to the question of why I 
cannot sell you. All I want to know is the real 
reason. I do not want you to buy unless you 
want to — I only want the real reason for my own 
satisfaction.** 

Prospect, 



CHE prospect was taken by surprise. So 
this salesman, he thought, knew that he 
was only being given excuses to get rid of him. 
He wanted to know the sticking point. He had 
pleaded for the man to be frank with him. 

"Well, I will tell you," the prospect said. "I 
will be frank with you. I intended to buy a car 
largely because it would give my wife an oppor- 
tunity to get out into the air. She is a large 
woman and the trouble with your car and most 
of those I have seen is that she cannot comfortably 
sit behind the wheel. There is not room enough 
there for her. Now, that is the reason I am not 
going to buy a Hudson." 

The salesman had never thought of this. This 
was the last reason in the world on which he 
expected to lose the sale. 

Then he proceeded to sell the man on the 
sticking point. 

"The steering post of the Hudson car is built 
so that it will accommodate 90 per cent of the 
buyers of automobiles,'* said the salesman. "The 
slant of that steering column can be readily 
changed to suit — it is merely a matter of 24 
hours. There is no difficulty whatever about that, 
in fact I can have the car ready for you tonight. 
If you will 'phone Mrs. Brown, I will be pleased 
to have the car in shape so that you or she can 
be taught to operate it this evening. It is going 
to be a beautiful evening, and you will want to 
use the car. The changing of the steering column 
will necessitate no inconvenience to you what- 
ever." 

SAIeaman Gets Order. 



suade him, he continually gives you excuses for 
not buying, rather than reasons, and tries to put 
you off in that manner, then look for the sticking 
point. 

Try to find it out without putting the question 
bluntly, but should he indicate that your inter- 
view is about at an end, then put the question 
to him in the form that the salesman above did, 
and in 7 cases out of 8, you will locate the stick- 
ing point. The instant you find that, then get 
to him on that basis. Sell him on the reason why 
he won't buy. 

If you will use this scheme when you seem 
to be backed up against the wall and are prac- 
tically done with a man, having concluded that 
you have lost him, then start out to find the 
sticking point. 

The average man will tell you what the diffi- 
culty is — then it is a simple matter to sell him. 
If you will use this formula in your selling, you 
will be surprised how few sales will get away 
from you after you have located the sticking point. 
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ON'T HIBERNATE THIS 
WINTER." On page 3 of the 
Dec. 21st issue of the Triangle, that 
line compelled my attention. 

That reminds me of a story my mother used 
to read to me out of an old black book she had. 
The story began, "Benaiah, the son of Jehoiada, 
went down and slew a lion in the midst of a pit 
in time of snow." 

The story thrilled me as a boy but I did not 
get its full significance until many years later. 

Benaiah slew a lion, without a Winchester re- 
peating rifle, knife to throat and hands to claws; in 
the midst of a pit, where there was no place of 
vantage to be had; in time of snow, when the 
very elements fought against him. 

A hard fight, in a bad position, at a cruel time; 
but the Benaiahs of life know that if the worst 
comes to the worst, it is better to die fighting than 
die flying. 

More than once, a re-reading of this story has 
proven an inspiration to me when I was about to 
yield to adverse weather conditions. Through 
January and February it will require the courage 
and strength and determination of a Benaiah to 
keep our sales up to the November mark, but 
what has been done can be repeated. 

This is only a thought that may help to stiffen 
the backbone of some of the men who read the 
Triangle. 
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Congratulations 

OfflliiiU'ilil'i'li.'III.V'iJ.II.IILniliLyii'l ll^l^'iiiliiii;! 1 !,,,." 1 ] 

#¥%ITH the well wishes of every employe of 
\\J the Hudson Sales Company, of Minne- 
apolis and St. Paul, Minn., Mr. S. J. Penburthy, 
special salesman, left there for Houghton, Michi- 
gan, where he was married. 



What To Do 

When Orders Are Slow 
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THE THOUGHTS IN THIS ARTICLE WERE FURNISHED IN 
AN ADDRESS BY A MANUFACTURER OF AUTOMOBILES, WHO 
IS ONE OF THIS COUNTRY'S BEST KNOWN PERSONAL 
SALESMEN. 

WELL-KNOWN SALESMAN told one of his secrets the other 
day. It was the secret of the way in which he revived confidence in 
his own ability to sell goods. 
Of course he only used this method of stimulating himself when sales were 
coming slow and when he was beginning to lose his enthusiasm. 

He would come back to his hotel sometimes 
when he felt so blue that he did not care much 
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whether the hotel fell on him or not. When he 
would get in one of these moods, he would get 
out his order book and go over the sales that he 
had made in the last month or so. He would 
re-count each sale, go over in his mind the 
pleasurable details of the methods he used and the 
talking points he worked in getting this order and 
that. 

He would go thru the entire months. He 
might spend an hour or two hours running thru 
his order book, and each name and type of ma- 



How to Revive Enthusiasm. 



CfflP when you are down in the mouth and find 
K_y the orders are coming hard, that the pros- 
pects you have are offering such resistance to 
buying that it is difficult to overcome them, then 
get out a list of the order sheets which tell the 
sales that you have made. 

Recount each sale, go over the details minutely, 
and presently you mill find that your enthusiasm 
over your own selling ability and over the selling 
points which won these orders will actually re- 
juvenate you. 

It will build a new confidence in you and allow 
you to go out and make swifter progress on the 



©chine assisted him in rejuvenating his enthusiasm, 
HE prospect 'phoned his wife, and with the | for recounting the sales he had made and the 
details completed it was scarcely 20 minutes schemes he made them with would bring back the prospects you are now working. Try this scheme 
later when the salesman had the order for the old fire of energy that had been responsible for ' every week or so when you feel that your con- 
Hudson. those very sales. ' fidence is ebbing. The results will amaze you. 
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New York's Winter Automobile Exhibit 
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IF the dealer's or distributor's territory warrants it — in opening up that 
territory and securing new dealers — the distributor or dealer should 
have a man out in the field at all times with a car. 

As for example, the Hudson Sales Company, Los Angeles, keep their Mr. 
Green in the field about twenty-five days in each month. 



There are a number of towns in which, while 
he has no representative, he makes those towns 
regularly. He has the standing of each concern 
in those towns at his finger tips, and he lays his 
plans to offer the best one of them, when the 
moment comes, the Hudson agency. This may 
take a season, but he eventually is successful in 
getting the right dealer rather than giving the 
line to one not so responsible. 

Two Sides of the Buslnens. 

CHE wholesale and retail ends of the dis- 
tributor's business, I am convinced, must be 
divorced from each other. Dealers, when they 
come into town to see the distributor, must be 
shown the same courtesy that the factory extends 
the distributors and dealers when they visit the 
Plant. 

The obtaining of satisfactory representatives in 
the country has been mostly a matter of per cent 
of discount. There are a number of dealers who 
handle practically unknown cars for no other 
reason than that the per cent of discount is large, 
but you will find that the better type of dealers 
are waking up to the fact that an abnormal com- 
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mission is a cloak for deplorable selling condi- 
tions that surround the car that offers such a dis- 
count, and as I said before, the better types of 
dealers in the majority of distributors' territory 
are awakening to the fact that they sell far more 
cars at a normal discount to make up for the 
sales of abnormally discounted cars. 

Unknown Cars. 

HE latter are unknown, hence it probably 

ikes three or four times as long to sell 

one of them as a Hudson. 

The factories that give abnormal discounts do 
not and cannot afford to back their unknown pro- 
duct with service. They cannot co-operate with 
the dealers — they cannot help him close sales. 
There are myriads of other things that they can- 
not do and which a Company like the Hudson 
Company can do because it is sound. 

Another business getter in the country is the 
sending out of a mechanical inspector monthly 
throughout the territory. You cannot appreciate 
what a big factor this is and how many cars 
satisfied owners sell. This is more especially true 
in the country, where people know each other 
better. 



NEW YORK SHOW. 
(Continued from Page 1.) 

The New York show capped a masterpiece of 
business strategy. 

It was a Hudson show — no doubt about it — 
we had the crowd every minute in far huger 
proportion than did competitors — in fact there 
was no comparison. 

And the Ranney Company got the orders by 
its high-pressure generalship before and during 
the show! 

The foregoing — plus a splendid, saleable car — 
is the answer to the distinct triumph you would 
feel if tonight you could gaze down onto the 
main floor of Madison Square Garden and see 
that the "Hudson had the biggest crowd at the 
Garden*' — and undoubtedly when the Show 
closes, the biggest volume of orders will be 
Hudson orders, though there is no means of 
finding this out! 

Mr. Toback scored a triumph which is shared 
by every Hudson dealer in the country, for 
"what goes in New York is bound to go else- 
where" and New York approved the Winter 
Automobile Exhibit in its most solemn manner — 
by buying. 

The Hudson exhibit at the show consists of a 
touring car, torpedo and limousine. There is a 
beautiful ivory-while chassis within a rail at the 
head of the exhibit. It is a striking display. At 
the Ranney showroom this week is a Private 
Salon, which diverts prospects from the show. 
All models are there. The effort is to get people 
lo go from the Garden there, where they are free 
from outside influence and can buy without being 
bothered by the crowds. 

To 15,000 New York motorists this Private 
Salon was announced by special invitation. Many 
preferred to come there instead of going to the 
Garden. 
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Camp Wins " Task " Prize; 

New Plan Is Described 



By A. T. SMITH, Sales Manager. 

The A. E. Ranney Co., New York. 



Illlllllll 



llllllllllll 

the best work possible. 

We think that it would be unfair to a sales- 
man for the man in charge of the sales to allow 
him to drift along after business in a hap-hazard 
way without receiving from the man in charge 
a definite statement of the amount of work which 
would be considered satisfactory. 

A salesman in this way has a certain standard 
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SALESMAN Victor F. Camp won the 
"Task" Contest among the A. Elliott 
Ranney Company salesmen for the three 
months ending December 1st. 

Our plan is a system which combines the 
merits of the task system, with a need of sus- 
tained effort throughout the year. 

We allot each salesman in our organization a 
certain task in sales to be accomplished during 
three periods of the year. The first period ended 
December 1st; the second ends March 1st; third, 
July 1st. 

Instead of depending upon enthusiasm alone, 
we say to our salesmen that every man who ac- 
complishes the allotment made to him in each of 
the three periods as a separate unit, a bonus in 
money as an expression of our appreciation of 
his work is awarded him. 

The allotment of tasks is based upon a fair 
estimate of what we expect a salesman to do 
and is set in proportion to the salary paid him. 

Special Monthly Tank*. 

XN addition to the three periods referred to, 
we make special assigned tasks for each 
month, based upon the number of prospects that 
each salesman reports as having, and we fre- 
quently make a special effort for a period of a 
week or ten days — such as the week ending De- 
cember 31st. 

We believe that the bonus system, with an 
actual money rewaid for good wok, is the most 
forceful influence that we can extend to secure 

^^^in r f ,|: : i; iMiHiniHiiMiin; 1 ', iiiiHnitit-iifiinfiMntiniiiiiniiftiiiiiiiuniiiJUiumiiiiiiiniiJiiiJii : i ii i, : i;:i : :■ ; ■ ! .: iiMiiMuiiiiiiiiimiiMncinfifMMiiinninniiiiiifi::;:;;;:!! iiitniM 1 i: :i:iaa 
YOUR OWN SALES CHART 

when the Average Dealer's sales barometer does 
not sag the moment winter commences! 

The Average Hudson Dealer is NOT HI- 
BERNATING THIS WINTER! 



set for him by which he can tell whether or not 
he is as good as the average salesman and whether 
or not he can look at the result of his work with 
satisfaction. 






Better than Incet*f*ant Irging;. 

NSTEAD of indiscriminate and incessant 
urging without anything definite, we much 
prefer to tell a man what we think he ought to 
do. Fairness sets this mark reasonably, and the 
fact that one of our men won this bonus on De- 
cember 1st shows that while it was a high mark, 
it was not an impossible mark. We should say 
that a sales force without a definite allotment of 
cars to each member of the sales force would be 
like a ship sailing without a chart. 

Outside influences which depress or stimulate 
sales are not nearly as serious as the inside in- 
fluences which depress or stimulate personal in- 
dividual effort. 
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Bill Jones He Can Sell Anything | 
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Note the different type of lines — this shows, 
during the different months of the last four years, 
the increase or drop of the sales of the Average 
Hudson Dealer. Note that 1912 is the first year 

OO! 
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BILL JONE1S, Chattanooga, Tenn., is a natural 
born salesman and trader. He will buy anything 
and sell anything. The other day he bought an 
automobile for $18.00. He traded it for a motorcycle 
and $20.00 and he sold the motorcycle for $45.00. 
He can sell anything. 

Last May he commenced business on a capital of 

$125.00. Today he has $5,000.00 in the business. He 

is a man thoroughly alive to his opportunity. He is not in 

nearly as easy a territory to work as the majority of HUDSON 

dealers are, yet he is making astounding 

success, which echoes the fact that success 

lies with the man in far greater proportion 

than it lies with the prospect. 

Bill Jones has a little card bearing his 
name. It has a fold, on the outside of 
which are the words: "How we lost a 
customer." Turning the card over and 
looking on the other side, you find the 
words **He died." 



CIRCULATING MANAGER HUTCH- 
INSON of the Fre.no (Cal.), Republi- 
can, purchased a New Hudson "37" in 
October for use in conducting circulation 
campaigns throughout the San Joaquin Valley. 

Mr. Hutchinson utilizes the car in working up 
circulation and gingering up news-dealers through- 
out that territory, it is said. 

It is a wonderful time saver and undoubtedly 
has been a big factor in circulation increasing, 
because he is able to do so much more work than 
if he did not have a car to aid him. The car ii 
on the go" all the time and has had but a single 
puncture since going into service in October. 

E. S. Logan, Sales Manager for the E^ W. 
Johnson Company, sold the car. 
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Your Business Roots — 

Have They the Power to Carry You Prosperously Through the Years to Come ? 

Have You Planted RIGHT? 




Study the roots* of your business— study every phase— there are many thins* in VOl'R business which will stand 
improvement. Don't kid yourself that you are about right in every department. Self-satisfaction is the surest 
toboggan in business. Why not correct some of the faults that you feel exist? 
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Boston Beats Self-imposed 



Br GEO. KIMBALL 

Henley-Kimball Co., Boston 



"Task" of 32 Cars 
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Q AINY December 30th was the 

I > ber "task" of selling 32 cars! 

Task. Sales. 

Mr. Henley 6 6 

Mr. Kimball 6 7 

Mr. Brigham 7 10 

Mr. Hall 6 3 

Mr. Romsey 3 2 

Mr. Stevens 4 

Our Agents 5 



day on which Boston beat its Decern- 



Total 



.32 



33 



Inasmuch as our schedule called for 32 cars 
and our sales tolal 33, it may be well to assure 
you on my word of honor that the record given 
you above is in no way stuffed, but it is the 
actual result of our month's work. 



December Quiet Month. 

DECEMBER, as we anticipated, was a very 
quiet month in the automobile business in 
Boston. We all feel sure that had we not been 
working on this Task System, our sales would 
have fallen short at least 10 of the number we 
secured. 

I Up to the 15th of December we had been 
able to sell only 4 or 5 cars. But each man 
realized what he had promised to accomplish. 
Each dug in each morning with renewed zest 

• and we feel rather proud of the result. 

Monday, December 30th, was a very cold, 
rainy day. It was the kind of a day that comes 
in the middle of winter when the automobile 
salesman is prone to feel that no one cares to 
look at or talk automobiles. 

Yet, before one o'clock on this rainy day, t»e 
haJ closed sales for six Hudson cars. On Tues- 

daM. December 31*/. »*• \nld 4 WunsnN mrx — 



so that the last ten cars of our month's business 
came in the last tn>o days! 

Had to Get Them: 

#I%E all felt that we were much in the position 
VAx of the boy whose parents were unex- 
pectedly visited by the minister, who came to 
stay to dinner. There was no meat in the house 
and the boy was told to go out and get a wood- 
chuck for dinner. He secured a club and seated 
himself patiently by the woodchuck's hole. A 
stranger came along and said, "Well, sonny, do 
you think you are going to get him?" The 
boy said, "Think I'm going to get him! I've 
got to get him!" 

As a result of the prizes which we offered for 
December, Mr. Henley gets $10.00 in gold; Mr. 
Kimball $15.00 in gold and Mr. Brigham $25.00 
in gold. 

We have all given in our allotment for Janu- 
ary and while it is larger than the December 
allotment, there is no doubt in our minds but 
that we will get it. 

This rainy December 30th was Boston's 
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EDITORIAL NOTE— Here la proor or many point* that proapertM want to 
Invcfttlffato about a car before thoy buy It. Thla proof In worth while allowing 
prospect*. 

I^HE automobile is the whole thing to the chief of a fire department 
nowadays and the new HUDSON Six which the department has just 
purchased, is doing all we could expect of any car. 

It's the quickest machine we have ever had to get away from the station, has 
the quickest pickup I have ever seen, and is as fast as we will ever want to go. 
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elbow and oftentimes extinguish it with the 
chemical we carry. 

Two extinguishers of three-gallon capacity are 
carried on the running boards of the car. A 
"quick shutoff," which is oftentimes needed when 
a long line of hose has to be extinguished, is car- 
ried with the "flying squadron," and so is on 
hand at every fire. Helmets and shields aid 
coats, and all that is necessary for the "flying 
squadron" to do its effective work, are carried in 
the rear. 
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Bear or Bull==lV/iic/i? 

By GEORGE D. WRAY 

A bear sleeps all winter — a bull but seldom. 

The Bear draws a long face, talks "over- 
production" and a decline in prices. 

The Bull insists that "there will not be 
enough to go around" and says "get yours 
while getting is good." 

The bear hibernates during December, Jan- 
uary and February, losing all that he gained in 
September, October and November. 

The bull is active twelve months in the year 
and the winter is his favorite season. 

Did you draw back into your hole in 
December, and do you contemplate remaining 
there during January and February, or — 

Are you still holding high your head, "paw- 
ing? 9 the earth and telling prospective pur- 
chasers about the shortage of cars which 
occurred last fall and predicting a like short- 
age for the coming spring? 

We cannot reasonably expect to sell as 
many cars in the winter as we do in the more 
favorable seasons of the year, but if you are a 
bull you are making the effort and getting 
more than you would ordinarily. 
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Half the Game of Selling 

is the APPROACH 



is over. 
| To most salesmen this is old stuff. They have 
; always known it. Others may have merely felt 
| it intuitively and they do it unthinkingly, while 

there are others who find in prospects a peculiar 
1 resistance that they cannot understand. They do 
I not attribute it to themselves — their appearance or 
| their mannerism, yet it all lies in the fact that 

they approach the prospect wrong. 

Be careful on this point and you will note the 

surprising ease with which you get the prospect 

over to a point where getting the order is merely a 

push-over. 



^ l | ^;ii:,jii.iii,,:iiiJiiUi;[;iii;!iii 

Vj^OU have had some men come to see you in an endeavor to sell you 
\ things and the moment they entered your place of business, you in- 
stantly and intuitively knew that they were not going to get an order j 
out of you. 

Their very attitude, actions and APPROACH aroused the spirit of antago- 
nism in your mind. 
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The Approach 50 I'**r CVnt of Selling. 
[ HE salesman who goes into a man's office 

with a cigar in his mouth, his hat on and 

vho does not present a neat, clean appearance, 
has cooked his sale before he opens his mouth. 
The careful salesman realizes that first impres- 
sions are strongest impressions. 

The prospect must have thorough confidence in 
the salesman before he can have confidence in 
what the salesman sells — all business is done on 
confidence, so if a man goes into a business man's 
office with unpressed clothes, a cigarette in his 
mouth, his hat on his head and with a general 
air of disrespect to his surroundings, he arouses a 
species of anger in the prospect's mind that will 
not allow the latter to place an order no matter 



© ! 



how good the product may look to him. 

I 
First lmprensloiis Strongest. 

E careful of your approach. Go into a I 

man's office with a hearty smile, throw away 

your cigarette or cigar outside. When you enter 

his office, remove your hat as you go in the door. 

Be positive that you present a neat appearance 

to the prospect, for whether he is a neat, clean 

type of man himself, he has respect for cleanli- . 

ness and neatness. It puts him in a warm mental 

mood toward you and toward the car you sell, 

and you can bank on it that if your man is really 

a prospect for an automobile and your approach | 

is such that it finds him in the correct mood, then 

50 per cent of the business accomplishing the sale i 
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90 % of Sales to Prosper ts j 

Who Received Triangle tellers 1 

- By JAMES M. BLACK,' Salesmanager jj 

= for E. T. Lyon, Durham, S. C. = 
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^| EARLY ninety per cent, of our sales of 
the last season were to prospects who 
received the Triangle circular letters 
steady for three months. 

As to results obtained from this "follow-up 
: system," we consider it one of, if not the most 
! important part, of our advertising. 

To give you some idea of general results in 
; our local territory with retail sales, I will say 
j that at least ninety per cent, of prospects we sold 
| last season had been on our mailing list for three 
I months or over. 

We only made one sale at retail in this terri- 
I lory last season where the buyer had not been in 
I our files, and had not received our letters and 
; literature. 

This will give you some idea how it is woik- 
; ing out for us. 

We realize that the personal equation must 
I come in in closing sales, but in preparing the 
I | "ground" we find this system a most important 
! ' factor. 

Illlllllllllllllllllllllllllllilll! 



How a Dealer Used j 

| a Striking Selling Idea § 

I By A. S. KEPLINGER, 1 

= New Philadelphia, Ohio. H 



u 



PON receipt of the recent Triangle 
I noticed the article headed, "Great 
Double Page Ad January 2nd — Pages 
36-37," to appear in the Saturday Even- 
ing Post, January 4th number. 

I not only followed the suggestion of writing 
my prospects a letter calling their attention to 
the advertisement, but I went to the local news- 
dealer and bought all the available copies of 
this issue that I could get hold of and mailed 
them to my prospects one day before the same 
was sold on the streets. 

In my letter I not only called their attention 
to the advertisement of the Hudson Motor Car 
Company on pages 36-37, but also called their 
attention to the advertisement of the Delco Sys- 
tem on Pages 28-29 of the same issue, thus get- 
ling both advertisements before them. 

In this way I am certain that all my prospects 
saw the advertisements and read them, otherwise 
they might not have taken the pains to purchase 
the magazine. 



Digitized by VjiOOQ IC 






THE HUDSON TRIANGLE 



B 



£1 



1 



I 



i 
1 



Through the Cartoonist's Eyes at the New York, Show 
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BIG FAMILY GOSSIP 



Very Personal Indeed 
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"fjjf^ROM Costa Rico comes the mysterious 
iff report of Paul Rudd — Hudson owner of 
Toledo, O., — that **I saw a '37* like my 
own climbing the mountains near San Jose, 
Costa Rico." May we majestically reply that the 
sun never sets on the "37" because the globe is 
now completely circled by Hudson dealers. Most 
every civilized nation has its weakness for the 
"37." You will find them climbing the Rockies, 
of North America, the Andes of South America, 
the Alps and a few dozen other equally defiant 
foreign mountain chains, the names of which 
would make this paragraph too long. 

CORRECTION— When you think of Phoe- 
nix, Arizona, forget spurs, double-girth saddles, 
cowboy hats, repeaters and other wooly western 
things. Phoenix is a sound place of business, 
echoing which is the news that McCondra — of 
the H. & H. Auto Co. — has seen the good judg- 
ment of concentrating on the Main Chance and 
is doing it. He is billed to put on a Winter 
Automobile Exhibit pretty quick now. 

And if you could see that Hudson store at 
Douglas, Arizona, — it fairly bristles with busi- 
ness activity — you would think twice as to 
whether the east hasn't a strong competitor in 
aggressiveness here. W. R. Henry, the Hudson 
dealer, is our idea of a good selection. 

We have caught a man working Sundays — 
caught him redhanded and this is his written 
confession: "Sunday afternoon there were six 
cars at the fashionable Nassau Country Club, 
Glen Cove, Long Island — and out of these six 
cars, 5 of them were Hudsons." The man in 
question is A. T. Smith, salesmanager for the 
A. Elliott Ranney Company and his Sabbath 
activity reflects one of the reasons that the Ran- 
ney Company is just about the livest thing on 
Broadway when it comes to selling automobiles. 
They never forget business. 

At the Paris automobile show, 40 cars, in- 
cluding the 12 best-known makes used the car- 
buretor that is on the Hudson. This is almost 



33 \/3 ( /c more than the next best competitor. 
This is a good newsy argument to convey to the 
prospect when you get to discussing carburetors. 

Everybody's back from the New York show — 
and a considerable number of our villagers are 
having their mending done preparatory to going 
to the other national show at Chicago. 

Yes, as George D. Wray intimates somewhere 
else in this Pillar of Pep — and as J. Pierpont 
Morgan said — the man who is the bear on this 
country's future will GO BROKE. Which is as 
it should be. Let's shuffle off the bear robe. 
Look at it philosophically and decide in favor 
of yourself. 

Be the man who put the TRY in TRI- 
ANGLE.— Adv. 




Your Prospects Our Guests j 
i Jii Chicago Auto Show | 
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(L^OME of your prospective purchasers will 
<v ^ attend the Chicago Show. Others of them 
may be in Chicago during the event at the 
Coliseum, February 1st to 8th. 

The factory will be delighted to have them as 
its guests in Chicago. If you will let us know 
who they are and where they will stop, the factory 
will send each of your prospects a beautifully 
engraved invitation to attend the Hudson exhibit, 
where every effort will be made to bring them to 
the closing point. 

Enclosed in this number of the Triangle is a 
blank sheet. On this please give the names of 
your prospects who will attend the show — or 
whether they will be in Chicago during the show 
— and their Chicago hotel address. 

Imagine the favorable impression it will excite 
in their minds when they receive the handsomely 
engraved invitation to visit the Hudson exhibit. 

The factory will take them in hand there. 

In order that we may be prepared to entertain 
your prospects be sure and let us have their names 
by return mail. 

Please do not allow a moment's delay to inter- 
fere with our co-operation with you in this. 

Send the names by return mail. 




Bonson. Sjrarnu 



Side view of Lambert, Baltimore 
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the Punch! 

By EVans W. Christie 

You have not got the punch! 

Your words don't get across. You don't sink your talk deep into your man's 
brain. You /ai7 because you rail. Your phrases go in one ear and out the other. 
You lack that indefinable something that makes men remember what you say. 

It's no trick for competitors to lick you. You plant your seed in shallow soil. 
Your selling opponent in a flash kicks your points to Kingdom Come. They are 
easily dislodged from your prospect's mind, because they are not lodged. You don't 
get them across. 

You haven't the punch! 

Without the selling punch, you are a cinch to crunch. 

On some days you are up on your toes. You feel powerful, dominant. If you 
get a chance you deliver the whallop that gets you the order. You smash home the 
punch! But you fag. That's your snag. What you say doesn't stick. 

2500 men sell HUDSON cars — each has the same car to sell — each approxi- 
mately the same market per man — each tells the same standardized selling story. 
Yet 10 of these men utterly outstrip the 2490 by miles in sales! 

The year round these 10 men have the punch! 

You've got to get the whallop if to stay in the game is your aim. 

You may be an encyclopedia of wisdom. Your personality may be striking. 
You may be conscientious. But you fail. You can't make your message stick. 
Your talk doesn't get across. You are a flivver. 

Get the punch! 

Early hours — total abstinence — study of selling methods — appreciation of 
your own flukes — study of successes you have had — associating with upright, 
brainy, serious men — ridding yourself of your conceit — these things will give you 
the punch that lets you crunch competition. 

If you want to succeed, you must have speed. Your points must sear deep into 
the brain that awaits them. You've got to punch them in. For in that brain, the 
sale takes place. 

Today you're getting the skim milk of the orders. When you say: "I'm a deuce 
of a guy, I made him buy," your conceit becomes almost mania. Because 75% of 
the prospects you get are half -sold anyway. If you just don't upset things you get 
some of them anyhow. It's the hard ones you lose, because you don't deliver the 
punch. 

Cultivate the punch. Set your mind on making your talk sink. . When you make 
an impressive statement, don't rush breathlessly on. Pause to let the brain seep it 
deep. 

Get hot enthusiasm from knowing the wonders of the car you sell. Know what 
other cars of the day are doing. Set yourself almost afire from knowledge of good 
things about the HUDSON. And heed the other things told here. 



You have got to get the PUNCH! 
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force* fall In the motor ear inchiMtry if there is not al*o a carefully planned financing of the 
biiNineMH. always with a view to the future requirement*. e 

\t the request of the New York Journal of Commerce and Commercial Chronicle, the well 
known American financial paper, published In New York, President R. D. Chapin prepared an 
article on the financial side of the automobile industry. We are reprinting it here because it 
offers some new view points on the future that bear upon our dealers' financial relations as well 
as our own. Mr. Chapin is also a Director of the Old Detroit National Bank, one of the largest 
banks In Detroit, and Secretary of the Automobile Board of Trade and also the National Amso- 
ciation of Automobile Manufacturers. — Editorial Note. 



Beautiful New Chapman 
i Store in San Francisco 
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yiutomobile Finance 

By ROY D. CHAPIN, President Hudson Motor Car Company 

Finance is the big problem in all business. t Engineers, equipment, and well^organUed n»le» j ^.^\HE HUDSON is to have a new San Fran- 
cisco home this spring when S. G. Chap- 
man, distributor, moves into the beautiful 
new store. 
The building is divided into three stores, one 
of which will be occupied by the Winton Motor 
I Car Co., the other by Chanslor & Lyon Motor 
Supply Co., the largest sundry house on the 
^F% HE general attitude of the banker toward annually depends partly upon the price of car Pacific Coast, and the third by Mr. Chapman. 
'' g the automobile business has been perhaps being built by the individual maker. However, While the building has but two stories above 
the most interesting phase of this rapidly the volume is sufficiently high at the preser' lime | the sidewalk, it is so arranged as to afford four 
growing industry. so lhat l{ « an ca8V matter to determine «rhich floors. The basement, which will be used as a 

From a credit standpoint, the bankers have companies are really successful and wb:ch are Service Department, will be eleven feet in the 
made and lost much money through automobile | not, and which have the best opportunities for j clear. The second story will be twenty-two feet 

the future. j high, in order to give a fine show room. 

Without any spirit of unfairness, it is my \ Back of the salesroom, which is seventy feet 
judgment that the small manufacturer today has j deep, will be a mezzanine floor running the full 
a most difficult task to compete with the big depth of the building. The upper floor will be 
manufacturer, and that his percentage of chances used for a paint shop and repair shop, 
for success is not big. I The building is 120 by 177 feet 9 inches. The 

The opportunities still exist for small compan- Chapman floor space will be 25,000 square feet. 



loans. 

Conditions have varied every year, and it has 
been the constant problem of the two associa- 
tions of automobile manufacturers to put the in- 
dustry upon a firm basis as quickly as possible. 

It has been the aim of these two associations 
to eliminate unfair methods, extravagant adver- 
tising, and as it were, to settle the whole business ' 
upon an even keel. 

Fortunately, there has been sufficient co-oper- 
ation, even in the face of the keenest competition, 
so lhat today the industry is as a whole upon a 



ies to become big, as has been the case in the 
past. ! 

The opportunities, however, are far smaller 
than they were three to five years ago. 



Mr. Chapman will have the south side of the 
building. 

The contractor expects to have the building 
completed about the first of March. 

There will be no San Francisco dealer who 



The big companies are all rapidly growing 

sound, firm' basis, expanding legitimately" each larger, and competition is so keen that their i will have better facilities for displaying cars and 

year margin of profit per car is constantly being re- i looking after owners. 

I am now speaking of the average 



are companies, and there always will be, whose 
policies will not conform to this average and 
whose erratic methods speak nothing but failure. 

On the other hand, there are companies who 
are so ultra conservative in their policies, that, 
with the changes and steady growth the indus- 
try is undergoing, are going backward rather than 
forward. . 

Those concerns which hit the happy medium, before. Th< 
which are progressive but not extravagant, and workmanship 



There duced in the endeavor to preserve a low price to 



the user. 

This, you see, works in a circle, because the 
lower the price for a good product, the greater is 
the volume of business that can be done. 

All indications for the future show enormous I 

fields for motor car sales that have really not yet 

been touched. Every year new motor cars are 

produced _at a relatively lower price than ever j 

buyer secures finer styles, better 

and more conveniences every sea- 
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who carefully feel the pulse of the market and son for less money than he paid the previous 

general business conditions, are today in an en- year. 

viable position. Such being the progress of the manufacturing 

There is only one way that this position can side of the industry, it is apparent that the 

be attained, and that is through an organization banker observing these conditions makes his loans 

of such capable men that it is an assurance that accordingly. 

the changing policies every year are formulated He is loaning today — and I am speaking of the 

closely along this successful line of average. average banker — not because he thinks the auto- 

The automobile industry is staple in the sense mobile business is a good or a bad business, but 

that there is and always will be a large demand because he knows that certain products are very 

for cars. successful, others not so successful, and others 

It is unstaple but not unstable in the sense that are retrograding, 

these cars must conform with a varying style In other words, he classes the companies, their 

each year, and must be one of the most finished products and their dealers on the same relative 

pieces of mechanism produced in the world. basis that he would class any other type of in- 

The old phrase which we have heard bandied du8 ! r y' and he loans to the good credit risks. 



about so much, that "the survival of the fittest* 
was coming in the industry is still apt enough to 
apply. 

In fact, the last two years has been dis- 
tinctly a case of the survival of the fittest, as will 
also be the next two years. 

Very markedly, it is only the companies with 
the right organizations who are today not only 
maintaining their volume of business and profits, 
but are increasing it. 

This is an industry in which you cannot stand 
still in the face of its growth. You must either 
go ahead or backwards. 

Hence, the position of stability has arrived 
with numerous concerns, who knowing all the 
problems which enter into a successful conduct 
of their business, have gotten together an organ- 
ization to take care of these problems. An auto- 
mobile company is only as big as the men who 
conduct its policies. 

It is difficult to produce automobiles in small 



The motor car business is seasonable. 

It cannot be otherwise. 

It requires loans during certain periods, usually 
through the winter. 

Most dealers representing the big motor car 
companies are good borrowers in the colder 
months. They must carry some stock of cars on 
hand to be ready for the spring demand. 

This is because there is not a big factory in 
the country that has the facilities, or could afford 
to produce during the spring, the quantities of 
cars which can be sold. 

If the factories were increased sufficiently to 
take care of the spring demand alone, there 
would be so much of the plant unavailable dur- 
ing the balance of the year, that the prices of 
the cars would all go up to overcome the addi- 
tional expense. 

The ideal condition of an even production 
from the factory every month of the year must 
be approached as nearly as possible to contin- 



1 By N. SELLECK, Danbury. Conn. 

*|N fulfillment of my promise that after I had 
1 run my Hudson '12 for a time I would give 
c l you my candid opinion as to its merits, I will 
say that I am thoroughly satisfied in every 
particular. 

My reasons therefore are: 

(1) I have run the car over 13,000 miles and 
my repair bill has been 35 cents. 

(2) The tires run from 5,000 to 7,000 miles 
and one went over 8,000. 

(3) Its ease in riding and its flexibility of 
control. 

When you remember that I am going all times 
of night and day in all kinds of weather and all 
kinds of roads, I think it is a record that the 
Hudson people may well be proud of. 
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quantities, and give the public an equivalent of uously cut down the costs. This is the place 
value with the manufacturers who produce in where the bankers of the country are of assist- 



large quantities. 

This is a self evident fact. 

Hence a certain volume of business must be 
maintained to put the manufacturer on a competi- 
tive basis. Just what this volume amounts to 



ance to the industry in helping the factories and 

dealers finance a production program of this sort. 

Loans to the reputable and properly organized 

companies or their dealers are easily as safe 

(Continued on Page 3 , Column /) 



D. C. Wegman 
A. E. Ranney Co. 



The italics ubo rr 
are typical of V. <• 
Wegnian, the gentle- 
man opposite. wh« 
dusts m any of the 
orilers on the floor "J 
the A.E. RanneuCotn- 
] tan a, .Wir York: T^ r 
nattier then are to 
close the more fit n he 
(jet a out of the gattif 
of locking np the 
orfler. irhich is fad- 
The artist caught 
II" e g m a w trying '/' 
look through a man * 
hat to find out the 
latter' 8 cap<ibilitir* 
in the direction *>/ 
purchasing an ant*>- 
mol'ile — hence the 
piercing stare. F<> r 
this ca i t oo n w ft * 
drawn a t the Se «* 
York Show. 
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New York is Salesmanager A. T. Smith, A. E. 
Ranney Co. He is chock full of compressed 
electricity of enthusiasm. Best of all, his sales- 
men have deepest confidence in him. 

SOME NEW MEMBERS OF THE BIG 

FAMILY THIS WEEK. 
A Hearty Welcome to Prosperity's Main Chance. 
L. C. Higley, Polo, 111. | 

W. F. Johnson, Coushatta, La. 
Middleton & Bandhauer, Globe, Ariz. 
Harry Simon, Demopolis, Ala. | 

Manley-Wilkin Co., Ml. Carmel, 111. ' 

H. W. Kern & Co., LaSalle, III. I 

W. C. Johnson, Timpson, Tex. | 

I C. J. Samuels, Trinidad, Col. , 

Medicine Hat Garage, Medicine Hat, Alta. | 

1 P. M. Kempster Co., Prophetstown, 111. i 

A. E. Olin, Perry, N. Y. I 

H. P. Thomas, Alliance, O. | 

J. H. Comeld, Goldendale, Wash. 

This flocking of new members is becoming an 
avalanche. Get in your specifications early and I 
avoid the landslide. It looks like an eruption 
now. The factory is composed of just plain 
human-beings. February, March, April and 
May are the months in which the factory is ex- ! 
pected to perform manufacturing miracles. The 
miracle days are gone. 



E. T. L.: "Don't under any circumstances 
print this in the Triangle. The Marquis of 
Queensberry applied for a job selling Hud- 
sons at the New York show. I wouldn't have 
anyone know about this for anything because Eng- 
lish men of titles are not supposed to work. Con- , 
sidered uppish, y'know." 

Answer — Your dark secret is safe. 




MEDICAL NOTE: Pip, an ailment chiefly 
contracted by fowl. Symptoms, general degener- 
acy of appearance. Pep, invented by Evans W. 
Christie, famous Triangle writer; indicating 
dynamic activity, the selling punch, electric en- 
thusiasm, etc. Salesmen feel pepish, chicken 
pipish. J. E. Gomery, Philadelphia, in install- 
ing pep in his men at the sales meeting before 
the show, pronounced it pip and the men went 
away chocked full of pep. This is contrary to 
Materia Medica, and again theory goes bump. 

O, yes, and before we forget it Queen Lillian 
Russell saw the Hudson exhibit at the New 
York show. She was the only prospect in the 
place whose name was procurable without a twin 
set of forceps. We knew it when she walked in 
the entrance of Madison Square Garden. And 
we didn't go outside to collaborate with the 
license number. 

A dealer who was a good scout lost the 
Hudson line the other day. Everybody liked 
him personally, but good-scouting is detrimental 
to business, it seems. The reason he lost the line 
was because he didn't make money out of it. 

Hudson dealers have got to make money. The 
factory is dead in earnest on that point. It is a 
20th century theory — this business of making 
sure that the dealers are making money. 

One of the most popular automobile men in 



What did you do yesterday? Figure out what 
you actually accomplished. Time is the most 
precious thing God gave us. Don't waste it — 
make every hour count. 

That Pep article by Evans W. Christie seems 
to have made a hit in the Big Family. Read it 
over again and again — every time you feel sloth- 
ful, loggy. It will shoot the essential ginger into 
your system. It is a wonderful stimulant. 

Now is the time to start fighting for the spring 
orders— NOW. 

Are YOU fighting? O, very well. 
' Giddap ! 

ii!ii'!iiii!i; ; i;i|:'ii-ii-ii'i, ! i. | i.!ii:iiiiiiiiiiiiiiiniiiiiiiii 



\ PHILADELPHIA banker took de- 
livery of a 1912 Hudson car on No- 
vember 14th, 1911. His expense from 
Nov. 14th, 1911, to Nov. Nth, 1912, 
was as follows: 

Oil and grease $ 11 .57 

Gasoline 92.50 

Garage charges, repairs, tires, 
tubes, insurance and auto- 
mobile license 362.28 

Total $466.05 

With insurance and license cost 

omitted the total was $253.78 

For operating car 5784 miles in which 604 
gallons of gasoline were used. These facts 
resold him a 1913 car. 

He has helped sell no less than 8 Hudsons 
to friends this season. He himself drives a "37." 

He sold himself on the Hudson by inquiry 
' about the parent company through a Detroit ban\. 
i The answer was so satisfactory that he immcdi~ 
, ately placed his first order — this was in 1911. 
| Try the plan with bankers of your city. 



By W. A. FOSD1CK, Dallas, Tex. 

^ j\ N. HICKMAN, Garland, Texas, has 

I a Hudson "33'' pony tonneau, 1911 

car. 

: He has driven his car over 9,000 miles with 

' no expense whatever during this time with the 

exception of replacing a few parts that were 

necessary to purchase after being run into by 

another car the first two months he owned it. 

On New Year's day Mr. Hickman made a 
new resolution namely: to purchase a New 
Hudson "37" and the writer took Mr. Hick- 
man's order without doing anything but fill out 
the blank order and letting Mr. Hickman attach 
his signature. 

The engine on Mr. Hickman's old car has 
never been opened in 9,000 miles of service it 
has seen. 



Rgnney Officers Tender 
i Dinner to Hudson Men 
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OFFICERS of the A. Elliott Ranney Com- 
pany, New York distributors of the 
Hudson, tendered officers of the Hudson Motor 
Car Company a dinner while the latter were 
in New York at the show. The hosts were: 
President A. M. Day of the A. E. Ranney 
Co.; Vice-President Dr. Steese; Treasurer A. 
E. Ranney and General Manager and Secre- 
tary Samuel S. Toback. 

The guests were: President R. D. Chapin, 
of the Hudson Motor Car Company; Vice- 
President, H. E. Coffin; Vice-President E. H. 
Broadwell; Secretary, F. O. Bezner; Chief 
Engineer, G. G. Behn; General Sales Man- 
ager, E. C. Morse; Factory Manager, W. J. 
McAneey and Advertising Manager, C. C. 
Winningham. 

The discussion was largely on the sales suc- 
cess achieved by the New York distributors, for 
the A. E. Ranney Company this year is far 
| ahead of last year in the number of cars sold. 



By WALTER UEBMAN, Texas Paper Co. 
Dallas, Texas 

UR Hudson car was built in September, 
1912, and has been run continuously 
since that time over a distance of approxi- 
mately 10,000 miles. We have had absolutely 
no trouble and practically no expense with the 
motor and I am writing these few lines to show 
I that my appreciation of a good thing is not lack- 
I ing and that I am always willing to boost the 
| Hudson car to a prospective purchaser. 

/ wish particularly to mention the fact that 
j the car still has the original set of tires on same, 
this point being especially commendable to a 
purchaser as every one Well knows the tire ex- 
pense of a machine is one of the principal items. 
1 have had some experience with other ma- 
chines but do not believe I know of any that is 
easier on tires to have nearly as much comfort 
as the Hudson affords. 
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The following letter was recently received by Agency Director Dic£ Oliver of the New York 
Life Insurance Co. 

It was written by a man who finally "wol(c up" after he had gone dreaming along in a rut for 
about two years. The Triangle doesn't believe a Hudson Man can stay in a Rut — but it wants to 
get those who are in a rut out of it quickly and permanently. 



My Dear Dick: — 

For a couple of years I have been getting letters 
from you suggesting that I "get out in the middle of 
the road," "get on my toes," "get up in the collar," 
"quit warming chairs," and a few other most ele- 
gantly expressed things, and it has about finally 
gotten into me that you are not altogether selfish in 
this matter. The getting of business by me natu- 
rally helps you, but on account of the fact that I 
have written recently some pretty nice business and 
have three or four hundred dollars in the bank, I 
am just writing this letter to say I appreciate that 
one of your motives was to wake me up to such a 
point that I would make a little money. I came to 
this conclusion one day when I got a letter from 
you, asking what I did yesterday. I figured up just 
what I had done. It had not occurred to me pre- 
viously that I was doing anything out of the ordi- 
nary, but for your satisfaction I am going to give you 
a list of what I did yesterday. 

Got up in the morning an hour after my wife had 
been up, ate breakfast and complained a little bit 
while eating, got down town at nine o'clock, went 
into the "cigar store," got a cigar, stood around until 
ten o'clock talking over the baseball scores of the 
day before, as well as gassing with a few of the 
"steadies" that usually drop in at that time; made 
an engagement with a fellow to play pinochle that 
evening at eight o'clock; at ten o'clock went up to 
the office, talked with a couple of agents about the 
New York Life's dividends being smaller than 
another company's, talked for thirty minutes to one 
particular agent about a case I couldn't close and 
the reason why. Eleven o'clock went out to see a 
prospect given me by a man the day before. This 
prospect happened to be a pretty influential man in 



town. I walked up to my prospect's business house, 
saw him through the window in his office busy, made 
up my mind that he was not ready for insurance, 
went back to the cigar store, talked a little about 
nothing pertaining to the insurance business, went 
home at twelve o'clock, stayed home until half-past 
one; got to town about two o'clock; at about two- 
fifteen went to see a good prospect whom I had seen 
just ten times before and who had always told me 
that he was going to buy insurance. I took up his 
time and mine for three-quarters of an hour; didn't 
write him ; got a little blue ; went to my desk, wrote 
a couple of letters to friends of mine ; at four o'clock 
went out on the street and dropped into two or three 
places, didn't talk any business in any place; five 
o'clock wasn't feeling very enthusiastic, went home 
about five-thirty dissatisfied with myself and the 
business; told my wife that I was worried and was 
going over to my friend's house and play pinochle. 

Is it any wonder I haven't made the Club before? 
I am not kidding you in this letter either and I'll bet 
there are a thousand insurance agents complaining 
today of having no prospects, complaining about 
business being poor, the insurance business being 
overworked, who are doing the same things I have 
been doing. I have cut them all out. I am going 
to talk Life Insurance from nine o'clock until twelve 
and from two until ten, and I'll bet I do business. 
This "ham resting" and "chair warming" stunt, as 
you call it, is over. I have made a lot of friends and 
acquaintances, but the best I got out of them was 
what they got off of me ; all the time they were selling 
me something and the other fellow was getting their 
business. 

Yours very truly, 



We recommend thai you read the above letter carefully. After you have read it, tal^e a pencil 
and a piece of paper and do as this man did, — put down conscientiously just what you did yesterday. 
Try it every day for a weel(. A/a£e a daily report to yourself and sec what you thinly of your record. 

We arc all inclined to let the steam get low occasionally. It's human nature, but it's also human 
nature to bliid( at our own carelessness and "let it slide.'' 
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By C. C. WINNINGHAM, Advertising Manager 



^\/( V little boy came in crying yesterday, saying that he had been 
A /A punched in the stomach and in the ear by a playmate. 

I asked him what I had told him to do whenever a boy pitched 
on him. He said, "Hit him on the chin." "Well, didn't you do it this 
time?" "No, I forgot." 

That's the reason a great many salesmen fail to get the order. They forget. 
They know just as well what arguments will turn the deal and just how to go about 
getting the order, as any boy knows, after it was over, what he should have done to 
protect himself. 



The trouble is they have forgotten. 

They are salesmen like my boy is a fighter. 
The only time to land the blow is when it is 
an advantage. It does you no good to say after 
it is all over what you should have said. As a 
recent example of this, in one of the largest 
Hudson distributor's, a salesman had an order 
on the fire. The buyer wanted to wait until the 
show. He was flirting with a couple of other 
cars. 

Idea An Old One. 

QOW nothing new was tried on this man 
to get the order. It was an old plan. 
It had been used successfully a couple of years 
ago, but the salesman had forgotten that it was 
so effective. 

However, the plan was dug up by another man 
in the institution and this was it: 

The General Manager addressed a note to 
the salesman saying that he had observed that 
Mr. X was considering the purchase of a car 
but that he wanted to withhold giving his order 
until he had examined some of the cars at the 
automobile show. 

In this note to the salesman, the General Man- 
ager recommended that he see Mr. X and get 
him to place an order with the condition that it 
might be cancelled after the show if he had de- 
cided to take some other car, but that it was im- 
portant that he decide promptly in order to 
assure delivery, since there was being felt a 
greater demand for cars than they could possibly 
supply. 



The salesman was sent to this prospect on a 
rainy day. Psychologically, this was a bad 
time, you might say, because when the roads 
are bad and the weather unpleasant the purchase 
of an automobile is not so imminent in the buyer's 
mind as it is when the weather is more propitious. 

How the Order Came. 

# C\HE man offered no further argument than 
^^/ to say, "I received a note from our General 
Manager and I want to show it to you." Mr. X 
read the note and then said, "Have you an 
order blank with you?" "Yes," replied the 
salesman. Mr. X signed it. Then he said, "Is 
the condition written out on the back of the 
order?" "No, but you can write it on the 
back just as it is given by the General Man- 
ager." 

"Oh," said Mr. X, "what's the use?" 

Now, this is an old plan. It has been suc- 
cessfully used by other salesmen. It may never 
come up to you to use a similar method of closing 
a sale. 

The point I want to make is that every sales- 
man has in his own kit of tools that argument 
that will get orders. But he forgets to use them. 
He might just as well not know them, if he 
doesn't use them. 

That is the salesman's job. Keep in your 
mind every possible influence that you could 
bring to bear upon the purchaser and have it 
ready at a time when it will be most effective. 
Don t forget it and then think of it after you 
have been turned down. 




if any, Paterson business men whose interests 
are wider. He sees opportunities quicker than 
most men, and grasps them. The trouble with 
lots of men is seeing opportunities and letting 
someone else grasp them. 

Evans W. Christie should have at least hinted 
that one of the 10 men "with the punch" is J. J. 
Kennedy, whose order-getting orgies are Hoboken 
traditions. 

There doesn't seem much sentiment about it 
when a Hudson man lays down on the job. 

For the purpose of grinding out the orders, 
Portsmouth, O., has placed on the Main Chance 
roll the Portsmouth Auto or Machine Company. 
We feel that the word "machine" has some- 
thing to do with the regularity and rapidity of 
orders. 

And speaking of fine-combs and curry-combs 
and such, the sales department comes to bat with 
the fact that if names count for anything, then 
the Currie Motor Car Company, Hillsboro, O., 
which is going to curry-comb Highland County, 
is a notable acquisition in connection with fine- 
combing territories for orders. 

And again — R. Q. Baker slipped the noose 
around the Main Chance throne and climbed 
aboard at Coshocton, O. You can tie up the 
dogs of war — this is a sure-thing bet in the 
scrap with competition. 

Referring back to the subject of pep, the 
Welch-Southergreen Company, one of the livest 
of Main Chance firms, has the lid of the Worces- 
ter, Mass., order jar tipped back a yard. 

Other excellent Main Chances reported this 
week have reverted to Ailing or Miles, Roches- 
ter, N. Y.; A. I. Eoff, Salem, Ore.; A. A. 
Dixon, McMinnville, Ore.; Berryman & Mc- 
Eldowney, Lexington, Ky., and the intrepid Sid 
Peterson at Kerrville, Texas. 

The dealer who cuts off his advertising — and 
this means you, if you have — deserves as much 
sympathy when competition gets him as the busi- 
ness man who neglects his business for drink. 
Each offense is the same in RESULT. Ever 
think of that? 

And, believe us, competition will get you good, 
when it does. Don't be a dead dog among the 
businesses of your community. 

This fits, does it? All right. Get busy. 
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$1400 Is Price Secured I 

g for Used Hudson Car \ 



"7 |ES, Adolphus, you may hitch up that 
^*P volcano. We will have the eruption this 
afternoon, right after the regular Tuesday mat- 
inee." You can see the sense of this remark 
when we remind you that the Main Chance at 
Hilo, Hawaii, is corraled within the premises of 
the Volcano Stables Company at that point. The 
mystery away off here at the factory — ten days 
away from the Isle of Hawaii — is this: are the 
volcanoes well hitched so they can't get loose 
and erupt promiscuously? But, ah, then, we 
should worry! Miss Hudson Agency is in good 
hands. 

And soliloquizing volcanically brings to mind 
the discovery of one of the livest wires it has been 
our pleasure to meet lately. He is C. A. Kron- 
lakken, who linked hands with the Hudson line 
for the territory surrounding Renville, Minn. He 
has a good garage and with that fact establishing 
his name in his community we look for a tipping of 
the order jar in his direction most any moment. 

The University Club, Chicago, has for one 
of its members Loomis McLaren, of the Louis 
Geyler Company. It's just like any other club, 
nothing mystic about it, but one man who omitted 




college and made a million or so remarked to 
Mr. McLaren that he "wouldn't care to belong 
to that University Club with a lot of guys sitting 
around all day talking Latin and Greek and all 
that." 

Which illustrates how little some of us know 
about things in our own environment. 

The old grand army talking point about "this 
car running like a watch," don't go in George 
Moody's Elgin (III.) territory, because that's 
where they make Elgin watches and everybody 
works at the "watch works.'' 

ADD MOODY WHEEZE: But George 
isn't moody about that, particularly. Giddap! 

Almost every time a person would turn around 
at the store of the New York distributor's, in 
would walk O. H. Newman, of Belmar, N. J., 
for another car he had just sold. This was 
during the hardest time of the year, the 10 days 
preceding the New York Show. 

You can imagine the capabilities of President 
Ed J. Foley, of the Foley Motor Car Company, 
Paterson, N. J., in selling Triangles-on-the Radi- 
ator, when we state the fact that there are few, 



By NORMAN M. PIERCE 
Vice-President, Wood Products Co., Buffalo, N. Y. 

CANNOT let the year close without writ- 
ing a line of appreciation regarding Hudson 
cars. My Hudson 1912 went into service 
the middle of May, and up to the 4th of 
October had run 4,200 miles without a mo- 
ment's attention from me aside from the pleas- 
ure given in running it. 

On the last date mentioned I left Buffalo for 
a trip to the Coast, the car being turned over 
for a possible sale at $1,400, the high figure 
placed on account of my not being at all anxious 
to sell, and I thought I was perfectly safe in 
anticipating another year's running of the same 
car. 

On my arrival in Spokane the following Wed- 
nesday, however, a telegram was waiting me, 
saying the Buffalo-Hudson Sales Company had 
sold the car the day after I left at my own figure. 
I think this is a good price for a used car. 

Please accept my best wishes for a prosperous 
1913, and it is a great satisfaction to me to 
realize that my order is with the factory for a 
'13 to be delivered in April. 



•< ^r^^^^C S^^HU nilJl i n I JJ UllJ 1 1 1 1 JlJ 1 1 1 n 1 u m 1 1 l n n 1 m 1 l 1 1 1 1 > [ 1 n 1 mtn r 1 1 11 mnnn 1 m n n n in 111 1 mn n 1 nt ii i i ii ii iii ii i mii i immg 



Digitized by Vj 




THE HUDSON TRIANGLE 



Luck Is Always Against The Man V ho Depends Ikon It 



■ 7 *r hi m 



""IB 




^<3^^ ^^Sc^^^airii iiiMHff itiiiiiifruit i iiMMMffu iiitniiiiiHiiiirffrTrfiiiiiMMiinrMMriiirTTirirrnnnrrrrif rr n rfitn i f f if f iff UTirniiTHiiH-K^ e r=^^^ ^^^>^< 




C. C. WINNINGHAM 
Director of Sales and Advertising of the Hudson Motor Car Company 
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THE future of the automobile industry depends upon the success of the dealer. He must 
make money. 

That is the view-point of the Hudson Motor Car Company. We know that the 
dealer's prosperity means our prosperity — that unless the dealer as a whole succeeds, there 
is not much in store for the manufacturer. 

Thus far the industry has been developed with great waste. Costs have not been considered in the 
selling; expenses have piled up and not a great deal of attention has been given to a thorough canvassing 
of the possibilities. 

It is possible to plan a selling campaign just as it is easy to plan the work of any other line. Out of 
all the seeming confusion of details of territories that seemed impossible of analysis, with an unknown quan- 
tity of buyers in any community, we know that it is possible to determine exactly the possibilities. 

It is done in all lines of trade. One engineer is going to be killed on a railroad today; one was 
killed yesterday; one will be killed tomorrow. It is just as certain as railroad trains move. 

Astronomers will tell you the name of that star. The insurance companies will gamble millions of 
dollars on how long one thousand men will live. It is certain. Statisticians know how many will die this 
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year in any slate or any number of States from 
tuberculosis; how many suicides there will be and 
the number of murders. They know how many 
men will be killed by street cars; how many on 
the steam tracks. 

Certainly since we have found it possible (o 
know these things it is not such an impossible 
attempt to determine in advance just how many 
motor cars can be sold and how they should be 
sold. 

These are not guesses. They are just as ac- 
curate as are the reports made in any line of 
endeavor by careful investigators. 

There^ is no mystery or uncertainty about 
salesmanship. Out of 1,000 prospects, using a 
certain kind of argument, it is possible to sell 
a definite number of cars and changing that 
argument in the slightest influences the total 
number of sales. 

HI DSOX CHARTING BIS1NE.SS SKA. 

# C"\0 that end the Hudson Car Company is 
^^/ planning and charting and making its esti- 
mates just as accurately and effectively as does 
a navigating officer's reports show the movements 
of a vessel. But to accomplish results every one 
must be keen and alive to the opportunity. If 
the firemen and engineers do not co-operate with 
thi navigating officer the vessel does not make 
its time on schedule and therefore Hudson 
dealers who want to profit the most take advant- 
age of the opportunities that are put before 
them. 

In analyzing the business conditions of dealers 
who handle Hudson cars it is very forcibly im- 
pressed upon the mind of the investigator that 
those dealers who most closely follow the sug- 
gestions for their improvement, of salesmanship, 
of securing and grouping prospects, of advertising, 
of treatment of the buyer when the car is de- 
livered, of the manner of making explanations 
and thus thoroughly selling the car and the way 
to treat the question of service, are the dealers 
who are making the most money. 

DEALERS WHO DO NOT CO-OPERATE. 

gND those dealers who do not fully co- 
operate with those plans are the ones who 
find competition hardest, who feel the effect of 
cut prices and who say that the second-hand busi- 
ness has made it impossible to make money as a 
legitimate dealer. 

Probably no company in the industry is de- 
voting more thought to the subject. 

Investigators are sent into every section to 
verify the reports received from other sources 
and thus show a definite and clear line of pro- 
cedure which, if followed, marks for increased 
business. 

The day of science in the automobile business 
is here. Fortune no longer smiles on the man 
who does business by rule of thumb or by im- 
pulse. The telephone companies lay out their 
plans to take care of the business of a city 
not upon the demands of next year, but the pos- 
sibility of the demand 20 years hence. They 
know the population requirements of that time. 

Why can't that be done in the automobile 
business ? 

EXPERT ADVICE IS YOl'KS. 

# T\HE message this is to carry to all Hudson 
\^/ dealers is that the very best of expert ad- 
vice is constantly at hand; that our sole thought 
in recommending this or that improvement is to 
place in the hands of Hudson dealers the 
weapon with which they can securely control 
their market. 

It is not pride nor vanity that prompts us often 
to arbitrarily demand the inauguration of certain 
changes on the part of the dealer. It is purely 
business. It is selfish and mercenary. We want 
to succeed. We want yours and every other 
dealer's territory to be 100 per cent up to its 
opportunity. 

We keep an accurate record of the number 
of automobiles sold into each county in the United 
States. If in Clark County, for instance, 52 
automobiles were sold last year and of that 



number the Hudson has sold none and Clark 
County is in your territory, it is a definite proof 
that somewhere you have fallen short of your 
opportunity. 

These records are kept for the same reason 
that doctors keep temperature reports as to their 
patients' condition. From these reports a diag- 
nosis is made that governs the treatment. 

NO SNAP ,11 DGA1ENT. 

NAP judgment is the farthest thing from 

our desire. Co-operate with us. Give us 

your information and accept the suggestions that 
may be made, either directly or indirectly, as 




being the result of the keenest thought that we 
are capable of rendering. 

We do not depend upon ourselves for this 
information. We secure it in every market that 
it can be had. Wherever an individual has 
shown ability to more skillfully outline a selling 
plan, to write an advertisement that produces 
more prospects, to produce a letter that brings 
more people into your store, who shows a sales- 
man how he can become more persuasive, that 
seivice is procured. 

It is passed on to you. That is the policy of 
the Hudson Motor Car Company. We will 
adhere to it in the future as in the past. 

"' : i 1 - . ^ ':'.'.: ! ':; BlIlllllirUlilJJTI'lll^O 




Originates New Letter to W*~St 
Disarm Discount Requests 




SLIGHT SERVICE. 

XN ninety-nine cases out of one hundred, 
the reason is because he cannot sell his 
car on a level business basis. Back of that there 
is another reason — the car cannot equal in value 
to standard cars of its class, for in giving you too 
great an allowance, the dealer is actually cutting 
the price, because he cannot expect to get more 
for that car than we can. The way he makes 
up that cut in price is in slighting the owner on 
service. 

"A part of our profit — and a part of every 
good dealer's profit — goes to taking care of the 
owner in the matter of service. In ether words 
you pay for excess allowances. There is no 
doubt about that. It is the same in every business. 
The dealer, instead of a 20% discount will get 
a 357c or 40% discount, so that he may take 
your $500 car in at $1,000 and still make more 
money from the deal than we could expect to, 
but, of course, he gives you a car with a false 
valuation and, if there is falseness in the valua- 
tion, then there is falseness in the quality of the 
car." 

The next morning the owner received the above 
letter from Mr. Flory. 
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VJ'OU have had prospects come into your store and the first thing 
* they would ask you about is how much discount you allow on the 
car or "How much will you allow me for my old car in trade?" 

An unique plan has been originated by C. E. Flory, of the Buffalo-Hudson 
Sales Company, to disarm requests for discounts. 

When a man asks Mr. Flory how much his 
car is worth in trade, Mr. Flory handles his talk 
in this way: 

"Your first consideration in the purchase of a 
new car is to determine which of all the cars 
on the market you want. You will ride in them 
all — you will see features on some that you like 
and on some that you dislike — you will take 
demonstrations perhaps and compare all cars 
and finally you will manage to weed out the 
undesirables from the desirables and decide which 
one of the desirable cars you would rather pur- 
chase. That is the car that you should logically 
accept. 

"Then the thing to do is to go to the dealer's 
store and find out what he will allow you on 
your old car. If his allowance is not satisfactory, 
then tell him to place your old car on sale and 
have him get the largest possible amount for it 
as a used automobile. Then you can be sure 
of satisfactory service from the car that you de- 
cide upon. But if, on the other hand, you let 
the largest amount that some dealer will give 
you in trade determine your purchase of a car, 
then you are certain to get a car that will not 
satisfy you, for when a dealer makes unreason- 
able concessions, there is some good reason for it. 



The Letter. 
Tear Sir:- 

Conflrming our conversation of yes- 
terday, beg to advise that our maximum 
allowance on your car is $500.00. Thic 
allowance perhaps may seem small to 
you as compared with allowances you 
may he able to secure elsewhere. 

I believe the thing most to be 
considered in the purchase of an auto- 
mobile is the service you will be able 
to obtain from the dealer. Excess al- 
lowances that other concerns may give 
you must be paid for by you, either in 
the quality of the car or in the lack 
of service and excess charges you will 
later be compellod to pay. 

When you buy a Hudson you do not 
buy just so much machinery--you obtain 
a watchful interest in the performance 
of that car. 

If a discount car depreciates 10JC 
before you take It off the dealer's 
floor, what do you suppose the depreci- 
ation will be when you come to sell it 
as a used car with new cars of that 
make selling at 10# off. 

I do not believe there are any 
cars on the American market that are 
so much in demand as the Hudson and 
the Packard at their respectire prices. 
In order to substantiate this statement 
I would suggest that you endeavor to 
purchase a second-hand Hudson. I be- 
lieve you will have difficulty in lo- 
cating even one second-hand Hudson car 
throughout the City of Buffalo, and the 
Packard car, I should say, will bear 
out this statement as well, and I be- 
lieve if you will investigate the 
prices of second-hand Hudsons you will 
find that they demand more money pro- 
portionately than any other car in the 
American Market, one of the chief 
reasons being that when the Hudson car 
is sold it is sold for list price 
throughout the world. 

If you remember, in the conception 
of the Hudson Motor Car Company they 
first placed on the market a car at 
$900.00, and before the expiration of 
that season's output it was necessary 
to raise the price to $1000.00, and 
they have likewise raised the price 
every year succeeding, on account of 
the additional improvements and equip- 
ment, which is an asset to the customer 
by reason of the increase in valuation 
in exchange of previous years' used 
cars. 

Buffalo-Hudson Sales Co. 

C. B. Plory. 



The result has been so extraordinarily suc- 
cessful that Mr. Flory uses it all the time. He 
loses very few deals, because the letter is so 
effective. 

Add this important letter to your selling assets. 
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WILLIAM E. MOYER. 

William E. Moyer, president of the 
Iowa State Automobile Association, dealer 
in Hudson cars and the most prominent 
figure in Iowa motor car circles, died in 
Arizona, where he had gone to recover 
his health. 

Mr. Mover's home was in Des Moines. 
The funeral was held there last Friday. 

Mr. Moyer was famous all over his 
native state because of his great stature. 
He was a big, good-natured man and had 
made many dear friends among members 
of the Big Hudson Family. He was a 
large distributor of automobiles and very 
successful. 

Mr. Moyer was 35 years old. He 
leaves a widow and several children. 

This tribute is paid Mr. Moyer by the 
Chairman of the Executive Board of the 
American Automobile Association: **I 
found him one of the finest men with 
whom I ever came in contact. He was 
such a big, strong, healthy fellow that his 
death was a great shock.'* 



Selling Questions and Answers 

You strike certain argument* from prospective 
customer* that you cannot answer. Sometimes 
you try to think out the puzzler. Often you do 
it aad fet the order. Other times you fall and 
lose the order. So that EVERY TIME you may 
have the answer that will fet the order, SEND 
YOUR PUZZLER8 TO THE TRIANGLE QUES- 
TIONS-AND-ANSWERS DEPARTMENT. This 
department will give you the answer the week 
after your question arrives. Or if you say so. it 
will mail the answer to you. Expert selling 
counsel it thus put at your service. It's like 
having the b**t selling brains In the business at 
your elbow while you're talking to your customer. 
For if the argument we offer wins In other cases 
It will win In yours. 
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Vy^OU have all seen the little slot machines that were generally used 

A some years ago in saloons. You dropped a penny in the slot; there 

was a possibility of winning $10; also there was a chance that you 

would win nothing. 

A Syracuse, New York, saloon keeper 

put one of these machines on his bar and 

the first man that put a penny into it won 

$10. My, but the saloon keeper was 

mad. He threw the machine out of his 

place. A week later a representative of 



the slot machine manufacturer came in i 
and inquired about the machine. With 
tears in his voice the saloon keeper told 
him of his experience. 

The representative told him that the machine 
had not one chance in one thousand to pay $10 
on a one cent play and that it just chanced on 
the first play to do that, but it would not happen 
again. 

To prove that the machine was a money 
maker for the operator, the factory representa- 
tive put the machine on the bar, and put 2,000 
pennies into it. Of course, the machine kept 
most of those pennies because it was designed to 
pay about 40 /< to the operator. 

With this evidence that the machine would 
not prove a winner for the player so often but 
that the operator would still have the profit, the 
bar lender reinstated the machine on his bar and 
from that moment he kept the machine there 
until the enforcement of the anti-gambling law. 

IDKAS MAY NOT PAY INSTANTLY. 

4fC\HE point I want to make by this example 
^^^ is that we too often refuse to adopt a 
plan or follow out an idea because the first time 
it is played it doesn't turn out as it was prom- 
ised. The machine did prove a failure so far 
as the first play was concerned the first time it 
was played but in thousands of cases elsewhere 
it had made a profit for its operator, and the 
manufacturer of the machine and those who 
j used it knew that there was not one chance in a 
' thousand of its proving a loser and that it was 
absolutely impossible for it in the long run to 
I prove costly for the operator. 
j How often have you had plans put up to you 
I for selling cars or in regard to the treatment of 
customers that seemed logical and yet with the 
| first experience you have condemned them. You 



have concluded in the question, for instance, of 
service to owners, that if you were generous in 
making repairs and adjustments that it would be 
a good idea in the long run. And immediately 
that you have made the decision, the first cus- 
tomer you have takes advantage of you. For 
that reason you have condemned all the rest of 
them just as the saloon keeper condemned the 
slot machine. 

•TfSTOMKK IS AIAVAYS ICKillT." 

iTr\AKE good care of your customers. One 
^y of the biggest businesses in America is 
founded upon the thought that the customer is 
always right. His complaint is always listened 
to. Of course people take advantage of that 
altitude but in the long run the people are 
honest and they will not take advantage. 

It is not a good idea to quarrel with a cus- 
tomer not to dispute with him about what he 
thinks about his car. Put his car in good shape. 
Don't try to make a big profit out of him. If 
he thinks he has a legitimate kick, accept the 
kick, grin and bear it because the next time you 
will make a profit from it. 

Mr. Mudge, president of the Rock Island 
Railroad, bought a Hudson car in California. 
It gave him such good service that he decided 
to bring it back to Chicago with him. He took 
it to the Louis Geyler Company and explained 
that he had bought the car in California. He 
had had the car out there for so long that the 
Geyler Company had no claim for a share of 
the profit. But the car needed attention. The 
Geyler Company gave it to him unqualifiedly. 
He was treated just the same as any other custo- 
mer. The vice-president of the Rock Island 
Railroad bought a Hudson car on account of it; 
the head of their mining department bought a 
Hudson on account of it and some seven or 
eight cars are traceable to the endorsement of 
the car, on account of the service rendered by 
the Geyler Company, that was given by Presi- 
dent Mudge. 

The service investment paid over a 1000^ 
dividend. 

Remember the experience of the saloon keeper 
with the slot machine. Give your customers 
service and don't change your policy just 
because you happened to turn out a winner the 
first time you tried out the plan. 
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By S. P. JACKSON, Sales Department, Hudson Motor Car Company 



|X EALER SMITH visited the factory re- 
I J cently and in the course of the interview 

S criticized his Hudson distributor. For 

the moment it was resented, but he 

showed that in connection with one department of 

the distributor's business he was driving with a 

loose rein. 

Smith's Hudson contract is with this distribu- 
tor. He is satisfied with the arrangement, he 
says, provided the distributor will show more 
personal concern in his success. 

And his success is naturally the distributor's 
success. 

Smith is an unusual dealer — there are many 
such men in the Hudson organization. He has 
a good territory. He takes much pride in the 
fact that his salesroom is up to the minute and as 
well appointed as any in his state. This means 
a good deal in a city less than fifty thousand 
population when you consider that in the same 
slate there is a city of over a million population. 

ONE OF THE FINEST STOKES IN STATE. 

l MITH'S place is as good as the best in 
the state's metropolis. His reputation for 
skilful Hudson service in a well equipped shop 
is known throughout his section. He is enthu- 
siastic over the Hudson business. 

He has already sold more than one-half his 
contract; that he will exceed it there is no doubt 
for he has prospects for a large Spring business. 

He stated at the factory that he had a long 
list of prospects for Hudson cars. He had 
been following them up to the best of his 
ability. 

It was right at this point that he criticised the 
lack of co-operation of his distributor. Smith 
said he was out of catalogs part of the time. 
All the literature he had received came from the 
factory at the time it accepted his contract. 

He had received none through the distributor 
since. 

HE HAD LOST SALES. 

HE emphatically staled that not being kept 
supplied with literature and especially the 
lack of follow up material had lost himself sales. 
He had partly made up for this lack by get- 
ling up some material of his own. But after 
seeing the factory's various follow up systems 
of literature gotten up by the advertising depart- 
ment expressly to meet his needs, he expressed 
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regret at not being better taken care of by the 
distributor. 

He was deeply chagrined. He made a good 
suggestion — namely, that Hudson distributors 
advise all their dealers of new forms of adver- 
tising literature. 

He asked that they send adequate quanti- 
ties, gauging the proper quantity by the size of 
the dealer's contract, quality of his territory, and 
(he number of motor cars already in it. 

MANY IN SAME FIX. 

^T^HERE are probably hundreds of dealers 
^^^ in (he same fix as Mr. Smith because the 
distributor is neglectful. Distributors become 
neglectful. They forget. 

After the contract is made they consider that 
Smith will take care of himself, that he is prop- 
erly stimulated on to selling cars by the fact 
(hat he is handling the Hudson line. 

I don't mean to condemn all distributors. 

I don't want to have dealers lose the respect 
for them that those men deserve. But I do want 
to impress this upon distributors, or rather 
remind them. They must take great pains in 
constantly keeping their dealers in touch with 
new advertising literature, with new develop- 
ments in the business, as they do their own 
salesmen. 

Because their salesmen and their retail busi- 
ness is close to them, they never fail to do this. 

But the dealer is a little farther away and is 

a li.lle out of ,igh. perhap,. CoweqMBlljr. the Smpany^GTevI; N . Y .; Central Garage, 
—I-..*..! A... r .U...„ .. .„ f„™. k.„ Ayon ' y w ^ Fox Kenyon M . 

Paul S. Freeman, Paris, Tenn. 



The same brand of 
dinosaurian terror that 
shot the chills up and 
down the spine of pre- 
historic man is at- 
tached to the Africo- 
American conception 
of the awful possibil- 
ities of the word 
"Maintenance." Be- 
cause they were lo 
hereafter be known as 
a part of the Main- 
tenance department, 
Charley Riley, colored 
janitor-in-chief and his 
four constituents at the 
factory threw up their 

jobs the other day. Charley said he liked his job, 
all right, and the pay was good. He was treated 
fine. He had no complaint on the hours.' The 
work was all right, "but this here 'Maintenance' 
thing" somehow Charley and his men couldn't 
swallow its hidden significance, whatever it was. 
With professional dignity he told Factory Man- 
ager McAneeny he would think it over. In some- 
thing less than 30 seconds he was back and said 
he guessed he'd turn in his keys. They all quit. 
The word "Maintenance" clothed in its three- 
syllable robe of terror was a bogey not to be 
trifled with. It might really be any number of 
things. Charley took no chances. 

Also we wonder how much sooner Charley 
would have quit had he known that at Creston, 
Iowa, the Hudson agency is operated by Garrett 
& Butts. There is some significance in that name, 
too. 

What business aggressiveness will do is shown 
by the fact that in its first 6-cylinder year the 
Hudson company is building and selling more 
sixes than the company that forced the 6-cylinder 
into existence in the United States. The latter 
concern sells but 1500 sixes this year. The 
Hudson company makes over 65% MORE 
than the 6-cylinder pioneer. 

Some of the new members of the Big Family 
who were added this week are: Decker Manu- 
facturing Company, Keokuk, la.; Geneva Auto 



neglectful distributor is prone to forget him 
CRIMPS HIS WHOLESALE SALES. 

[UPPOSE the distributor who neglected 



Dealer Smith has twenty dealers handling 

Hudson cars. Suppose ten of them — which is 
very likely — say ditto lo Smith's criticism, then 
Mr. Distributor has put a crimp in his own 
wholesale business large enough to make him a 
rich man in a very few years if he had kept his 
dealers rigidly informed on developments and 
sent (hem new advertising literature. 

We happen to know that this distributor has 
put just that crimp in his own business because 
we are familiar with the details of his business. 

You may be the distributor we refer to. 
Smith may be your dealer. 

Had you not better awake lo the hard cash 
that you are throwing away? 
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|\AR be it from us, were we a Hudson 
- J prospect, to refuse lo turn over our order 
.. \ for a car to any such firm as the Jack 
O'Brien Auto Company at Quebec. For, 
if you remember, Jack O'Brien was considerable 
pugilist in his day. The Quebec concern is the 
new Hudson dealer for that territory. 

George Kimball, Boston, happened in last 
week with gratifying information about Hudson 
demand. The well-known X car is on the 
run. 

Master William Christian, age fourteen, of 
Reading, Pa., who invented a coaster sleigh 
called it the Hudson "54" which as he says i 
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"beats everything on the pike." He has had 
it equipped with electric lights, and standard 
aulo steering wheel. He is at present drafting 
a body after his own ideas for a Hudson "33" 
chassis. 

Through a blinding snowstorm Salesman White 
of the Bemb-Robinson Co., Detroit, drove 30 
miles lo the home of Austin Church, Sibley, 
Mich., Feb. 26th, brought Mr. Church back to 
the store, closed his order for a six and Mr. 
Church set oul in the same snowstorm to drive 
his new possession back to Sibley. How often 
are you game to fight for business in a blizzard? 
The man who does becomes a great salesman. 
He is the man who won't hibernate in winter. 



President A. M. Day of the A. E. Ranney 
Co., New York, and Secretary and General 
Manager S. S. Toback were also factory visitors. 
Messrs. Toback and P. D. Stubbs, of the sales 
department, talked over old times including some 
old claims. 

You may know some of these new members 
of the Big Family: Wm. G. Lang, Baker, Mon- 
tana; Hermann Aulo Co., Sabetha, Kans; 
C. Morris, Wayland, Mo.; Myers & Dicker- 
son, San Angelo, Texas; Ashtabula Garage 
Co., Ashtabula, O.; C. R. Curtis, Marion, 
N. Y.; W. A. Eyler, Georgetown, O. 

A big newspaper campaign on the six, pri- 
marily, is coming from the factory. 

The average Hudson dealer to-day is fourth 
in his territory on sales — in dollars. But some 
dealers in their territories are first. One we can 
point to is Fall River, Mass., where Robert W. 
Powers had not let a single competitive sale 
creep in up to a fortnight ago. 

The new chief of the sales and advertising 
divisions of the Hudson Motor Car Company 
was buried alive under congratulations. That 
was all there was to it. 

The selling pace grows faster. 

Giddap ! Giddap ! 

Good News 



That sale you lost because you couldn't an- 
swer the prospect's argument— don't lose another 
one on the same point. Send the puzzler to the 
TRIANGLE Questlons-and -Answers Department. 
No matter what the prosp«cts's objection it is 
ANSWERABLE. You can win the next order IN 
SPITE of that objection. 
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SEND YOUR PUZZLER TO SELLING-QUESTIONS-AND- ANSWERS DEPT. 
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Brass Triangle Mounted on j 1 

Radiator Cap Chicago Idea | 

frr, , : ., , iimiHiuHnniumimmmuiuns , , ,^ : . ^^ 

^;f\HE LOUIS GEYLER COMPANY of I 
Chicago has a unique idea for doubling 
the efficiency of the triangle on the radiator. 
In addition to the white triangle placed 
on the radiator at the factory, the Louis Geyler 
Company has a brass outline triangle, the bottom 
of which contains a 
projection which is 
screwed down into the 
radiator cap and can 
be seen several blocks 
away. Every owner's 
car that comes in is 
fitted with one of these 
triangles. Owners seem 
pleased to be able to 
get these decorations 
for their cars. 

The value of the idea is the fact that the 
car can be identified several blocks away, when 
the triangle flashes in the sun. It has a distinct 
advertising value. 

muni 
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| Take up the Good Roads j , 
| Figbtl Good Argument! | ' 

Iiiiiiiiiiiiiiiiiiiiiiiiij 

THE future of the automobile business in 
your territory — and this means the future 
of your business — absolutely depends upon 
good roads, for the wider range in use- 
fulness an automobile has, the more automobiles 
will be purchased. Inasmuch as you are on the 
ground floor in the infancy of the industry, you 
want to be a vital factor in the establishment of 
good roads in your territory. 

In the East, where most roads are good, there 
is scarcely any lct-up in orders straight through 
the winter! 

In a recent number of a farm paper, there is 
a vital word-picture of the effect of good roads 
upon farm prices — and it is the farmer who, in 
the end, must say whether you have good roads 
or not. This will be a good argument to use 
in pushing the cause of good roads and to that 
end you should clip it out of The Triangle and 
keep it — talk it — get it printed in your newspa- 
pers — call attention of your good roads organi- 
zation to it — get them to send it out to farmers. 
The clipping from the farm paper follows: 

Good Farm — Bad Road — Poor Price. 

gGOOD farm on a bad road. Nice house. 
Modern improvements. Fine team. High 
fertility. Seven miles from town. Owner wants to 
sell. Advertises. Buyer comes. Has plenty of 
cash, seeking good farm, pleasantly located. 
Roads fierce. Conversation hinges on highway. 
Buyer wants good road to town. Boy in school. 
Likes to go in to plays, lectures, church. Couldn't 
offer over $100 an acre and doesn't think he 
wants the farm at all. No sale. 

Same thing, similar farm, similar circumstances, 
except good, permanent road, good every day in 
the year. Owner thinking of selling. Same man 
with cash in hand looking for farm. Conversa- 
tion hinges on price. Offers $150. Owner can't 
see it. Keeps edging up $5 at a time. Sale closed 
at $200 per acre. Everybody happy. 

Not the least important phase of the whole 
highway agitation is the effect of good roads not 
only upon farm comforts and contentment, but 
upon farm prices. A Missouri farm which had 
never been priced above $75 an acre, before the 
construction of good roads, sold within a few 
months after their construction for $112.50 an 
acre, the owner admitting the advance in value 
was due solely to the new highway. Such inci- 
dents are far from rare. The amount asked 
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HAT is believed to be the first Auto 

Show wedding in the industry's history 

place during the 



the 
National 



Show at 



at the show, was best man. Mr. and Mrs. Shel- 
ton will reside in Detroit. The "Big Family" 
extends its composite congratulations. 



The objection that the prospect brings up and 
which you cannot answer Is vital to your busi- 
ness. YOU'VE GOT TO KNOW HOW TO AN- 
SWER IT. Send the objection to Selllng-Ques- 
tions-and-Answers Department, the TRIANGLE. 
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Psgcbic Waive From Prospect § 
1 to Tire Causes Blow Out 1 
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:^ Jf will buy the car at the price you name," 
H said the prospect for a second-hand car 
in the Louis Geyler Store, Chicago, the 
other day. 

They had been endeavoring to close the man 
on this second-hand car for about a week. The 
phrase above evidenced the fact that the sale was 
practically closed. 

"If I were to put a new tire on that car," said 



Louis Geyler, "I would be cutting the price, and 
1 know that you would not do that in your own 
business. It is not good business principle and it 
is things like this that have made it possible for 
this company to be well established. You will 
have to take the car as we took it with the used 
tire." 

On three other occasions the man came into the 
store and on each occasion Mr. Geyler refused 
to make the concession. The man came in again. 

Their arguing was suddenly interrupted with a 
bang from the direction of the car. Mr. Geyler 
went over to learn the trouble. 

To his surprise he found that the tire of its 
own accord had blown up, and as a consequence 
it was necessary to put on a new tire, whether he 
wanted to or not. The prospect drove the car 



out of the place 20 minutes later. 

Mr. Geyler was unable to tell whether it was 
psychic pressure of the prospective purchaser's 
mind exerting itself on the worn section of the tire 
or whether the Louis Geyler Company had been 
flirting with a blow-out since the car was taken in. 



f 



1 



i 






M 



ID 



This C©up@aa ISatogjg Yon 



M I I l ■ i; | j c| I rii-i I iiiii I I i-;i | | i ::■! | .in i i |r..j|| | 



i I ..,'.; I I ' 



Matter 



v O ELOW is illustrated a new series of postcards now ready for HUDSON 
J J dealers. We have had a hundred requests for just such advertising 
matter and we are now ready to furnish the cards to dealers in any 
quantity wanted. 

Each card tells of one strong sell- 
ing point of the HUDSON car. One 
refers to simplicity; another tells of 
the advantage of the self-cranking 
system. There is a card on motor 
design and others on the Delco sys- 
tem and rear axle construction — five 
in the series, all told. 

They can be mailed at one cent each. 
Five cents covers the postage cost for the 
entire series for any one name. 

They should be mailed at regular inter- 
vals of one each week and should go to 
every prospective buyer you have on the 
list. 

Merely send the coupon, telling us how 
many you want and we will furnish that 
quantity with your name and address im- 
printed on the card, providing of course 
you do not want less than 1 00. 

We make a charge only for the im- 
printing. The cost of printing the cards 



is almost two cents each — nine cents for 
the entire series. We will furnish them 
to any dealer in quantities at the cost of 
imprinting his name and address on the 
card which is : 

100 8et« — Ave cardtt each, $3.00 

200 Sets— * 2.25 

500 Sets— " " " 2.50 

750 Sets— 3.75 

1000 Sets— " *' *« 4.50 

Only 10,000 sets can be furnished, 
consequently all who will want the cards 
will not be able to get them promptly. 
Order at once, using this coupon at bot- 
tom of page. 



TO GET THIS SEKlES OF POSTCARDS— FIVE IN ALL— WITH YOUR NAME AND ADDRESS PRINTED 
UPON THE RETURN POSTCARD WHICH IS A PART OF EACH YOU MUST MAIL THE COUPON BELOW 
TODAY. THE ABOVE PHOTOGRAPH SH0W8 THE CARDS EXACTLY AS THEY ARE. EXCEPT THAT 
THEY ARE ORDINARY LETTER-SIZE. ORDER THE NUMBER OF SETS YOU NEED. TODAY. 
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GOURON 



Hudson Motor Car Company, 

Detroit, Michigan. 

I will use sets of mailing cards, agreeing to send them at intervals 

of one vteek each to the names on my mailing list. You are to charge me for these at the 
rate printed above. 

Name 

Address 

Firm Name 



— On This Page Next Weel 



Next weeks TRIANGLE, Page 
will contain the second Installment of 
the valuable new department of the 
TRIANGLE, viz.. "Selllngr-Questions- 
and-Answers." This will tell you the 
answers to objections you get in sell- 
ing:. These answers have won orders- 
If you know how to meet the objec- 
tions, with these answers, you can't 
lose orders because of them. Read 
,4 Selling>QuestIons-and- Answers" next 
week. Remember to look for it. 
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Nerve! 

By EVans W. Christie 



You've lost your nerve! 

You've got cowardice where nerve once was. 

You're afraid! Yes, afraid to ask for the order when your own sense tells 
it's due — your sales talk doesn't follow through! 

About the dotted line you dance, too scared to take the chance. Your fright 
makes yours a losing fight! 

When you've told the prospect all, right there you fall! 

You say: "I sell them so they offer the order. I make them say: 'I'll take 
this car.' " 

A salesman we knew lost 40% of the business he eventually got because he 
used your selling bromide! When he quit it his orders leaped. 

Your alleged defense is the cloak of selling cowardice — utter lack of nerve! 

If that's the way you play, you're not at it to stay! 

You've got to know the point where you plunge into the closing! You've 
got to know just when it's time to ask! Then ask! 

You can't lose your nerve and think the buyer will not swerve! 

He will! Your competitor is feasting off your cowardice! To the winds 
you've tossed half the orders you've lost! Because your nerve was gone! 

Just because you've talked but little with a prospect isn't any sign that 
he's not ready for die dotted line. Other things have helped to sell him. Don't 
keep on firing when already he's across the line! 

And don't think I don't mean you! Whether you're a New York salesman 
or a Newburg salesman this goes net in your cajse! You're fat from your dam- 
nable conceit. This nerve-loss happens more than half the time to YOU! 

AND YOU KNOW IT! 

For we can say this to 98% of HUDSON salesman and be safe! And 
you are not the other 2% ! 

BUT when you've got the order QUIT! Don't talk yourself out of the 
sale! Don't say another word unless you have to! Don't unsell your man ! 
Shut up like a clam! 

Nerve was not always your lack — there's a chance to get it back! You've 
got to do it by asking for the order at the proper moment. When you see the 
chance take it! 

Don't ever let your nerve desert you AGAIN! 
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Fulton Decorates Most «■• [ bought the HUD- 

dlator. With Trla-Blee. ^ 8omc timc in 

December, and so far it has fulfilled my every 
expectation — true, I have not had opportunity to 
drive it very far, our weather has been in part 
disagreeable and unseasonable for riding, and 
about six hundred miles is all I have gone, but I 
have not had one bit of trouble, and to say that I 
am delighted with the car is but a mild expression 
of my satisfaction. 1 have been driving one car 
for past six and one-half years, — it was a Little 
Six Stevens-Duryea (that is a good car, as you 
well know), but I know and you know it would 
never have served me that long if I had not 
taken care of it, and have promptly corrected 
troubles, just as soon as I knew or suspected 
their existence. 

I propose to take the same good care of the 
Hudson, and I will be disappointed if I do not 
get the satisfactory service from it that I am 
expecting to get, and which 1 know it is your 
desire that I shall have. 

The Bulletin No. 6 that you enclosed has 
been studied with pleasure and profit. If I am 
correct in believing that you favor your owners 
of cars with this Bulletin, I would be glad if you 
would enter my name on your list to get one 
each month when issued. 
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cAJTrade Deal That | 

| Netted Huge Profits j 
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* v \ B. BORLAND of the Borland-Gran- 
• nis Company, makers of Borland Elec- 
' * tries, last summer purchased a car of 
the Louis Geyler Company, Chicago. 

Hft toured frOIT* r»i#»««rt kt\ Main* *r%A urnil* in 

the latter state 
er admired hi 
mobile. "Wh 
you take for i 
farmer asked, 
will you give? 
Mr. Borland, 
the farmer of 
large acreage < 
some of it nc 
cleared. Mr. 
closed the deal 

From the 
alone on this \i 
Borland mad< 
money than tri 
mobile had c 
and as a com 
got the farm pi 



By Richard Bacon, Jr., 
District Manager. 



Your Salesmanship? 



Hill 

NE constant complaint of many dealers 
who arc thorough business men is: "I 
cannot get good salesmen." 
Many people think excellent salesmen are 
not to be had. You can get good salesmen, but not 
for nothing. Every first class article costs every 
cent it is worth. " You would not buy cheap 
collars merely because they were cheap. 

You would know in advance that a cheap 
collar would not last you nearly as long as 
would a first-class article. For every good 
article costs what it is worth. Salesmanship 
is a commodity. 

Salesmen have their value. If you pay an 
automobile salesman according to his accom- 
plishments — and he is a good salesman — then 
the salesmanship bogie is gone forever. 

The man on a straight salary is a good invest- 
ment for the dealer, but if you hire a man on 
this basis, pay him a salary commensurate with 
the business he does. 

Soon it will be unprofitable for him to leave 
you for another company for he will have a 
good Hudson business built up on his own hook 
and he would lose a good deal of money by 
the change. You cannot get for the hire of 
a clerk men whose sales average from $2,000 
every time they close a deal nor can you expect 
to. 

GETTING HIS CONFIDENCE. 

{T~ | STRAIGHT salary commensurate with 
* I the amount of business done is by many 
dealers considered a good method. Others con- 
tend that a commission and a drawing account 
insures a man's confidence if he is a good man. 
Those dealers who use this system contend that 
a man's daily obligations are taken care of. If 
they are not taken care of he cannot concentrate 
on business because he must think of them so 
constantly. 

"How can I pay the grocery bill" has wrecked 
more salesmen who would have made good 
salesman, than those who have been successful. 

CAlfL IT AN INVESTMENT. 

|UCH men, you say, are weak. Every man 
has his weak points. Hiring a salesman 
is an investment. Small investments bring small 
returns almost always. Cheap articles rarely 
give satisfaction. If you are buying bargain 
counter salesmanship you are getting orders that 
you would get anyhow whether you had sales- 
men or clerks. 

Great ball teams buy base-ball brains of high 
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caliber at huge prices. They find the higher 
price the greater is the dividends on those brains. 
For greater crowds come to see these big base- 
ball men play, and when you pay a real price 
for good salesmanship you get a far larger total 
of orders than when you employ bargain-counter 
clerks. 
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A Peep into the Future m 

| of the New Hudson "97" | 

iiiiiiiiiiiiiiiiiiiiiiiiiiin 

CORES of owners constantly complimenl 

Hudson dealers and the factory upon 

the remarkable performance of th« 

Hudson "20" that the factory built foui 

years ago. Every few days the factory leanu 

of remarkable service that has been given bj 

this little car. 

This is the kind of automobiles that the Hud- 
son Motor Car Company builds. It is just ai 
much a moral of the Hudson Motor Car Com- 
pany to build that kind of cars as it is correct 
business practice for a concern to make a legiti- 
mate profit. This is the sort of car the Hudson 
Company always has built and always will build 
If you have had experience with the 1911 and 
1912 cars, you know this. 

Did you ever stop to think that the stories of 
the service that the little old "20" is giving are 
bound to constitute a peep into the future of the 
"37," and the latter's performance will be far 
more striking than was the "20," the 1911 "33" 
or the 1912 "33," for the "37" was created by 
the largest staff of engineers in the automobile 
industry. 

Dr. K. L. Hays, a Farmersville, Illinois, 
physician, the other day ordered from the service 
repair department push rod guides, push rods, 
piston rings, reverse gear shaft and a reverse 
gear bearing and washer. In ordering these, he 
commented as follows: 

"My car has run daily three years in my 
practice and the above repairs are all that are 
needed to run me another season. I intend 
trading it in on a new Hudson '37' roadster." 
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1 2 Classy Winter Automobile 1 

9 5 

| Exhibit Invitations \ 
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WINTER AUTOMOBILE EXHIBIT 
FEBRUARY Sno TO 13th 



tteu art mtotiefr is attenfr tk* 

Winter (Kutcmobiit 

(Bxbdbit 

nf the Uttst n'tnttttn thixtttu mabtl* 

rmba&stsg mang features of sntaautbil* empowering 

ubbuttttmtnt 

at our exhibit nxtrnt 

& J. ^tm ^Dtor Car (do., 

fistrisster 

JRsdsaa Jlotor Cars 

900 4B«i* Street, €*I««W« f £. C. 



I -ILL YOU NINOLV PHONC. CALL OR WRITS TMI OAY AND NOUN YOU CAI 
I CALL IN OROfR THAT WC MAY ANTICIPATE YOUR VISIT 
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S Above are two of the invitations used by = 

= two live dealers in getting prospects into = 

5 their stores during their Winter Auto- £ 

O mobile Exhibits. The invitation at the O 

= top was that issued by the Pacific Car Co., = 

s Seattle, Wash., and the one below by the E 

5 E. B. Lyon Motor Car Company, Durham, 5 

;; N. C. The originals of both invitations « 

O were classy and had the effect of bringing © 

s tn the best types of prospects during the s 

= occasions in both dealers' places of bust- = 

5 ness. = 
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Guaranteed Service — | 

| No Trouble With Cars j 

1 By R. C. GRETH, District Manager. = 

OOES this show the value of guaranteed 
service to Hudson owners? 
Mr. Frazer, general manager of the 
Imperial Motor Car Co., tells me that of 
all the Hudson cars 

sold in Nashville since oubie 

the beginning of the LATC 

1913 season, only in 
one minor instance did 
an owner have any 
trouble with their car. 
Mr. Frazer attributes 
the satisfaction to serv- 
ice and says that it 




shows conclusively the value of a good Service 
Department. 

The Imperial Motor Car Co. phones every 
Hudson owner in Nashville, twice a month to 
bring their cars to the Service Department to be 
looked over and have their batteries attended to. 
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il Sei{e the Main Chance" High- | 
I Priced Car Dealers Say I 
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(\ M. KEMPSTER of Prophetstown, 

'J 111., had been selling Buicks for 6 years 

> J in that city. He was desirous of adding 

a new line to his business and had made 

it a point for the last few months to ask accessory 

and tire men as well as every high priced car 

agency in Chicago as 

to the best paying mod- 
erate - priced agency 

and 

tor) 

sen 

tak< 
r 

dea 

inv< 

had 

era! 

thei 

Hu 

Wi 

ery< 

and 

one 

car 

said 

line 

agei 

So 

cam, 

Big Family and the Hudson will undoubtedly be 

the sensation of the year in Prophetstown, be- 
cause Mr. Kempster is the leading dealer there. 



/5 Minute Conversation 
| Unsells Prospect on X Car 
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GENTLEMAN dropped into the A. E. 
Ranney Company's Store in new York 
on his way to the office of the X car. 
Although he was a brand new prospect, 
he somehow seemed to know something about the 
Hudson. In fact, he was so thoroughly con- 
vinced of the superiority of the Hudson over 
the X car that the writer felt he would buy a 
Hudson, yet he could not get him to place an 
order at that moment. 



The A, Elliott Ranney Co. . 

1700 Broadway. 
Dear Sirs: 

Will you be so good as to have 
a five passenger grey torpedo Hudson 
oar ready for me on March 20th, 
price $1910. Your Mr. legman told me 
the above description would be suf- 
ficient in ordering. Mr. Landers, 
your agent at Garden City, will tell 
you who I am. Have my initials 
S. A. 1. B. in small black letters 
on the doors. In replying to this 
letter address me S. A. 1. Baltazzi, 
Villa Chaudon, 48 rue de Trance, 
Hice, Trance, where I shall be until 
March 3rd. My address is Westbury, 
L. I. 

Yours very truly, 

8. A. Warner Baltazzi. 
P. 8. The car must be all ready on 
March 20th, as I have no other to 
use. 



He said he would let them hear from him 
from Paris. The conversation did not last over 
fifteen minutes. He talked with D. Chas. Weg- 



man, who closes many of the sales on the A. E. 
Ranney floor. On February 19th the A. E. 
Ranney Company received the accompanying let- 
ter from Paris. 

This is a unique sale, as Mr. Wegman's con- 
versation with the prospect scarcely lasted fifteen 
minutes, yet the man was somehow so thoroughly 
sold on the Hudson that his later visit at the 
X Car's headquarters and his trip to Europe did 
not reduce his confidence in the car. Thus the 
sale was made. 
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"Physicians Letter 1 ' For | 

| Your Use; If It Fits | 
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RITTER AUTOMOBILE CO. 
MADISON, WIS. 

Bear Sire- 
There are twenty-five different 
makes of gasoline pleasure cars handlsd 
in ths city of Madison, represented by 
slsvsn diffsrsnt dealers. 

Thsre are thirteen physicians who 
drive gasoline automobiles in their 
practloe. Six of these drive HUD S OH 
care. 

Why should so large a percentage of 
HUBS0H cars be selected by physicians 
whsn thsy could purchase other makes 
at a much lees Initial oost? 

Ths answer is simple. 

A practicing physician must have a 
oar that he can depend upon 365 days 
and nights in the year. 

He must have a oar that is simple 
and accessible in its construction in 
oase that an adjuatlent is required, it 
can be easily and quickly accomplished. 

A physician cannot select hie road 
or time of drives, but is obliged to 
make many long tripe in the eevereet 
weather; in deep mud and on frozen 
ground. He, therefore, must have a ma- 
chine that will withstand all road 
conditions. 

Physicians, abovs all man. know the 
value of speoialists; and whsn they 
know the HUD80H is not a one man car; 
but the creation of the combined skill 
of 48 picked engineers, eaoh a special- 
ist on a certain part that goes to make 
up the HUDS0H automobile, he is satis- 
fied that he can make no mistake in 
eeleoting a HUD S 05 oar. 

These, with many other facts, are 
the reasons why so largs a psroentage 
of HUDSOH'S have been selected by 
Madison's leading physicians. 

Very truly yours, 



HERE'S a follow-up letter utilized by the 
Ritter Automobile Company with 
success on Madison, Wisconsin, prospects. 

H. R. Ritter sand- 
wiched the letter into 
his regular Triangle 
follow up system. 

He carefully proves 
his point as to the 
reason why physicians 
choose Hudson cars 
in greater numbers 
than any other make 
of automobile and the 
letter is • climaxed in 
such a way that it can 
be of value to every 
Hudson dealer whose 
car predominates the physicians' business in his 
territory. If there is such a situation in your 
territory, utilize this letter on all your prospects, 
changing the figures and places to fit. 
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THE POINT THAT COST YOU SALES TO SELLING -QUEST::: Z AND-ANSWERS FOR SOLUTION 
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Occasionally you run up against an argument on the part of the purchaser 
that, say what you will, you cannot offset. Somewhere among Hudson deal- 
ers and salesmen, the argument has been ansivered effectively and the sales- 
man or dealer has secured the order. If there is any unanswerable argument 
that is put up to you, or if there is any question in your mind that is an- 
swered, write to the Selling Questions and Anszvcrs Department of The 
Triangle and it will be ansivered by expert authority. 



QUESTION — "What do you say to a pros- 
pect when he asks for a ear in green and you 
cannot give it to him?" 

ANSWER — If any company built cars 
in half a dozen colors — which would be 
necessary, as green is about 5th in the 
public's choice — the addition to the over- 
head cost and the resultant cutting down 
of factory production adds approximately 
$300 to the selling price of each car. Many 
times regular factory production for days 
would have to be held up until green or red 
bodies were secured simply because all or- 
ders on hand might call for those at one 
time. Cutting down of factory output is a 
serious thing for the buyer because it in- 
creases the cost of any make of car to him. 
As an instance if 3,000 Hudson "37's" was 
our total output the cost to the buyer would 
be approximately $2,300 each for each car. 

You, as a buyer, can have a car in the 
lead and for $100, or considerable less, you 
can have it made any color you desire. It 
will not take long to get the job done. 

QUESTION — "What comparison can you 
make when a prospect's mind in set on buying: 
a heavier car?" 

ANSWER— Tell him that it naturally 
takes more fuel to propel a heavier car. 
The operating expense is much higher. 
Tires are a serious matter if a car is too 
heavy for a certain car of approximately 
the same price as the Hudson gives only 
3/5 the tire wear that Hudson owners get 
because the car weighs approximately 500 
pounds more than our car. Another thing 
— where cars are about the same size and 
one is heavier than another you can usually 
make up your mind that the extra weight 
comes from props, wires, and supports in 
the chassis. These props, wires, and sup- 
ports mean that half a dozen props have 
been added each year to correct in- 
herent defects in a made-over design. 
All these props, wires and supports need 
attention. Such mechanical bric-a-brac is 
costly because repair man's time costs 
money. In addition it adds weight to the 
car, wearing out the tires quickly and 
necessitating heavier fuel consumption. In 
a lighter car of correct design — not a 
made over car — your tire wear is lighter, 
fuel consumption is lighter, and you can 
safely assume that the design is correct 
because of the absence of such mechanical 
bric-a-brac. The up-keep of a lighter car 
is infinitely more economical than that of 
a heavier car. 



((IKSTIOV — "Suppose yon jjet nn objection 
from a prosper! ns to the rear gas tank. What 




if his car were hit from behind, would the gas 
tank suffer badly?" 

ANSWER — Before the rear gasoline 
tank was ever placed upon the Hudson 
car tests were made in the factory yard 
in which cars were driven against it at 
full tilt in an endeavor to puncture it. 
Even such collisions failed to puncture it. 
As an extreme test the blows of a very 
heavy hammer were directed against the 
gas tank. The engineers were able to flat- 
ten the tank out but could not make a leak 
in it. It is made of seamless steel. If a 
man were to have a rear end collision 
sufficient to dent this tank the back of his 
car would be shattered to pieces. In 
reality, the astonishing resistance to blows 
of this round tank acts as a protector to 
the body of the car. No instance has ever 
been known where rear end collisions at a 
terrific speed have had any appreciable 
effect on the tank, and in fact the latter 
has acted as a protection to the rear of 
the car which would have been smashed 
to pieces had it not been for the rear tank. 
Another thing— the rear gasoline tank has 
a great advantage over the gravity gaso- 
line tank under the seat. Lozier, Packard 
and high priced cars have rear gasoline 
tanks because the garage man will not then 
have to crawl into the seat making it 
grimy with his grease covered clothes. 
Also, being operated by the air pressure 
system whether going up hill or down hill 
you get a steady flow of gasoline into the 
carburetor. Going down hill with a gravity 
tank under the seat you get too much gas 
into the carburetor. It constitutes a waste 
far greater than is imagined. Hills are 
ofttimes too steep for the car to ascend 
for the reason that gasoline flows back into 
the tank away from the carburetor. 

Ql'KSTlON — "A prospect who had just come 
to the store in which a car was sold which had 
ventilators seemed disappointed because there 
were no ventilators in the front of the 
Hudson." 

ANSWER — The Hudson has ventilators. 
You lost a sale through ignorance. The 
windshield is designed so that the upper 
panel can be swung back 25 or 30 degrees, 
toward the driver's seat and thus send 
cool air throughout the front of the car. 
For rain-vision purposes it is swung out- 
ward; for ventilating purposes, inward. 
In wintertime the ordinary ventilator is a 
disadvantage as you can easily see. In 
summer it is an advantage but the ingen- 
iousness of the men who designed the 
Hudson expressed itself in the designing 
of the combination rain-vision windshield 
and ventilator. 

QI'ESTIOX— "What guarantee can 1 tell a 



prospect goes with the Hudson car?" 

ANSWER — The average guarantee is 
made to sound well but to contain enough 
legal loop holes to protect the manufac- 
turer. The value of a guarantee or what 
it says depends entirely upon the liberality 
of the manufacturers. You would not 
want to do business with a man whom you 
distrusted, no matter how binding the con- 
tract. A dispute would be inevitable. There 
are men with whom you would do busi- 
ness on a verbal agreement more readily 
than you would with others where you 
were protected by the tightest legal con- 
tract that could be drawn. All business is 
done solely on confidence. It is all a mat- 
ter of the integrity of the manufacturer. 
This applies to the guarantee given with 
Hudson cars. The guarantee you get 
when you buy the car is practically the 
same as made by any manufacturer be- 
longing to the National Association of 
Automobile Manufacturers. The actual 
guarantee you receive is the reputation of 
the company. Millions of dollars are in- 
vested in this concern. Its future is more 
important than its past. Men at its head 
are good business men. They appreciate 
how important a good reputation is. The 
amount of money involved in the sale of 
each car is great. The disappointment of 
any buyer would be a factor that would 
affect future sales. We would no more 
permit a misunderstanding to arise where 
justice is on the buyer's side than would 
a business man, jealous of his reputation, 
repudiate an obligation. When a prospect 
asks you as to the guarantee show him the 
last page of the original catalog on the 
New Hudson "$7" — It has convinced many 
and secured many orders. 
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ffWANT to tell you of a new argument to 

ji sell Hudsons. Some dealers or salesmen 

** may have figured the thing out and may 

be using it, but it was entirely original 

with me. 

After studying the gasoline situation and read- 
ing an editorial on same I concluded that kero- 
sene would soon be a substitute for gasoline. 
Then, if that should be the case, every time you 
would fill the tank on a car that had the tank 
under the seat, you would get the greasy kero- 
sene all over the* car as well as your clothes. In 
fact to-day, with the garage man crawling into 
the car, you get the grime from his clothes all 
over the seat. This is transferred to the clothes 
of the next occupant. 

With this argument in mind I went to see a 
prospect for a "54" who had repeatedly told me 
he did not like that feature at all (because once 
there was a near-serious accident here in Beau- 
mont. A gas car ran into the rear of an old 
White Steamer and both cars burned up). I 
showed him the editorial on kerosene and told 
him if he ever did have to use kerosene as a 
means of cheaper fuel all he would have to do 
would be to change carburetors, I got the order 
and expect to deliver the car shortly, a seven 
passenger. 

I hope this little experience will be of some 
benefit to the "Big Family." 



Don't worry when you 
stumble — remember the 
worm is the only thing 
that can't fall down. 
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1 — To wealthy men, prove the Hud- 
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Get name and information plac- 


son fine enougrb for bin service. 
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ing man as buyer. 


See No. i below. 
2— To close or economical buyer 
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prove Hudson best Investment. 
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See No. 2 below. 


n 








3 — Board of Engineers. 
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How to handle 




See No. 3. 
4 — Deslsn and direct argrument on 
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the Prospect 




car itself. 

See No. 4. 

6— History of Company. 
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Argument on Hudson. 


See No. 5. 
6— Feeling: of 2,000 owners and 
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See No. 6. 


1 








7 — Demonstration, bow to handle. 

See No. 7. 
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S— Used car problem. 
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See No. 8. 
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Closing. 9 — Personal equation In closing:. 
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Explanation of Details of Chart 



I — Sales Argument to Rich Man. 

XF THE business standing, residence or talk of a prospective buyer 
indicates that he is so situated that he can afford anything he wishes 
in the motor car, then your problem is to convince this man that the 
Hudson Six is the car for him to trust. In this case slate the inevitable 
development of a successful industry has always meant an improvement in 
quality and reduction in price. This has been the history of every big 
manufacturing business everywhere. Cite the piano industry. The bulk 
of the piano business today of the highest grade manufacturers is done on 
pianos selling from $500 to $700. These concerns stated ten years ago 
that trustworthy pianos could not be built for less than $1,000. They are 
giving today the same guarantee on their pianos at a much lower price. 

The Hudson Six represents a car with every essential thoroughly built 
and a great saving in price due to the enormous growth of the company, 
which reduces the smallest overhead expenses of manufacture. 

On account of the limited output of cars of higher price the distribution 
of overhead is enormous and unavoidable. The difference between the 
price of cars of this type and the Hudson is all out of proportion to any 
insignificant difference in the service that they may possibly give. 

2 — Economical Buyer. 

#c"\0 THE buyer who is limited in the amount of money he can spend 
^^ on a car and unusually careful about the cost of his automobiling, 
the Hudson Six presents more in motoring service, endurance and freedom 
from mechanical adjustments than the lowest possible price for this quality 
of service on the road. 

Show a man of this kind that if he considers any other car of the same 
class he gels less mechanical perfection and less simplicity. While if he 
drops to a cheaper car than the Hudson, he drops to a type of service, 
both on the road and as to mechanical adjustments, which will not satisfy 
him and which is far poorer than the slight saving the first price would 
justify. 
3 — Foundation of Sales Argument. 

#C\HERE are 4S engineers on the Hudson staff who have had experi- 
^^ ence in all the leading factories in the industry, both here and 
abroad. They are specialists. One man made a reputation for himself 
at doing a certain kind of work, while another man has made a similar 
reputation for doing an entirely different kind of work. Men are bound 
to be more efficient in some lines of motor car designing than they are in 



others, and therefore the day of the "one man" car has passed. 

Even Howard E. Coffin, recognized by all because of the successful 
cars he has built, could not have carried into being automobiles of such 
completeness as the Hudson Six possesses. 

4 — Details of Sales Argument. 

HFTER thoroughly presenting all of the details of construction of the 
Hudson Six, refer to the smooth, steady running of the car, fine 
road performances, luxurious upholstering, and concentrate your argument 
on the fact that the Hudson motor is wonderfully well designed, the 
equal of any gasoline motor in the world and that the performance of the 
car on the road is not an accident, but the direct result of this correct 
design. 
5 — Historical. 

OETAIL the rapid rise of the Hudson Company since 1909, when 
it was entirely new, to a position sixth in the automobile industry 
and the equal in business standing to companies that have been in business 
two or three limes as long. 

6 — Satisfied Owners. 

Z^jfMPHASlZE the fact that about 2,000 owners of Hudson cars in 
VZa lne metropolitan district are uniformly satisfied with the perform- 
ance of the car. This again tracking back to the wonderful correctness of 
the Hudson design. Also point out the fact that the first cars built by the 
Hudson Company in 1909 are selling today quickly and at a high rela- 
tive cash value compared with other cars. 

Hudson cars are strong and virtually troubleproof. Rarely do these 
cars need attention beyond that which every chauffeur gives his car. 

Yet occasional incidents on the road disqualify the best of cars. 

To meet just such emergencies, the Ranney Special Service is placed 
at the disposal of approximately 2,000 Hudson car owners. 

This service consists of a corps of expert machinists, equipped with 
motorcycles for quick travel. 

These men get to the scene of trouble within a few minutes from the 
time they are called. They go anywhere in the city or vicinity. 

In every instance these experts have sent a car on its way without an 
hour's delay. Owners of other cars, without such service, often have their 
cars out of commission for weeks, while the new part is being shipped 
from the factory or it is awaiting its turn in the Service Department. 

This special service leaves Hudson owners carefree, adds greatly to the 
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pleasure of aulomobiling, and the Ranney Company, up to the present 
time, is the only dealer offering this service. 

7 — Demonstration. 

©E CAREFUL to control the conversation of a prospect upon a 
demonstration as far as courtesy will permit, emphasizing to him 
continually the smooth running, silent operation of the car, smooth running 
on rough roads and smooth, also upon the fact that as the car is running 
on the demonstration, so will each Hudson run always and if the per- 
formance of the car on the demonstration proves satisfactory, that that is 
exactly what the car itself will deliver. 

8 — Used Cars. 

^•4 TATE our well-known business on the handling of these cars. 
TZJ Point out the fact that we maintain a Used Car Department at 
expense to ourselves for the disposition of cars for our customers and that 
this service is part of the Hudson service. Explain to your buyer that it 
is not possible to get something for nothing and that if a dealer is willing 
to take an old car and allow him a price out of proportion to its cash 



value, that the list price of the car he is selling is that much higher than 
it should be. 

Explain our method of handling conditional sales and win from your 
customer his approval for our straightforward and business method, which 
is as much to his interest as to ours in the long run. 

9 — Closing the Sale. 

ZZTFTER thoroughly presenting all of the above arguments for the 
^ M selection of a Hudson car, then concentrate upon the reputation of 
the dealer's company for fair dealing and successful business method, and 
supplement this with an earnest assurance of your own personal interest 
and care in this particular sale. 

You cannot make the impression of personal interest and personal hon- 
esty too strong. In days of competition such as we have now it is often 
impossible to convince on the merit of the car alone because we are not 
talking to men of sufficiently developed mechanical judgment to appreciate 
the points after they are made. The essence and crises of the sale, there- 
fore, resolves itself into a number of desirable cars about the same price 
and the pivot upon which the sale turns is the sound business method of 
the company and the sincere and convincing personality of the individual 
salesman handling the customer. 
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The Wonderful Hudson Six, in 6 Months, Has Made Us 

World's Largest Builders of 6-Cylinder Cars 



Engineer of First French Car j 
I Admires Hudson Factory | 
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M. de Freminville at Right 
President Chapin at Left 

DISTINGUISHED motor car 
engineer, Charles de Freminville, tech- 
nical director of the Panhard, the first 
car produced in France — is at present 
visiting the American automobile industry. 

He was met in New York by his friend, Presi- 
dent R. D. Chapin, of the Hudson Motor Car 
Company, and together they came to Detroit, 
where the Hudson factories are located. M. de 
Freminville spent much time in inspecting the 
Hudson plant, studying deeply the latter com- 
pany's methods. He expressed pleasure at the 
remarkable six cylinder automobile which the 
Hudson Company is able to sell at a moderate 
price. 

M. de Freminville is watching America's 
motor car progress. He was surprised when 
told of the large output of the Hudson plant, 
for in Europe there is no quantity production 
of high-class automobiles. Engineering improve- 
ments embodied in cars made in this country 
also interested him. 

M. de Freminville'* last visit to this country 



was sixteen years ago, when he came to inspect 
the manufacture of railway cars. At that time 
he was an official of one of the trunk lines in 
France. 

Selling and advertising methods of the Ameri- 
can industry was also a source of interest to the 
European engineer, for a "Commercial Depart- 
ment" in connection with the older French 
motor car companies is comparatively a recent 
departure. When shown how it was selling 
economy to utilize single advertisements that in 
the money of France cost 40,000 francs, M. de 
Freminville remarked that it must take a good 
deal of courage. 

Panhard & Levassor, manufacturers of the 
Panhard car, are the second largest motor car 
builders of France today. 
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THE Henley-Kimball Company, Bos- 
ton, Mass., distributors of the HUD- 
SON, have decided for themselves 
a task of sixty-eight cars for March. 

This is based upon the fact that in March, 
1912, the Company sold forty-one cars, and 
their record for the 1913 season has been a 70% 
increase over 1912, so a 70% increase for the 
month of March would make the total number 
of cars sixty-eight. 

These cars have been apportioned among the 
salesmen and Messrs. George Kimball and A. T. 
Henley. 

IN RICH BUENOS AIRES. 

^~f OSEPH C. JOHNSON left Detroit to 
V^A* take charge of the Service Department of 
Pratt & Company, the Hudson distributor at 
Buenos Aires. Johnson is conversant with 
French and Spanish, and speaks Italian fluently, 
which qualifies him for success in properly hand- 
ling the service force for Pratt & Company. 
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Churns for Six Years; | 

| Wed Two Weeks Apart | 
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• \ OBERT KELLY. Hudson field service 
■'"■ / man, was married January 16th in Spo- 
il \ kane. The bride is Miss Inez Matlock, 
an Oregon young woman. 

Kelly was a chum of Don R. Shelton, also a 
member of the Hudson field service staff who 
was married during the Chicago automobile show. 

Neither knew that the other was contemplating 
matrimony. Their weddings took place within 
two weeks of each other. They had been chums 
for the past six years. 

Long or Short 

Folio w-Up Letters? 

WHAT THE FOREMOST ADVERTISING 
AUTHORITY OF AMERICA SAYS 



FROM PRINTERS' INK 

The Schoolmaster thinks that 
it is easy to lean too far in 
favor of the long series of 
diminutive letters. Any auto- 
mobile worth having will stand 
a page, a page and a half or a 
two-page letter, provided the 
letter is written as it should be. 
There are good 500-word peri- 
odical advertisements about 
automobiles. Why not 500- 
word letters? You can just bet 
that the man who will consider 
at all the buying of such a 
thing as an automobile wants 
all the information that's perti- 
nent. A lot of mistakes are 
made in advertising by failing 
to take into account the differ- 
ence between a man's interest 
in a shaving cream and his in- 
terest in a yacht or an invest- 
ment. 
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Occasionally you run up against an argument on the part of the purchaser 
that, say what you will, you cannot offset. Somewhere among Hudson deal- 
ers and salesmen, the argument has been anszvered effectively and the sales- 
man or dealer has secured the order. If there is any unanswerable argument 
that is put up to you, or if there is any question in your mind that is un- 
swcrcd, write to the Selling Questions and Answers Department of Tin". 
Triangle and it will be answered by expert authority. 

The writer has driven a Hudson a year 
and has never yet had to pump up a tire. 
With demountable rims such as we have 
today it is a matter of five minutes or less 
in removing one tire and putting on a 
spare tire. Most motorists carry one or 
two spare tires. The chances are that the 
average motorist using demountable rims 
does not have occasion to pump up a tire 
once in two years. That is done in garage 
where his punctured or blown out tire 
was repaired. The tire pump is old fash- 
ioned as a part of the tire equipment 

Ql'ESTlON — "A prospect asked me what 
would be the action If when the motor i* run- 
ning 1,000 revolutions a minute and the owner 
tried to u.se the electric self-Htarter?" 

ANSWER— You should have told the 
prospect there would be no action. The 
electric self-starter's automatic clutch 



QUESTION— "Which six cars was it that 
Howard E. Coffin designed? We know of 
three, the Thomas-Detroit, Oldsmobile and 
Chalmers. Did the said cars have their most 
successful years during his time as chief 
engineer?" 

ANSWER— Mr. Coffin designed the 
Oldsmobile, the Thomas-Detroit "40", 
the Chalmers-Detroit "Forty," the Chal- 
mers "30," the 1911 Hudson and the 1912 
Hudson "33." The automobile industry 
regards Mr. Coffin as the most successful 
engineer these companies ever had. In 
of the output would result in the addition 
1910 Mr. Coffin became engineering head 
of the Hudson Company. 

QUESTION — "What would you say when a 
prospect asks why we do not have an air pump 
on our car?" 

ANSWER — The average owner of a 
Hudson rarely if ever pumps up a tire. 



^DEMONSTRATE THE SIX 

(Continued from pare 1) 



other long, steep grades on high at great speed 
without shifting gears. 

Note its tire economy, because of the even pull 
of the motor there is no jerkiness. Driving a 
"sis'* contains all the fascination of flying and 
the sense of being propelled by jerks is entirely 
absent. 

EXTRA COST INSIGNIFICANT. 

CROSPECTS will bring up to you the extra 
expense involved in a "six." They may 
say it uses more gasoline than the "four** and 
that it uses more oil. Let us take the actual 
cost. We will say that the average "six-cylinder** 
owner will run his car 6,000 miles. This is 
correct. The average owner does run his car 
6,000 miles a year. 

We will say he gets fourteen miles to the 
gallon from a four-cylinder automobile. We 
will suppose that he gets ten miles to the gallon 
from a six-cylinder car. 

The "four -cylinder" car during six thousand 
miles would consume 428 gallons of gasoline. 
The "six-cylinder** car running 6,000 miles 
would consume 600 gallons of gasoline. 

The difference is 172 gallons, the extra amount 
that the "six** would consume over the "four.** 

At 20c a gallon, a high average price, this 
would amount to only $34.40 extra for the entire 
12 months of the year. Let us allow $15.60 
for the extra oil, this being considered by au- 
thorities an average figure. That would mean 
thai the extra expense of gasoline and oil on the 
"six" car would be approximately only $4.50 a 
month ! 

On the other hand, the fact that the "6** 
torque is even, means less in repairing expense. 
This is also the reason for much economy on 
tires, because there is no jerky motion to wear 
the tires out at certain points on the casing. An 
additional reason for tire economy with the "six" 



is that the Hudson's strongest four-cylinder 
competitor has approximately the same weight 
as the Hudson "six.** 

WORTH FAR MORE THAN IT COSTS. 

GAN you not see how the vastly superior 
motoring satisfaction, and the mechanical 
economy a man gets from the "six** is worth far 
more to him than the trifle over $4.00 per month? 

And what is $4.00 a month to a rich man 
who has the money to purchase a $2,450 car? 
It means nothing to him, if you point out the 
actual facts in the case. 

The trick today is to demonstrate the "six.** 
If a man knows how to drive a Hudson car let 
him drive the "six** along safe roads, and when 
he drives a six-cylinder car — if he has money 
to purchase such a car — there is not a chance of 
him picking out a four. 

We are not stating these facts because we want 
to sell more sixes than fours, or more fours than 
sixes, but simply because we feel the public pulse 
and we are not going to bump our heads against 
stone walls in trying to persuade a man against 
his wishes when he has once had experience 
with a six-cylinder car. 

You may say the "six** does not fit "my ter- 
ritory.** It may be all right in Lincoln, Neb., or 
in New York, or in Los Angeles, but it does not 
so in Omaha, or Boston, or in Houston, you say. 
But as a matter of fact it does go in Omaha, or 
Houston, or Boston, unless you are resisting 
popular demand. 

Even let us say that the figures were $100 
extra a year for additional gasoline and oil con- 
sumption, what difference would $100 a year 
make to a man who has purchasing ability to 
buy a $2,450 car? It makes no difference 
whatever. THEREFORE YOU SHOULD 
CONCENTRATE ON THE EASY ROUTE 
TO ORDERS! 



cuts out at 300 revolutions a minute for 
just the reason you mention, so there 
can be no such difficulty as your prospect 
hints at. 

Ql'KSTION — "A prospeetive purchaser put a 
queer quest ion to me today. He asked what 
If he should slide down into a ditch at six 
o'clock at night, forty miles from home, and 
fear off the hnttery box? What would he do 
far lights?" 

ANSWER — Connect the light wires 
underneath the dash to the generator 
battery post. Then use the dry cells for 
ignition. Then turn the switch on to 
your battery. Your dry cells would run 
you 1,000 miles. 

QIESTION — Why don't you use radius rods 
from i lie axle to the frame? 

ANSWER — It is not necessary on the 
Hudson, because of the sliding propeller 
shaft in the universal joint. That does 
away with the severe rod shocks and 
because radius rods are rigid the Hudson 
engineering practice gives more flexibil- 
ity to the car. This has proven out in 
actual driving. 
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E really ought not to print this. Keep 
quiet. Fred Postal is a big Michi- 
gan man. He is the backbone of the 
Michigan State Fair. He is a politi- 
cal power. And besides (soft pedal) he is inter- 
ested in half a dozen or more, perhaps, auto- 
mobile agencies in De- 
troit. And we know 
of one factory. He 
probably could have I 
got a 20% or 25% I: 
discount on any one of 
them. BUT the other 
day he bought a car 
for his son. It was 
Hudson Six. We 
say Fred Postal re- 
tains his judgment. 

It isn't necessary to tell you he paid list, but 
we saw the order. L. J. Robinson of the Bemb- 
Robinson Company, Detroit, sold the car. Here- 
with we admit Robbie into our Demon Club. 

When it comes down to the business of tech- 
nically approving a product, go to some man in a 
technical line of business. As an instance, may 
we mention the purchase of a Hudson Six by 
T. A. Dooley, district manager for the American 
Car and Foundry Company. The Hudson-Phil- 
lips Motor Car Company, St. Louis, sold it. 

You don't have any difficulty selling the 
Hudson Six against the well known X car. 
Why not play along lines of least resistance? 
You'll sell a lot more cars if you will. Try 
the idea. 

Demonstrate the Six I 

You'll find it a real 3e//-sellerl 

It is the only self- 
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seller we know of 
so concentrate on it I 
That's a good way to 
make more money, 
according to our no- 
tion of it. 

Why, even the en- 
gineering chief of the 
Panhard, France's 

first automobile and 
its leader, became in- 
tensely enthusiastic 

over the Hudson Six. It amazed him when he 
rode in it with President Chapin. And he has 
been designing automobiles ever since there were 
motor cars. If he had not a Panhard collection 
it might have ended in his purchasing one. 

Vive la Seexl 

As they sing in Mexico. 
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— — — I careful mason who chooses ihe rock that fits 

- J the place, not picking up the last one that is 
--_ ! thrown before him, but the one that w : »\ the 
: least effort fills the place that he has to fill. 



Have You Too Many Prospects? 



The Hand in the Deck is Always Better Than 
the One You Are Holding 
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r\ PROSPEROUS HUDSON distributor discovered a weak spot in 
«S c\ his organization and sought to locate its cause. 

It was found that he was getting more prospects than any of his competitors. 
People were coming in every day to look at the HUDSON car. He was following the 
usual plan of dividing the inquiries among his salesmen. 

Great interest was displayed on the part of the own time. They should pick out their prospects 



salesmen in these inquiries. The prospects of one 
day were immediately followed up, and the dis- 
tributor was at a great loss to know why he was 
selling such a small percentage of prospects, 
whereas when there were only a few prospects, 
there was a greater proportionate number of sales. 

He tried to solve the perplexing question for 
some time, and as a result of very careful analysis 
finally found the answer. It was based upon the 
psychological and natural condition that we have 
all experienced. 

The thing which we are to get tomorrow is 
always better than the thing we have today. 

That is why the text at the head of this article 
is used. 
DON'T FORGET YESTERDAY'S PROSPECTS. 

#c\HE prospects that came in last week were 
^^^ the most promising of any that had been 
received up to that time. The salesmen were en- 
thusiastic about them. But the very next day new 
prospects came in and those of yesterday were 
forgotten. 

It only proves the situation that you find in any 
store where you buy seasonable merchandise. The 
clerk almost invariably says, "These goods just 
came in," and instinctively he pushes the articles 
received today, overlooking those which were re- 
ceived last week, even though they were just as 
fashionable and just as desirable. 

You have seen mechanics in working on a car 
do this. They are grinding a valve and in doing 
so see a loose terminal on a spark plug. Instead 
of continuing the work they are at they drop it 
and give attention to the loose terminal. They go 
through life doing that — taking up one kind of 
work and dropping it before it is half finished and 
paying attention to something else. 
CONCENTRATION. 

(ALES MEN do that. They start out with 
the greatest of enthusiasm on certain pros- 
pects and before they have discovered whether 
there is a possibility of a sale to those prospects 
they jump off on others. 

The lesson this teaches is concentration. Of 
course it is impossible to sell all your prospects. 
Out of ten persons who consider the Hudson, 
the very best salesman would not sell over a term 
of months more than six or seven. Assuming that 
he sells six and that if he works harder he might 
sell two more, it still would be impossible to close 
up all of the ten. 

Salesmen should be business managers of their 



and not drop one because a new one came in to- 
day, but keep after the most likely buyers. 
If you study the buyer and the influence you 
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HE "Big Family** is bearing its burden of 
te expense of the motoring stimulant that 
will be brought about by the Ocean-to- 
Ocean Highway. The Hudson Motor 
Car Company contributed $100,000. The tre- 
mendous benefits of the project to the country 
and to the automobile business cannot be esti- 
mated until the completion of the highway in 
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Salesmen! Mail Entry Blank Today For 
H Hudson Company's Prize Contest 
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'"^ ET aboard for the Hudson Motor Car 
Company's prize contest, 

We are not going to tell you the de- 
tails of it in this article, but you know 
that you will not have cause to regret entrance 
into competition for any prizes that the Hudson 
Motor Car Company puts up. 

And when the prizes and their winners are 
announced, if you do not get in, you will have 
cause to regret it. 

For you can win a prize — there is no doubt 
about that — if you will but get yourself into the 
correct frame of mind. First sell yourself on the 
fact that you are good enough salesman to sell 
a certain number of New Hudson Six Phaetons. 

When you are sold on that you will have 
commenced your march toward a prize. 

And there is a concrete way in which you 
can sell yourself on that fact. 

If you will take your notebook, showing sales 
you have made or jot down on a piece of paper 
the names of people to whom you have sold, you 
have a correct basis. Then go over each name 
carefully. Spend ten minutes bringing back to 
your mind the details of hew you sold that man; 

SALESMEN'S ENTRY BLANK 

Hudson Motor Car Company, Detroit, Mich. 

Gentlemen: Enter my name in the HUDSON PRIZE CONTEST and send me full 
particulars about it. 

NAME 

ADDRESS 

NAME OF MY FIRM 



the strategy you used to make him see your car's 
superiority; how you worked his interest up to a 
high pitch; the methods you used; and how fin- 
ally you brought him to a closing point; how 
you got his name on the dotted line. 

Do this with every sale youve made! 

Spend an hour or two hours going over the 
selling details of those orders. Study them. Re- 
view them. Analyze them. 

Almost before you know it your enthusiasm 
is at a high pitch — at that instant you are primed 
and ready for the contest. At that instant you 
stand an unusual chance to win a prize. 

But first you have got to know the details of 
this contest. You are probably curious over it 
now. For it is the sort of a contest that probably 
you have never before been interested in. 

So, if you will send in your entry by mailing 
in the entry blan^ below to-day to the factory, 
full details and particulars will be furnished. 
And you will be pleased that you entered. 

For to win a prize, you have got to have 
your entry in ahead of time. 

Get your ENTRY-BLANK in by return 
mail — do it today — now, so you won't miss out. 
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1915. Thousands upon thousands will purchase 
motor cars for the sole purpose of touring to 
San Francisco for the Panama Exposition. Many 
of them today do not own any automobile. 

Have you stopped to think what an asset the 
Hudson agency will be then? It will be doubly 
as great a Main Chance as it is today. 

And you may know some of these new mem- 
bers of the Big Family: W. A. Wright, St. 
Johnsbury, Vt.; E. F. Jansen, 3211 W. Madi- 
son St., Chicago (in the Louis Geyler territory) ; 
Gregory Lewis Co., New Berlin, 111.; Salina 
Automobile Co., Salina, Kans.; E. E. Cook, 
Great Bend, Kans.; Bluefield Garage, Bluefield, 
W. Va.; J. P. McNutt, Princeton, W. Va.; 
Lowes & Timmerman, Ontario, Wis.; Herb 
Hambrecht, Berlin, Ont. 

Remember the famous race driver, Lee Lor- 
imer? Lee has the Main Chance at Providence, 
R. I. Today he has opened up a cannonade on 
the good market there with a strong Six advertising 
campaign that we've got a big hunch is going to 
result in the loosening 
of a certain grip on 
the situation. Re- 
member how you won 
those races, Lee? You 
kept going every in- 
stant, never let up a 
moment, and finally 
the enemy blew up. 
Keep up the unceas- 
ing bombardment of 
advertising and you 
can bank on flittering 
in under the wire a 
winner. 

And speaking of 
getting a bulldog grip 
on a thing, one George 
Kimball, Henley-Kim- 
ball Company, Boston, has the world's most 
tenacious grip when it comes to unrelenting hold 
on a prospect. He must have been the man 
Evans W. Christie was thinking of when he 
wrote his famous story: "Are You FIGHT- 
ING?" Christie's story, by the way, hangs 
framed in the Henley-Kimball salesroom. And 
believe us, George Kimball nevet lets go! 

You may know some of these new Main 
Chance seizers: 

Electric Service Rep. Co., Duluth, Minn.; 
Redneld Auto & Sup. Co., Redfield, Iowa; 
Parkhurst- Lavender Auto Co., Webster City, 
Iowa; Algona Auto & Mach. Co., Algona, Iowa; 
Sammon & Kinard, Stamford, Texas; P. T. 
Becker, Plattsmouth, Neb.; Henry Bros., La- 
porte, Ind.; Cates Realty & Auto Co., Corvallis, 
Ore. 

LOST — Eight pounds somewhere be- 
tween New York, Chicago and Scranton. 
Ret. to Richard Bacon, Jr. — Adv. 

Despite the fact that the above is an adver- 
tisement and we are editorially pure, we cannot 
but comment on this loss of beef. His diet is 
now green stuff. You can easily identify the 
eight pounds by the fact that its loss is accom- 
panied by the disappearance of three inches of 
circumference. Has anybody seen a three-inch 
circumference anywhere? (Business of look- 
ing). No? Well, let it go, there are 64 inches 
left, anyhow. 



After reading the Evans W. Christie article, is 
your nerve supply up to capacity? 
Neither is ours. 



I New Bakery at Factory; Fenders Cooked to a Turn 
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Almost any day you happen through Jlic = 
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Soared at Ottawa Hhow g 

i SEVEN OF THEM NOW SOLD ! | 
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**W* HERE were no actual sales made at the Ottawa Motor Show Febru- 
Jl ary 10th to 1 5th, but the International Motor Co., dealers in HUDSON 
cars, secured 124 prospects who will buy some car in the HUDSON 
class this spring. 

After eliminating the bad from the good ones by the telephone method, they have 
remaining 1 24 new prospects, all of whom express themselves as being very much in- 
terested in the HUDSON car, and who have stated that they are going to buy. 

The week following the motor show the International Motor Company closed 
up with seven of the prospects secured at the show. 
The Hudson is fast becoming the most popu- | whether he has received his car or not, is a very 

enthusiastic Hudson booster. 

"There were two gentlemen in particular, 
neither of whom have received their cars as yet, 
and who are very influential men in this city, 
wSo camped at the Hudson exhibit during the 
entire week of the show and whenever they would 
see a friend looking at any other make of car 
they would buttonhole him and bring him to our 
exhibit. There will be a large number of Hud- 
son ca-s on the street this spring. In fact, if 
anyone mentions cars nowadays, the Hudson is 
always one of those discussed. Both of the six- 
cylinder cars that we had on exhibit at the Motor 
Show were sold and delivered at the end of the 
show." 



lar car in the Canadian capital 

"Undoubtedly the coming season will find this 
to be proved as we have taken more orders for 
1913 cars than all other makes in this price class 
put together," said the general manager of the 
International Motor Company in a letter to the 
Hudson factory. 
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Two Sixeg on Exhibit. 



THE Motor Show we exhibited two 
__ six-cylinder cars and the number of vis- 
itors we had was very gratifying. Without ex- 
aggeration our exhibit attracted more people than 
any other exhibit at the show. This is very 
gratifying to us and every man we have sold to, 
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How to Sell a Six to One Who 
= Has Already Bought a "37" 



By C. C. W1NN1NGHAM, Director of Sales and Advertising 
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j\| OTHING convinces a man of the superiority of the six-cylinder car 
* ■ over the four quite so much as having him drive it. 
They have a way of "taking the buyer up the line" at the National Cash 



Register Company, which can be done 
The system is this: the man who wants a 
cash register is first shown a cheap machine. 
After that is explained in detail he is shown a 
machine that costs a little more money that 
possesses all the advantages of the first machine 
shown and many that the other does not possess. 
When the buyer's interest is awakened suffi- 
ciently in that and it is proved by the explana- 
tion that the buyer can afford a better machine, 
then a third one is examined and explained in 
the same way and so on up from the machine 
that might sell at $25 to the one that would 
sell at around $300. 

HOW IT ACTUALLY WORKED. 

CHE Louis Geyler Company sold a man a 
"37." He had to be taught how to 
drive it, so it was planned to give him three 
lessons. The first two lessons were given in the 



in selling HuDSONS. 
"37." He came back for the third one and it 
was explained that they could not let him take 
the "37," but he could use the Six. He came 
back at the end of the lesson and said "I would 
not have the "37" since I have driven the "54." 
I want to change my order." They put him in 
the position of buying. He then made himself 
feel that the dealer was doing him a favor by 
allowing him to cancel the order for the "37." 

The way to follow that plan is not to first 
show the "54," or talk about it to the man who 
is most interested in the "37." First sell him what 
he wants. Get the order on the "37," especially 
if he is not evidencing much interest in a car 
at more than $1,875. But before the car is de- 
livered and after you have got his signed order, 
then give him a thorough demonstration of the 
"54" — "Take him up the line." 
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I Car is <<5 ^uds©sa Sraaw Bird" I 
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s o N dealers 
have seen 
the important 
factor in clos- 
i n g sale s 
which is 
constituted by 
t h e "Flying 
Emergen c y 
S e r v i c e 
Squadron." 

Such big 
distributors 
as the A. El- 
liott Ranney 
Company 
New York ; 
L. E. Lam- 
bert, Balti- 
more, Md. ; 
Bemb - Rob- 
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newspaper notices, everyone about town speaks 
of it by that name. 

This is one of the cheapest and best advertis- 
ing plans we have ever tried. It also furnishes 
an excellent closing argument in getting the order. 
It seems that every Hudson dealer could use the 
same idea to advantage. 

Evans IV. Christie 

| Attacked; Salesmen 
| Resent "Nerve" Story 

liiiiiiiiiiiiiiiiiin 

^\VANS W. CHRISTIE, whose strong 
JJ stories of human failings of salesmen 
_* j? have made an impression upon Hudson 
salesmen and dealers, has been the tar- 
get for wordy attacks since the appearance of 
this article on "Nerve." 

One of the interesting letters flaying Mr. 
Christie for his attitude, comes from Walter W. 
Wood, Hudson dealer at Marietta, Ohio. 
Read it: 

"Nerve! Did you say nerve? Believe me, 
Steve, you have not lost yours, when you hand 
us a job like that on the front page, when the 
same mail brings us a letter from the office, the 
first line reading, 'We can accept no more 
orders for "37".' 

"Say, Steve, if you have a little time after 
lunch today, try and figure out for me the date 
they would have called us off the '37's* if those 
989c of cowardly, nerve-lacking, no-good, 'sales- 
man agents' of yours had been up to the standard 
of the other 2%. 

"Believe me, it is h — 1 to get a jolt like that. 

"But, why worry, dandelions will soon be 
ripe, and they do say they are all healthy. 

"Say, Mr. Goat-getter, I dreamed last night 
that the nerve-lacking bunch of agents of your's 
were selling more cars than the factory can make, 
but I don't believe in dreams; do you? 

"In closing, I want to say: 'Go -to- it.' More 
power to you. I would rather be a nerve-lacking 
salesman for a firm that sold their output before 
it was time to take the alcohol from the radiator, 
than to represent some other, that had cars in 
storage after the Hudson had announced their 
1919 car.— One of the 98%, Walter W. Wood." 
|llllllllllllllllill!lll!l!lllllll 

"Good! I Made Them Mad!" j 
■ Christie Answers Critics I 



* Hudnon Know Bird." Km urgency Service Car. 



inson Co., Detroit; Louis Geyler, Chicago, and 
others, have added motorcycles to handle emer- 
gency cases in the service department. 

But the most interesting from a selling view 
point is these dealers' use of the "Flying Emer- 
gency Squadron" idea 
as a point with which 
to close sales. These 
dealers lay stress on 
the fact that in case 
of necessity for ad- 
justments a 'phone call 
to the Service Depart- 
ment will bring quick 
response from a mem- 
ber of the " Flying 
Emergency Squadron." 

We know of sev- 
eral orders that have 
been closed solely on 
the strength of this 
service plan. The 
idea will not attract 




new prospects so much as it will close prospects. 
It is essentially a closing argument alone. 

H. H. Dillon, Lincoln, Neb., has a new idea. 
Read what he says. 

By H. H. DILLON, 
Lincoln, Neb. 

HOR a long time we have been thinking of 
ways and means of calling the attention of 
Lincoln to our excellent service department. 
You will see in the accompanying photograph of 
the "Hudson Snow-Bird," with E. A. Swan- 
son, superintendent of our service department, at 
the wheel, that we have hit upon an idea. In 
this car we have a real find. This is an old 
Hudson "20" that we took in trade. We have 
given it, as you will note, a coat of pure white 
paint. As it goes around town every man, 
woman, and child notices it. If it were a car 
painted in the usual way it would attract no 
more attention than the ordinary cars around 
town. But we have named this emergency car 
"The Hudson Snow-Bird" and since giving it 
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HAT have you got to say about these 
_ letters?" the factory wrote Mr. Christie, 
author of the "Nerve" story. "You have put 
your feet in it now." 

Mr. Christie replied: "When I was in college 
I played football. It was in the days of mass 
plays. We had a guard on that team who was 
a cracker jack, when he wanted to be. But he 
rarely got started. Oftentimes we had to aban- 
don the idea as shooting the ball through his 
guard because he could not open up a hole in 
the opponents' line. But one day the opposing 

rard taunted him. Called him a 'square-head,' 
believe, and decorated his taunts with slang 
calculated to rattle our guard. Our man got 
fiery red-hot mad. Jagged holes began to appear 
in the opponents' line. He was ripping their de- 
fense all to pieces. We began to shoot the plays 
through the openings he made. And we won 
that particular game through the holes this man 
made in their line. The secret of making him 
play ball was to get him mad, good and mad I 
Our captain noticed it. After the first or second 
play or every game after that, our captain in- 
geniously contrived to get him at the guard of 
the opposing team. Did it every game. He 
played like a demon, as though posssesed. 
Newspaper writers called him "Mad" Adams. 
He was the strength of our team that year and 
made the all-star college eleven. 

"All because we got him fighting mad I 

"So I say. Good I I made them mad I when 
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you ask me to comment on the tumult from my 
'Nerve* story. If I can keep them fiery mad 
constantly, they will all be salesmen of the 
class that today only 2% belong to. The sales- 
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man with the fighting spirit is the biggest order- now on the high honor roll of the Hudson Com- 

getter. Tell them, that for their own sakes, to pany. Is there no one else who can step up and 

get that fighting spirit and jump into the 2% follow? 

class. That is my answer." ' Note. — Since the Fall River story appeared 

in the Triangle a month ago, one Y car has 
been delivered there, but that Is all. 
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PROSPECT was wavering between the 
Hudson Six and X car. One sales- 
man had him in hand but could not 
close him. Fear of losing the sale 
caused the first salesman to introduce the pros- 
pect to another salesman. 

The latter knew the situation. He made a 
single remark that won the order. 

He merely asked the prospect "What pur- 
pose are you going to put this car to?" 

"Why I am going to use it on my farm and 
for running into town daily." 

"All right," said the salesman as if this use 
for the car had his entire approval, and the man 
would find the car satisfactory for this purpose. 
He took an order blank out of a drawer, filled 
it out, asked the man what equipment he was 
going to have on the car, pushed the order blank 
toward the man, handed him a pen and the 
latter signed it, and the man wrote out his check 
for deposit. 

While this story illustrates primarily what a 
little nerve will accomplish, it also suggests a 
new idea in the selling of automobiles, namely: 
to find out for what particular purpose the buyer 
is considering an automobile. 
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CONCENTRATION. 

CHE minute you find out what function a 
car is to have in a man's daily life then 
you can concentrate your selling talk along those 
lines, and have a better chance of getting the 
order quickly and take less chance of losing it 
than if you are not talking specifically. Some 
men you will find will use a car on their estate, 
some buy primarily for touring, some primarily 
for running around town, some buy for shopping 
and paying social calls, while others desire a 
car for use in their profession, or perhaps the 
prospect's wife is to be pleased. 

The Hudson has striding talking points for each 
and every purpose for which a man would pur- 
chase a car. 

FIND OUT THE USE FOR THE CAR— THEN 
SWING THE RIGHT TALKING POINTS INTO 
ACTION! 

A physician, of course, would use a car for 
calling upon patients. In his case you would have 
to talk much of a car that would answer in every 
emergency, night or day. 

Endeavor to find out the man's business. Then 
find out the purpose for which he is going to 
use the car, the primary purpose he has in mind. 
When you fit your selling talk on the car and 
its performance to his specific case, the order 
will come far quicker than if you talked the 
car in generalities as applied to his motoring 
desires. 






No X or Y Cars Yet 
i Sold In Lynchburg 
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y HE other night the writer found 

£ an old table that he thought could 
be made into a real table if it had 
a coat of paint. 

Advertisements of prepared paint impressed 
him so he walked to a little hardware shop. He 
mentioned to the clerk one of the paints he had 
read about and asked him what he thought. 
Something had come into the store the other 
day, the clerk said, some little booklet. 

"I wonder where it is," and he searched and 
rummaged under the counter. He gave up after 
a couple of minutes, and when the writer asked 
if they had no place where they filed these book- 
lets, he discovered why some salesmen fail. 

This man had no way of keeping specific 
information. 

Some automobile salesmen do not file infor- 
mation they get about Hudson cars, about their 
use by owners — in their territory — about the suc- 
cess those owners have, and little ideas which 
the salesman himself gleans. 

But there is an easy, simple way of keeping 
such material. 

You have a Hudson "Digest." It is a loose 
leaf binder. In the back of each copy sent you 
are blank sheets to be used for memorandums. 

On these sheets you can write extra informa- 
tion so as to have it constantly before you when 
calling upon prospects or in preparing yourself 
for a call. 

You can't keep it in your head and utilize 
it to best advantage. 
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Bankers Economy Record 
| Beaten by Erie, Pa., Owners 






By G. O. LEE, Apperaon-Lee Motor Co., Lynchburg, Va. 






.linliT 



tjh>ALL RIVER, MASS., is not the only town in the United States 
JV th a * *h e X anc I Y Companies have not placed any cars this season. 

While Lynchburg, Va., the city in which the Apeerson-Lee Motor Com- 
pany operates, is not as large as Fall River, let it be known that not a single X and Y 
car has been sold here this season. On the other hand, a number of 1913 HuDSONS 
are running about the streets and giving eminent satisfaction. 

| Fall River, Mass., and Lynchburg, Va., are 
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By A. L. NELSON, Star Garage, Erie, Pa. 

|/N reading over the "Triangle" I noticed an 
f:1 article in regard to a Philadelphia banker's 
* » expense of operating a Hudson car for one 
year. 

I have two customers that can beat this. 

One of my customers ran a 1912 Hudson 
5,000 miles and the total expense, including gas- 
oline, oil, insurance and license was $184.96. 

The other customer ran his car a little over 
6,000 miles and his expense was $202, including 
every penny paid out on the car. 
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MR. BUYER, look at the small depreciation that you are going to have on your ^^^^' 
New Hudson Six Phaeton when we tell you that 1914 is to be a Six year, 
that there is but a single maker of popular priced cars who next year will 
not have a Six. 



In other words, the old history of the single cylinder and two cylinder car is to have its 
repetition in the entrance of the Six for the Six will have little depreciation next year for the man 
who exercises his wisdom in purchasing a Six — and depreciation, of course, on any machinery is 
its heaviest cost. So this is the most vital thing the automobile buyer can take into consideration. 

The Six is more economical than any other type of automobile of equal horse-power. In 
territories where gasoline is as high as 23c a gallon it costs not over $50 a year more for fuel than 
does the four cylinder car, and what is $50 a year to the purchaser of an automobile when you 
consider that he would not let $4.50 a month stand between him and the many distinctive fea- 
tures that he gets with the Six? 

Most purchasers feel exactly this way about it. They have shown so by buying on the 
strength of the small extra gasoline cost. 

If you figure that the average purchaser runs approximately 6,000 miles and suppose that he 
gets 14 miles from the gallon on his four and as low as 9 miles on a six, there is a difference of 
five miles to the gallon. In 6,000 miles this would make a difference of 238 gallons extra gasoline. 
At the price of 23c a gallon the cost would be about $54 — a figure that will take care of all con- 
ditions and circumstances. You can see how insignificant this extra cost would appear to the 
man purchasing a car in the $2,000 class. 

Having the emergency power of the Six is worth far more than the extra gas cost. You can 
speed up the New Hudson Six Phaeton to 58 miles or more an hour within \ l / 2 city blocks. 

A man's safety is assured in the six cylinder car by the fact that it has such a powerful pick- 
up and get-away. Its emergency power is one of the most powerful arguments in favor of the 
New Hudson Six Phaeton. 

You practically eliminate the shifting of gears in city driving. The car will throttle down 
to three miles an hour on high gear. Some cars hit on all six at 1 mile an hour on high. 

To the man who uses his car for only a couple of years — selling it to get a new model — 
show the depreciation that must be suffered by the big four. Because such a car will soon become 
antiquated by the increased popularity of the six, the four will become more difficult to sell. 
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A Little Visit to the New Factory Additions 
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IF a person has a diseased heart, lung, kid- 
neys, etc., the physician classes this kind of 
an actual diseased part as organic ailment, 
in other words there is something defective 
in the construction of the human body. While 
if man has a headache or indigestion, the 
physician classes this type of ailment as func- 
tional trouble. Functional trouble can generally 
be remedied, while an organic trouble gives far 
more serious concern. 

Say to the physician that the Hudson Six 
has no organic ailment and if it ever has any 
functional ailments they can easily be relieved. 
It is my impression that speaking to a physician 
in terms of his own profession will interest him 
particularly in the car. 

For the type of customer who is entirely 
innocent of mechanics, but who has been at- 
tracted by a lot of catalogue phrases and de- 
signs, the real meaning of which he hardly 
knows: As a rule a man buying a car has 
been successful in his own business or he would 
not have money enough to buy one. 

I would impress this man in a courteous and 
polite way that he knows practically nothing 



about automobile building and design construc- 
tion. That he could not know much about it 
unless he has given years to it as he has prob- 
ably had to give to his own business to make it 
a success. Say to him that if you were fortu- 
nate enough to be selling him something in his 
own line of business as good relatively as the 
Hudson is in the motoring world, that he would 
instantly recognize the bargain you were offering 
him and buy without hesitation. 

Therefore, as he is investing his money in a 
business with which he is not familiar, the ques- 
tion resolves itself again to his confidence in the 
man with whom he is dealing and the personal 
interest question again arises. 

For the man who questions the quality of the 
material used in the New Hudson Six — A 
manufacturer who would . deliberately use poor, 
cheap and short lived material in the construc- 
tion of an automobile today would be taking a 
short cut to business suicide. 

Show your customer that the difference be- 
tween the cheapest material that can be used 
and the best material that can be purchased 
would be trifling economy when compared to the 



tremendous business disaster which cheap 
material would surely bring about, so that from 
the selfish point of view of business success the 
use of poor, cheap material would be practically 
an impossibility in a successful business. 

As further evidence of the accuracy with 
which the New Hudson Phaeton is built say 
to the customer that the limits of the cylinder 
casting in the Hudson car alone are closer 
limits than prevail throughout the automobile 
world as a rule and that in very few cases are 
motors manufactured in which these extremely 
minute limits are insisted upon before the cylin- 
ders are accepted for use in the car. 
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How a Fall River Owner j 

| Was Treated in California j 

9 WEALTHY Fall River, Mass., man 
who purchased a car there took it to 
California. Manager H. L. Arnold, of the 
Hudson Sales Company, Los Angeles, met the 
owner. Here is the owner's letter to Mr. Powers. 
It explains one California dealer's treatment of 
a customer of another dealer in another section 
of the country. Here is the owner's letter to 
Robert W. Powers, Fall River distributor: 

"The new Hudson Six is a dandy — never a 
stop or a skip in 1,100 miles. No car could be 
more satisfactory. Send me memo of bill ren- 
dered you as I could not pay a cent, Arnold say- 
ing everything was billed to you. Sincerely, 
E. P. Charlton." 




Digitized by VjOOQ iC 



THE HUDSON TRIANGLE 




3i©w Prospects How They 
1 Hufff er From Price-Cutting 



By HENRY B. JOY, President Packard Motor Car Company 
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N established retail price fixed and published by a responsible manu 
facturer is for the consumers' protection. 

The control of the retail price by 



the manufacturer, when the fixed and published 
retail price is actually, honestly and inviolably 
maintained by the manufacturer and by his rep- 
resentatives, the retail dealers, is the only honest, 
square way to insure fair dealing between the 
manufacturer and his patrons. Such a method 
and such only is square, honest business. 

When, however, such a retail price is only 
"ostensibly established" by a manufacturer, but 
is fixed "high" for the purpose of having some- 
thing to "throw off," to negotiate with or "trade" 
with, it is crooked business. The manufacturer 
who docs it is crooked and the retailer or dealer 
also is crooked. The trusting or unskilled buyer 
is "fleeced." 

GOVERNMENT ACTION. 

CHE Department of Justice is, by pending 
litigation under the Sherman Act, seeking to 
prevent the control of the resale price to the con- 



sumer after the sale of the product to the dealer 
by the manufacturer has been consummated. This 
is wrong in principle and wrong in fact. It tends 
to force and actually will compel "unfair com- 
petition," resulting in one price to one con- 
sumer and another price to another. 

We have demanded that the railroads should 
establish, publish and maintain equal freight 
rates to all. Why are we so fussy about rail- 
road rates? Yet we institute legal proceedings 
to prevent the Kellogg Toasted Corn Flake Com- 
pany from treating all the consumers of its 
product alike. The Government would be in 
better business if it sought to compel equal 
treatment to all. 

If the Department of Justice sought to compel 
a manufacturer to maintain established list prices 
by interpreting the Sherman Act to mean that 
to cut prices below the manufacturers' fixed and 
established prices was conspiracy in restraint of 
trade, which it actually is, great good would 



be accomplished in promoting honesty in business. 

We jailed and fined railroad officials for 
cutting prices on freight I Why is not the same 
principle applicable to products of manufacturers 
in relation to the consumers of their goods? 

We have a right to demand equal and fair 
treatment to all. Competition will still exist in 
its broadest and best sense and in the most bene- 
ficial form to all concerned. 



COMPEL MAINTENANCE. 

XF a manufacturer establishes and publishes 
a consumer's price he should be compelled 
to maintain it, and if a sale at less than list price 
can be proven to have been made by his dealers 
or agents, then all sales for a period of say 30 
days prior to the "cut price sale" should be 
adjusted to that basis. 

In such a condition it is plain that published 
prices would be maintained. The confiding pur- 
chaser would not be cheated as is now largely 
the practice. Purchases could be made with 
one-tenth the expenditure of time, talent, and 
energy in "shopping" and negotiating, and all 
consumers would be treated alike and each get 
a square deal. 

It is obvious also that established published 
prices would be fixed at their proper and legi- 
timate point. A published price would mean the 
real actual value of the article at which it must 
sell on its merits in competition with other like 
products. 

Competition would be transformed from 
"sharp and unscrupulous business methods" to the 
basis of "quality, merit and service." — From an 
Exchange. 
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©a&veiatios* at Kansas City I 

Kansas City Territory Dealers Organise to Capture Big Six Cylinder Demand B 

illllllllllllllli'lil, l. i i:!i. , 1 |l.il.. , l:'T iPili;!:' i::ll!lllill!in 'I .1 ,l.,l -il.i! I 1 HE WiNT I lillJ'lliili^II'lTllill'Ifliil^rT'lTT'l ! l 1 1'lTTUTI T!.T -! i!.il.il ,1 .I : i!'iM 'i.! 1. 1 M 



Those In the picture above are — (from left to right)— Front Row- David Babb. Lawrence. Kansas; Harry Imes. Topeka. Kansas; W. A. Latham. Kansas City. Mo. ; 
E. C. Morse, Hudson; Barton Blakeslee, Neodesha. Kansas; John Higdon. Richmond. Mo. (From left to right)— Second Row— E. L. Pound. Salesman, Kansas City. Mo.; Al. 
Jones, Foreman, Kansas. City Shop; R. Kelly, Road Man. Hudson: A. Chambers, Representative of Kansas City Jurnal; G. A. McManus. Salesman. Kansas City, Mo.; Paul 
V. McAnlnch. Sedalia, Mo.; J. O. Johnson. Platte City. Mo. (From left to right)— Third Row— E. O. Patterson. Hudson: .Ben C. Hershflcld, Kansas City. Mo.; Frank 
Jennings. Kansas City, Kansas. (From left to right) — In Car— George Beck. Stockman. Kansas City Distributor; W. D. Xewlin. Wholesale Salesman, Kansas City. Mo.; 
two prospects for New Hudson Six. 
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A strong Selling Letter 

| to HSiowIS very Frog 
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& a very important letter that will 

1 be a splendid asset for you in closing 

* '■* sales. Clip it out of the "Triangle" 

and show it to all prospects or read it 

to them in order to give advance information 

relative to the manner in which the Hudson Six 

will give them complete satisfaction. 

This is undoubtedly the most detailed letter 
we have yet received on the performance of 
the six-cylinder Hudson. Read the letter and 
use it, for it illustrates some hard service that 
one owner gave his car. These are the things 
your prospect wants to know about. 

Following is the letter: 

"Buffalo-Hudson Sales Co: — We have 
had our Hudson Six, 1913 Phaeton since 
New Years Day — a little less than two 
months and a half. That short space 
of time, in winter driving, is amply suf- 
ficent, however, to demonstrate the 
faults or virtues of a car. It is a far 
different proposition from the use of an 
automobile in the summer months. I 
can say with perfect candor that we are 
delighted with the car. I am finding 
nearly every day new evidences of care- 
ful thought on the part of the designers 
— refinements that were not at first 
apparent, one by one enlist my 
enthusiasm. 

,4 I have had two cars before this one. 
I was motor wise enough in looking 
around at the 1913 products to know 
what qualities and features to look for — 
and I found more good things altogether 
in the Hudson car than in any other car 
I ever saw. The experience I have had 
with the car in these winter months has 
served to assure me that I have made 
no mistake in judgment. 

"I raised the hood on our Hudson 
today to show the motor to a friend who 
knew when the car was delivered, and 
who knows the kind of service I demand 
— and he at once remarked on the clean 
appearance of the motor, asking me if I 
had not devoted some time in cleaning 
off the oil and grease, and I informed 
him that I had given this matter no 
attention whatsoever, though the motor 
looked as spick and span as though it 
had just come from the factory. Just a 
glimpse of the motor after two months' 
use and no attention on my part, what- 
soever, made my friend an enthusiast, 
and he remarked to another friend who 
was with us: 'I do not see why your 
father bought a Z (a $5,000 car), after 
he had seen a Hudson.' 

"One of these men, who has always 
driven a Z car, and to whom I entrusted 
the wheel a few Sundays ago on a short 
run to Akron, speeded the car up the 
first time he had ever driven a Hudson 
Six, until the indicator on the speedo- 
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meter tapped the 60 mark, and how 
much better than that we did I will 
never know because the instrument does 
not show anything over 60 miles an 
hour. This with the top and windshield 
up and three passengers. About the time 
I was ready to call for help my friend 
brought the car down to a slow speed, 
only, as I then found out, to give vent 
to his enthusiasm. He informed me that 
he had never driven such a wonderful 
car, and remarked especially about the 



ease with which it jumped from forty 
to sixty miles an hour. 

"'Why,' he said, 'I'd be afraid to 
really let it out!' 

"I caught my breath and replied, 
'Amen! I thank the Lord for that.' 

"I am a slow and very cautious driver. 
I had never traveled so fast in a motor 
car. I do not expect I will ever *let it 
out.' My difficulty seems to be to 'hold 
it in.' But just the same, I am glad to 
feel that any time I want to, I can pass 
the other fellow so that his dust will not 
get in my eyes, and with that satisfac- 
tion I am content to bowl along at just 
a very leisurely gait, quietly and 
smoothly, and forget all about the motor 
save its virtues and its pleasant purr — 
and see something of the country. 

"For your many attentions I am 
deeply appreciative, and I wish you the 
full measure of success that you deserve. 
— H. W. Dresser, 380 Linwood Avenue, 
Buffalo, N. Y." 
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How to Make Men at Service 

School Sell Cars for You 
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' : V"\UPERT COX, of Beaumont, Texas, dealer in Hudson cars, hai 
i ^ for getting a cashable advantage out of the Hudson Service School. 
He sent two of his men, C. A. Rich- 
ardson, Jr., and B. V. Christy, to the factory 

service school. Each wrote letters to prospective 

purchasers in Beaumont. Their letters show the 

advantage that any Hudson owner has over any 

other car owner, by having men who have had 

Hudson factory experience look after his car. 
A brief pointed letter was prepared. It was 

about two hundred words in length. Messrs. 

Richardson and Christy then hired a stenographer 

and wrote to each Beaumont prospect a personal 

letter signed with pen and ink. 

"Service in this town is something new,** said 



hit 



upon a clever 



idea 




Mr. Cox in explaining his idea to the factory, 
"and we know people want it. We will make a 
fine impression with the idea. The fact of the 
matter is, we are about the only ones here who 
really maintain an adequate service department.** 



Note the line below — "Half of success Is 
looking It." It Is as much a merchandising 
Idea as any of the other two present on this 
pave, because that means the merchandising 
of your personality. 



Dear 8ir: 

You want to know about the nsw 
faotory motor oar serrioe in Beau- 
■ont. 

You esrtalnly Bust realize 
that any pises of Machinery that 
has expert faotory attention Is 
worth far more in results to the 
Owner of that Machinery than if ex- 
perts were not oaring for it. 

In this oonneotion you will be 
interested to know that myself and 
Mr. B. V. Christy (or myself and Mr. 
C. A. Richardson, Jr.) are spending 
muoh time acquiring the most import- 
ant thing that Service men in the 
automobile business oan have, name- 
ly, Taotory experience. We are at 
the Hudson faotory adding to our 
knowledge the expertnoss that oomes 
of gleaning important service facts 
where Hudson oars are originally 
built. We feel that you must rea- 
lize yourself the inestimable rales 
this is to Hudson owasrs and to you 
in sslsotiag any automobile. 

We do not know of any serrioe 
men in Beaumont who have had such 
factory expsrienoe. 

You oan truly appreciate then 
how muoh more valuable a Hudson oar 
will be with the expert care that 
the "Queen City Motor Company" oan 
give it than will a ear without 
factory service experieaoe behind 
it. 

This is an addsd value that 
Mr. Cox is now offering with Mud ton 
oars. 

I thought Z would write and 1st 
you know of thsss facts. We are tak- 
ing a complete course in the Hudson 
factory service school, fervloe in- 
formation is the most valuabls thing 
a prospsotlve purchaser of an auto- 
mobile can aoqulre today, and en it 
depends his satisfaction or dis- 
appointment in the ownership of 
whatever oar he sslsots. 

With bsst psrsonal wishss. 
We are. 




HALF OF SUCCESS IS LOOKING IT 



5)1 



^gj] prr 



(II 



W 



ITHIN the past fortnight more than half the members of the Big Family attended the 
Hudson dealer conventions held in 25 cities and greeted the news that the 6-cylinder era 
of the automobile has come, just as did the two-cylinder and four-cylinder eras. 



They became appreciative of the significance of the figures quoted by 
William Steinhardt, San Antonio, Texas distributor, who told how in 
1910, 10% of the chassis models built in the automobile industry were 
Sixes, how in 1911 the Six barometer jumped to 13% ; in 1912, 19% ; in 
1913, 36%, and how for 1914 there will not be a manufacturer in the 
moderate price class who will not have a Six, barring one who is to-day 
experimenting, but who cannot possibly market a 6-cylinder car before 
October. 



Dealers welcomed the Six era with 
open arms. 

"It means engineering advancement, a 
new and greater type of car and will 
stimulate the automobile business as did 
every previous development. The wise 
dealers are those who get busy and get 
a lot of Sixes into owners' hands so as to 
plant the groundwork for the first Six 
year," was the concensus of opinion of 
the wise heads who attended the meet- 
ings. 

At New York, Chicago, Boston. Buf- 
falo, Rochester, Pittsburg, Philadelphia, 
Albany, Baltimore. St. Louis, Oklahoma 
City, Memphis, Birmingham. Charlotte, 
Atlanta, Dallas, San Antonio, Shreve- 
port, Detroit. Des Moines, Omaha, In- 
dianapolis, Cincinnati, Minneapolis and 
Regina, Canada, enthusiasm over the en- 
trance of the automobile industry into 
its six-cylinder period was at fever heat. 

At the ends of the addresses which 
were delivered by men delegated by the 
Hudson Motor Car Company dealers 
voted, in most cases unanimously, that 
the Six is here — that there was signifi- 
cance in the murmurings they had been 
listening to in their own territories. 

COME FROM AFAR TO HEAR NEWS. 

|^|A N Y dealers came hundreds of 
pJL£ miles to be present at the meet- 
ings. All of them were conducted uni- 
formly. First the distributor, who acted 
as host, illustrated how he and his men 
sold cars at retail. 

The visiting dealers posed as buyers. 
The distributor and his men posed as 
the salesmen. In both the "W and the 
"54" they went out over the demonstra 



tion routes. Many of the visiting dealers 
were thus allowed to make comparisons 
of the four-cylinder and six-cylinder 
cars. 

As a result the enthusiasm over the Six 
started during the morning of each one- 
day convention and like the well-known 
Kansas "twister," it gained in growth as 
the day went on. At noon the dealers 
assembled for luncheon at the local 
hotel. Each assembly was photographed. 
At most meetings a big banner with the 
words "New Hudson Six" signaled the 
entrance of the industry's six-cylinder 
era. It aided in stimulating every man's 
interest. 

There the distributors and others 
talked. Then each factory representative 
capped the climax of the session by a 
stirring address that lasted an hour. He 
told of the most interesting subject in 
the automobile industry today. 

And many dealers had guessed before 
the factory representatives told them 
that the interesting subject was the Six. 
Dealers had recognized the growing im- 
portance of the Six, for manufacturers 
had seen it previously. 

Salesmen and dealers had been asked 
the question a hundred times by buyers: 
"You don't build a Six, do you?" And 
now the little wave of public enthusiasm 
had grown into a veritable mountain of 
demand for this car, until everybody at 
the conventions, at the very mention of 
the subject, found their own interest in 
it at its highest pitch in years. 

"Enter the Six" was the slogan of the 
meetings. 

Being forewarned is forearmed and the 
members of the Big Family at the con- 



vention were forearmed for the rush of 
Six demand by what the factory repre- 
sentatives told them. 

E. C. Morse, W. W. Garrison, T. E. 
Dean, J. S. Draper, R. C. Greth, Richard 
Bacon, Jr.. S. H. Baker and E. O. Pat- 
terson were the speakers for the factory. 

BIG FAMILY IS FOREARMED. 

CHEY delivered the message which 
the Hudson Motor Car Company 
saw fit to extend to members of the Big 
Family in forearming them for the big- 
gest automobile development in the in- 
dustry's history. The officials of the 
company know intimately what practi- 
cally every company in the moderate- 
price class is to have for 1914. They 
have the vision to see the result upon the 
public. 

And they conveyed that message to 
each dealer in protection of his business 
for 1914. For there is no dealer who will 
not want to get as many Sixes into his 
territory-— of the make he will next year 
sell — as is possible. For the dealer with 
most cars of certain makes in his terri- 
tory is always the leading dealer. He 
has the most valuable business asset — 
trade prestige. 

Let us not blind ourselves to the sell- 
ing value of prestige. 

It is that thing which Hudson dealers 
today, in selling four-cylinder cars, com- 
pete against. The X car's greatest com- 
petitive asset is the prestige gleaned by 
a dozen years in business. The Hudson 
car is a better car. It is more up to date. 
It is handsomer. It is better designed. 
It is lighter. It is more economical. We 
all know that. 

But the X car's trade prestige is the 
thing dealers compete against. 

Every dealer thus sees the advantage 
of his securing trade prestige. 

The coming of the Six of course must 
upset much of the older concern's pres- 
tige. 

For the Hudson Company anticipated 
the six-cylinder demand by preparing for 
it two years ahead. That is business vision. 
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Now then — the dealers who plant the 
Six seed quickest in their territory will 
make far more money in 1914 and 1915 
seasons than the dealers who follow Hud- 
son dealers with Sixes. 

Be in the market first! Be there 
strong with lots of Six owners! For 
every Six you get into your territory to- 
day is a part of your 1914 trade prestige! 

And you must start with greater Six 
prestige than does your most serious 
competitor. He cannot possibly get 
Sixes before October. You have them 
now. Push them with all the business 
energy and enthusiasm at your com- 
mand. Lay your foundation today. Your 
competitor will then be left at the post! 

ONE STRIKING ADDRESS. 

ONE Hudson representative stirred a 
dealers' convention with these re- 
marks on the subject: 

"We saw the demand for Sixes and so 
we prepared. Last fall we brought out 
our first Six. And today we are the 
world's largest builders of six-cylinder cars. 

"Our principal competitor has not yet 
produced a Six, and we are reasonably 
certain they will be unable to do so be- 
fore October. That accounts for the 
energy we are now displaying on this 
subject of Sixes. That is why we are 
meeting here today. It is to point out 
to you the wonderful opportunity you 
and we have, for securing a market we 
have all envied. 

"In the matter of selling cars, there is 
the fiercest competition, but in other de- 
tails there exists a close relationship 
among the manufacturers through the or- 
ganization known as the Automobile 
Board of Trade. Its members are the 
principal manufacturers. There are only 
four makers in the industry of import- 
ance that do not belong to the associa- 
tion. This board meets frequently to 
discuss the trend of conditions. 

"So it is natural that they should get 
together and discuss this subject of the 
growing demand for Sixes. At a recent 
meeting it was the concensus of opinion, 
that many makers of medium and high- 
priced four-cylinder cars would, because 
of the growing unpopularity of the Four, 
find themselves in uncomfortable posi- 
tions this year. They are having diffi- 
culty in selling their Fours. People 
who are paying more than $2000 for a 
car want one that will be up-to-date next 
year. These manufacturers voiced their 
opinion of the future in the fear they ex- 
pressed that manufacturers who, because 
of the enormous investment they have in 
machinery designed solely for building 
four-cylinder cars, will not be in a com- 
fortable position at the beginning of the 
1914 season. 

THE SNAG SOME MAKERS FACE. 

fVEN had these manufacturers 

been alive to the demand and had 

they designed Sixes, they were in no 
position to enter the Six-cylinder field 
without undergoing a tremendous ex- 
pense for equipment. Our company 
foresaw this condition and planned 
accordingly. One of the companies in 
question did attempt a Six, by adding 
two cylinders to their four, but the re- 
sults were so unsatisfactory that the 
project had to be abandoned. You have 
seriously felt that company as a com- 
petitor in the four-cylinder field. Don't 
you see in this condition an opportunity 
to obtain with the Hudson, a position in 
your territory that was unapproachable 
for us in the four-cylinder field? 

"Do not these things points to the fact, 
which our own investigations have re- 
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vealed, that no four-cylinder car at $2,000 
or over will be saleable in quantities af- 
ter July 1st? I could cite any number of 
instances to prove that condition. Suf- 
fice it to say, however, that the Hudson 
Motor Car Company firmly believe the 
correctness of its estimate of the market 
demands and is backing that judgment 
with millions of dollars, being expended 
in preparation for the future. 

"If you approach a prospect with even 
the slightest thought that you have no 



chance to sell him, then you are licked 
before you begin. I think with many 
that the fear that there is no one who 
will pay $2,450 is what is standing in 
their way of making a success with a 
car of that type. 

"Of course there are fewer people who 
will pay $2,450 for a car than there are 
who will pay $2,000, but scattered 
throughout this big, rich country of ours 
there are tens of thousands of persons 
who are going to pay even more than 
$2,500 for a car. Some of them are liv- 



ing right near you, but you are not going 
to get their orders unless you have the 
courage to ask them. 

MISTAKEN MARKETS. 

XT IS a mighty easy matter to mis- 
take what can and can not be ac- 
complished. I remember several years 
ago, the experience of a manufacturer 
of a kitchen range, selling at from $50 to 
$60, in introducing his product into Mus- 
catine, Iowa. When he proposed to the 



dealers there that they take on his line, 
they as one man refused. They said they 
knew every man. woman and child in 
the country and there wasn't any pos- 
sible chance to sell at that price. They 
said the people would not pay that much, 
that they would buy a cook stove in- 
stead. Not to be defeated in his inten- 
tion to work up a good business in that 
section he started an advertising cam- 
paign in the newspaper, offering to sell 
the range direct, on mail order. In a 
couple of months he had taken orders 
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for 26 ranges at an average price of $55. 
Thus showing that the dealers did not 
know the possibilities of their own mar- 
ket. You can guess what the dealers did 
though when the manufacturer went to 
them to take their line after that experi- 
ence. 

"New motor car buyers are springing 
up in your territories every day. They 
are people you never suspected of being 
possibilities. When you make your esti- 
mate of the number of cars you think 
you will be able to sell you do not can- 
vass the names of every one who lives 
in your territory, and say this man will 
and this man will not buy a car this 
year. As much as you know about the 
people of your section you cannot pos- 
sibly know that much about them. 

"Let us get any doubt we may have 
in our head out of it, that people will not 
buy a $2,450 car. Let us knuckle down 
to the real facts that every day hundreds 
of cars of that price are being sold and 
that you have the best value to offer that 
is to be had. 

HOW TO GET CONTROL. 

a)W, before we go on with our plans 
for taking control of the Six-Cylin- 
der market let us consider one powerful 
argument you can use most successfully 
on any man who is considering a four- 
cylinder car costing over $2,000. That is 
the question of depreciation. With the 
demand that will exist for Sixes next 
summer and the excellent Sixes to be 
had at the price at which they can now 
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be purchased, what do you think must 
happen to a four-cylinder car in the way 
of depreciation? // will be tremendous! 
ft will be greater than has ever been felt 
by a four-cylinder car. It will be worse 
than was the depreciation last season of 
a car that was not equipped with a self- 
starter. Suppose your prospect seems de- 
termined to buy the four. Aren't you 
clever enough to show him where by 
such a purchase he loads himself with a 
car that almost instantly loses a great 
deal of its market value? He won't want 



to buy a car that so quickly goes out of 
date. Show him the growth in the pop- 
ularity of the Sixes and you have won. 

"If he maintains that the Sixes will be 
too costly for him to operate, you will 
have no difficulty in snowing that as 
compared with the car we have continu- 
ally referred to, that the "54" Hudson is 
lighter and that its gasoline and oil con- 
sumption is less. Every-one knows that 
a Six is much more economical than a 
four of equal horsepower. The constant 
torque, the absence of vibration means 
less wear on tires and less shock on the 
entire car. 
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W let us consider the merchandiz- 
, ing advantages of this campaign. 
The Hudson Motor Car Company have 
always been large advertisers. We know 
its value. To stimulate the demand for 
the Sixes we are now concentrating 
every effort upon the "54" Phaeton. 
More than $75,000 worth of daily news- 
paper advertising is appearing now; 98% 
of all the motor car buyers in America 
will see our advertisements at least once 
a week during the next three months. 
The total number of prospects whose ad- 
dresses are held by the Hudson dealers 
aggregates $200,000. All these people 
will receive a letter once a week telling 
about the Hudson Six. There is a natural 
demand now that we are back of it with 
the most . tremendous advertising cam- 
paign in our history? In addition to this 
advertising and the influence that we are 
creating on these 200,000 people who will 
receive our letters weekly, upon, the 
thousands and thousands of motor car 
buyers who read the newspapers and 
magazines and agricultural press, there 
are some four or five thousand Hudson 
dealers and salesmen who are talking to 
Hudson prospects. These prospects are 
getting exactly the same enthusiasm that 
I am trying to create among you. This 
gives you an opportunity such as rarely 
comes even with the Hudson line. All 
the advantages we have had with this 
car in the past do not compare with those 
that obtain now. These men are going 
out with the conviction and enthusiasm 
that will infect those whom they talk 
with. In addition to the influences that 
are being brought to bear upon the 
motor buyer, you can see what is bound 
to result in the six-cylinder agitation. 
Can you imagine that any prospective 
buyer of a motor car in the medium or 
high price class is going to lightly pass 
over this vital subject of Sixes? Is he 
going to hesitate for one minute on the 
choice of a Six as against Four when he 
can realize through the pressure that we 
are bringing to bear upon the situation 
that the four-cylinder car which now 
costs $2,000, will be unsatisfactory after 
July 1st? The flame of interest that has 
been gradually growing for the past two 
years in Sixes will be fanned through 
this agitation into a veritable conflagra- 
tion of orders. Are you with us in this 
campaign to secure that business for your- 
self in your territory t 

"When you have a prospect who will 
not or cannot pay more than $2,000 then 
exert all your energies upon him to buy 
the four. My advice to you is that you 
obtain from your distributor all the fours 
for immediate delivery that you can get, 
if you feel that fours can be more easily 
sold in your territory. All the Fours 
that the factory will produce have been 
assigned on bona-fide orders. I cannot 
speak of the position of your distributor. 
He has fours in stock. But how many he 
can let you have I don't know. 



We have delivered during our seven 
months of the Six production more than 
twice as many six-cylinder cars as any 
other maker in the industry. We have 
sold more than the first builders of sixes 
sold in any year. A great many buyers 
know the car. They have said, "That is 
the car I will look at." 

NEW NAME OF SIX. 

#■%£ could continue calling our Six the 
Vl/ "54" Hudson, but we believe the time 
is now right to rechristen the car the New 
Hudson Six. The advertising copy is be- 
ing changed, the literature is being al- 
tered, and arrangements are being made 
to refer to this car as the NEW HUD- 
SON SIX. We have but one body type, 
the Phaeton. 

"Be sure the people who come to your 
store get prompt and enthusiastic atten- 
tion. Remember they have come there 
as a result of the six-cylinder advertis- 
ing. They must have a deep interest in 
the car. Be sure they get all the infor- 
mation while there that is necessary to 
change that interest into an actual want. 
The only profits you make out of your 
business are on the sales and deliveries 
you make. It is not in the interest that 
people show in the car; it is not to be 
found in the kind remarks that people 
make — it is only in the sales that are 
made at a profit. YOU must be on the 
job every minute, for your competitors 
are clever salesmen and are active for 
business. Hold meetings like this one 
among your own employes once a week. 
It will help greatly. Go over their pros- 
pects with them. Consider the possi- 
bilities of each man's purchasing and use 
your greatest ingenuity in working out 
new ideas that will attract attention to 
the car. You are earnest in your desire 
to succeed. I know this proposition has 
appealed to you. I know you recognize 
it as a message from the officials of the 
Hudson Motor Car Company. All the 
power and force and enthusiasm of the 
Hudson Motor Car Company is back of 
you in this campaign. Your getting into 
line is all that is necessary to make your 
position in your territory UNASSAIL- 
ABLE!" 

And so the word is to get ready for 
the Six era. You now know in advance 
the tremendous opportunity it involves. 
You have had opportunities before. 
Sometimes you seized them, sometimes 
you didn't. We are taking this oppor- 
tunity, laying it out on a platter and 
handing it to you. 

To make more money that you have 
ever made before you have now got to 
push the Six to get the seed planted. 

Are you going to utilize your biggest 
opportunity since you have been in the 
automobile business? 

Every dealer who attended those con- 
ventions is going to use his opportunity! 
Those dealers are actually getting ready 
for the riches that will come. 



Plant the Six Cylinder 
Seed in Your Territory 
Ahead of the Rush of 
Demand and Capture 
the Big Plum — Trade 
Prestige. 
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By S. P. JACKSON, Sales Department 
Hudson Motor Car Co., Detroit, Mich. 



III1I1IIIIIIIIIIIIUIIIIIIHI1II1IIIIIIIIIIIHIIIIIIIII 



A PUBLIC speech, an interview, or a 
sales solicitation which justifies the time 
used and which can be "cashed in*' on 
must be characterized by three things — 
unity— order — and movement. 

A mob isn't an army, neither is a flood of 
words, what an orderly speech or solicitation 
should be, i. e. the verbal expression of a pre- 
determined purpose with a definite aim. 

The sun will burn paper or wood only when 
its rays are brought to a focus with a lens; and 
speech affects a hearer's actions as well as his 
emotions only as it is arranged in an orderly way 
around an idea and aimed at a definite result. 

No general would invite an encounter with the 
enemy without having first planned the approach, 
the actual encounter and the wresting of victory 
at the favorable moment. 

GET ATTENTIVE INTEREST FIRST. 

CHE speaker who knows how to move people 
to carry out his will in connection with 
some reform or legislation first secures the atten- 
tiveness and interest of his hearers, and then pre- 
sents his arguments plainly, definitely, and in 
logical order. 

His closing is merely putting the keystone in 
the arch, thus gaining the assent of the hearer's 
mind to the idea, and the consequent favorable 
action. 

A sales solicitation which gets results must be 
just as diplomatically and logically and convinc- 
ingly worked out. 

It must have a beginning; but just "starting to 
talk" isn't necessarily a beginning. 

The opening sentence of a talk or speech or 
article generally decides in our minds whether 
or not we care to hear or read what follows. 

We must get attention first and it must be 
favorable attention. 

We can secure attention bv arousing antago- 
nism but that always closes the door to the re- 
ceiving room of a person's mind. 

With the favorable attention and interest of 
the person secured we can get his assent to con- 
clusion after conclusion, if we are careful to 
discuss the matter in hand clearly, point by 
point, as stone upon stone of an arch is laid 
until we can pass out the idea to an audience and 
see them incorporate it in their daily life. 

To get down to automobiles: the application 
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of the same principle will pass them out at full 
price really sold, because the buyer is sold by 
conviction. 

GOOD SELLING TALK PREVENTS PRICE- 
<l TT1NG. 

>f<ITHOUT doubt the reason there is so 
Vlx much asking for discounts on automobiles 
is that the talk listened to prior to asking for the 
oider is so muddled and the arguments advanced 
in behalf of the car so weak and tossed at the 
prospect hit or miss that he thinks that if he buys 
it, it's a gamble anyway and therefore he had 
better get it for as little as possible. 

A buyer doesn't asl? or expect a cut price of 
a salesman who has really sold him the car and 
confidence in the manufacturer back of the car. 

There's too much of this "depending upon 
inspiration" idea: too much waiting for the 
opportune moment to get the buyer in the right 
mood" in sales talk. 

It's only the weak salesman who opens his 
mouth and depends upon the inspiration of the 
moment to fill it, and it's only the still nearer 
salesman, who is handling a hypocrite of a car, 
who gets his buyer happy with drink. 

A real salesman with a car that has proven 
itself genuine builds up his sales argument with 
the same ease and method that a good architect 
builds on paper the public building which he 
wishes accepted; builds it as carefully as does 
the contractor who wants approval and a check 
in full at the close of his work. 

HOW THE REAL SALESMAN WORKS. 

CHE real salesman begins, (not just starts in 
anywhere) proceeds logically, goes into the 
pedigree of the car if necessary, and, finally, 
without any apology, asks and has a right to asl? 
for the order on the merits of the car. That 
buyer becomes almost inevitably an enthusiastic 
believer in his car, and another live running 
advertisement for the car, the agency and the 
manufacturer. 

I said the order-getting sales talk must have 
unity, order, and movement. 

It must have movement; the talk is all focused 
on the sale, and the sale not only moves cars, 
it moves the salesman himself up notch by notch, 
and it moves the agency forward to a more in- 
tensive working of the territory, and into a con- 
stantly increasing business. 
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TIE Boston Automobile Show, usually one 
of the most successful in the country, this 
year was a distinct Hudson triumph, for 
it shattered the retail sales record. 
As closely as could be learned wholesale and 
retail Hudson business at the show totaled 42 
cars. 

The Henley-Kimball Company, Boston dis- 
tributors sold 12 cars at retail during the show 
of 1912. This year the record, while distanced 
by only a single car, was shattered just the 
same for which feat much credit is due George 
Kimball and Augustus Henley. This year's 
retail sales by the Henley-Kimball Company 
alone was 13 cars. 
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Robert W. Powers, Fall River, Mass., who 
attended the show each day to see prospects 
from his city who dropped in came next to 
Henley-Kimball with 3 retail sales. 

Welch-Southergreen of Worcester, 
secured two retail orders at the show. 

W. C. Spear, Manchester, N. H., secured 
one retail order. 

There were undoubtedly a few retail orders 
from others of the numerous Hudson dealers 
who attended, but these are the ones that were 
reported. The wholesale business that was re- 
ported made up the remainder of the 42 car 
orders. 

The show may figure in a double triumph for 




the Henley-Kimball Company. Its task this 
month is 66 cars, a 70% increase over its busi- 
ness during March last year, when 41 cars were 
sold. This article was written March 25th, be- 
fore the completion of the March task. If the 
Henley-Kimball Company winds up the month 
by equaling or exceeding the task, March will 
have been a banner month. 
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E have appointed a publicity man for 
the well-known tornado. He is C. P. 
Avery. Edgar, Neb. He is an ex- 
pert technical man on twisters. He 
can tell a Nebraska twister from a Kansas 
twister by the shade of the funnel. As a matter 
of fact all twisters are green and they all come 
from Kansas, he maintains. But then, all Ne- 
braskans tell you all twisters come from Kansas 
anyhow. If we keep Mr. Avery on his present 
job long enough he will simply move Nebraska 
away from Kansas. His weird stories of what 
a Kansas tornado will do in Nebraska don't help 
slumber any. 

But on Kansas* behalf allow us to present Mr. 
Neiman of Wichita. He is about the livest, 
most cyclonically enthusiastic dealer it has been 
our good fortune to meet. He sold enough Sixes 
at the Wichita show to plant the 1914 seed firmly 
in the composite motoring mind in his section. 
If any man can squeeze into his section of Kan- 
sas with another brand of Six he will have to 
stay awake 24 hours a day. It can't be done, we 
say! 

And it may be that you will want to know 
who some of our new Big Family relatives are: 
Pomeroy Auto & Garage Co., Pomeroy, Ohio; 
Geo. Byars, Adairville, Ky.; Claude Ralston, 
Mt. Vernon, III.; Wilcox & Roach, Temple, 
Texas; T. J. Daugherty, Galena, III.; Fay Auto 
Company, Amory, Wis.; Chas. Potthast, Wei- 
mar, Texas; Babb Implement Co., Lawrence, 
Kans. ; The Overland Co., Grand Rapids, Mich. ; 
McAninch Garage, Sedalia, Mo.; Woodland 
Garage, Brockton, Mass.; Frank M. Ayer, Al- 
ton. N. H.; C. O. Funk, Larned. Kas.; O. A. 
Coon, Nevis Motor Sales Corporation, Fort 
Wayne, Ind. 

Lottie Kendall, prima donna of Henry Sav- 
age's "Prince of Pilsen," purchased a six-cylin- 
der Hudson in Los Angeles. Doc Green, one 
of the salesmen of the Hudson forces, engi- 
neered the deal. 

In scores of Hudson dealers* windows you'll 
see the big muslin sign: World's Largest Build- 
ers of Sixes." Louis Geyler, Chicago, is startling 
Michigan Avenue with his striking announcement. 
He says it gets the prospects. 

Another prospect-getting idea is pulling Six 
business into the Moyer Auto Company's Des 
Moines store. It is a sign: "New Hudson Six 
Phaeton Now on Exhibit." Beginning April 1, 
G. W. Jones and his retail organization tossed 
its hat into the ring and jumped in after it. 

For a good earnest dealer and one who is 
thoroughly loyal to the goods he sells and who 
would buy those goods for his own use, may we 
present the indefatigable W. J. Abbott, Marin- 
ton. W. Va. 

Are you planting the 1914 seed? 

It consists of laying your foundations for a 
big Six year. 

Lay your foundations firm by pushing the New 
Hudson Six Phaeton to-day. 

You're doing that already? 

Very well! Giddap! 
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Science in the Stock Room 

= How to Save Money by Offering 

H Proved Efficiency Plans 
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rr * \OR the benefit of dealers who may be 

. j contemplating changes in, or the installa- 
c.A tion of a new stock room, 1 am giving be- 
low a brief description of one successful 
stock room, which has more than fulfilled expec- 
tations as to practicability. 

To begin with, it is evident that the most im- 
portant features of a stock room are convenience, 
accessibility and advantageous use of available 
space, combined with a simple and practical sys- 
tem of locating and indexing parts which will 
enable the stock man, even though a novice, to 
locate any part carried with the least loss of time. 

As floor space will vary to a great extent in 
different buildings, no ironclad rules can be laid 
down for the location of office, shipping and re- 
ceiving room, or stock room proper, but the plan 
shown on the accompanying sketch has been 
found to work out exceptionally well in practice. 



ii'-'r— ' 
,.i.;.l..l.!i.^ 

hoods, windshields, mud pans, etc., with an aisle 

about two feet between them and the rear ends 

of the bins. A rack at one end of the room is 

used for storage of frames, frame members, axfes, 

etc., while a separate rack or bin holds the rear 

springs. Front springs and spring leaves are 

slipped into racks on the rear end of each double 

bin and wheels are kept crated in another end of 

the room. 

PL AX IS FLEXIBLE. 

CHE large space in the center of the room 
is first unused, but as additional storage 
facilities are required each bin can be extended 
into this space and more compartments added. 
The corner of the room nearest the main door is 
used as a shipping and receiving department and 
is fitted with all necessary equipment for quick, 
accurate work, — such as benches, scales, paper 
roll racks, burlap and excelsior cases, packing 
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No matter how small the stock or space, mis 
plan can be followed to advantage with only 
such changes as are called for by the difference in 
shape and size of the floor space. 

SIZE OF STOCK ROOMS. 

CHE stock bins shown in this sketch are 
eleven feet long, eight feet high, four feet 
wide at the bottom and three feet wide from the 
second row of compartments to the top. This 
shape, flaring out at the bottom, allows larger, 
deeper and higher compartments close to the floor 
where large articles are stored. They are in 
effect double bins set back to back, this con- 
struction giving the greatest storage space with 
the least cost per bin and the greatest accessi- 
bility. Each half bin is divided into a hundred 
and thirty compartments of suitable sizes, with 
the largest compartments at the bottom, these 
being used for heavy cumbersome parts, such as 
cylinder blocs, crank shafts, propeller shafts, etc. 
Each compartment is numbered with a stencil 
in large type which can easily be read at a dis- 
tance of fifty feet; and each half bin is section- 
ized as A, B, C, etc. The double bins are 
placed side by side as shown in accompanying 
sketch, with a space of about three feet be- 
tween them at the bottom, and the sectional 
letters are shown on the outer end. Space back 
of the bins is used for storing crated fenders, 
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case shelves, desk, etc. Parts returned for in- 
spection, and subject to credit, are also handled 
in this department. 

The room shown carries in stock something 
like ten thousand different parts, covering about 
a dozen different models, many of which are 
seldom called for, it is evident that it would be 
a very difficult proposition to locate these parts 
when wanted, or to keep the stock complete, 
without a thoroughly practical system of stock 
keeping. 

This system is briefly as follows: 
Parts received are checked up with the invoices 
in the regular manner; entered on stock record 
cards; then placed in their respective compart- 
ments. The location of each part is shown in an 
index tacked to the end of the bin devoted to each 
model, this index giving the symbol number, 
name, section letter, and compartment number, 
and being arranged numerically. To locate any 
part, it is only necessary to step to the index, 
note the section letter and compartment number 
for the part wanted, step to the compartment 
and pick it up. 

BEST PLAN FOR STOCK CARDS. 

INSTEAD of using a bin card for the stock 
record and depending on the stock man to 
make the necessary changes, at a time when his 
hands are most likely covered with oil and he is 

* (Concluded on page 4) 
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This, But Too Good | 
I To Leave Out I 

^HIVER my timbers! 'Vast heaving! 
. ^ Man the starboard lee scuppers!*' and all 
^&J sich nautical terms. For now we have 
with us, as a late member of the Great 
Family, Dealer Decker of Keokuk, Iowa, famil- 
iarly known as "Cap" and "Commodore." 

And he is a real commodore at that, for this 
straight, white-mustached and military-looking 
elderly man, with the fire of youth in his eyes, 
was the first commodore of the Mississippi 
Power Boat Association. 

He is an all 'round good ''outdoors" man, and 
has driven most any old kind of motor car. His 
latest and last love is the "New Hudson Six" 
Phaeton. Mr. Decker says he is going to 
"knock the eye out of the X car." 

And there you are! You can't beat the new 
SIX! 
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| How To Get More 

| Newspaper Publicity 

go. 
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'OU are not getting the full amount of 
iblicity in your newspapers the amount 
advertising you are placing entitles 
you to. The factory sends you twice 
a week publicity stories that should appear 
in your newspapers. There is no automobile 
concern in the country at present doing as 
heavy newspaper advertising as the Hudson 
Company. This is the largest newspaper ad- 
vertising campaign in our history. It is 7200 
lines and consists of 12 ads of 600 lines each. 

If the newspapers understood the size of this 
big campaign, they would be glad to utilize far 
more publicity for you than they are utilizing 
at the present. 

We would urge you to see the newspapers in 
your territory at once and make sure that they 
utilize every story that is being sent them in full. 
The way to get them to do so is to explain the 
bigness of our campaign and that each ad which 
you authorize them to use is not an advertisement 
by itself, but is a unit in the largest advertising 
campaign that you have ever put out, and that 
the Hudson Company has ever promulgated. If 
you will impress this thought upon the newspaper 
man you will have little or no difficulty in getting 
them to use all your stories, because they surely 
do not now understand the situation. 

Please force the issue a little by getting these 
newspapers into the frame of mind where they 
will use all Hudson publicity sent out. It is all 
good news and hence its appearance is editorially 
warranted. 

Kindly let us know about this at your very 
earliest convenience, for we keep two clipping 
bureaus sending us clippings, and we have a 
finger on the publicity situation at all times. 
May we hear from you by return mail on the 
situation in your territory? 
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When a salesman 
quarrels with a 
buyer one of them 
gets the worst of 
it — and it's not 
the buyer. 
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^\^j[ ANY a sale is lost because the prospect is allowed to get " cold." 
Jt'/Jl Prospective buyers actually /orge/ j>ou are selling Hudson cars. 
We know of such cases. 
Sometimes they will actually forget you sell cars. 
Many more Hudsons would be running today had the dealers remembered the 
old proverb: "Out of sight is out of mind." 

Because you have had a man in your show room, have demonstrated the HUD- 
SON, and have possibly called on him, or telephoned him, once or twice since, by no 
means exhausts your sales efforts. 

No doubt you know something of the record 
of the big mail order houses of Chicago and 
other cities. You know of tremendous businesses 
that have been built up to millions and millions 
of sales annually simply by the use of the mails. 
Not only is this true of retail business but it is 
equally true of wholesale jobbing houses. Butler 
Brothers, of Chicago, do a wholesale business of 
something like thirty to forty millions of dollars 
a year absolutely without a word of personal 
work. They get their customers, sell them and 
hold them, entirely by the use of printed and 
written sales effort sent by mail! 

Very well then! 

Listen to this — and this is an ACTUAL 
RECORD of what happened to a Hudson 
dealer, in the month of April, 1913! 

District Manager Garrity in speaking with 
a hustling Hudson dealer asked him how he 
"followed up'* his prospects. 

"Oh!" replied the dealer, *'I don't believe 
circular letters and things of that kind would 
do me any good. I have seen every possible 
buyer in my territory and have solicited him in 
person." 

HOW TO KEEP THEM WARM. 

JTfe. GARRITY suggested some of the fac- 
>L£ tor y methods of "keeping prospects warm," 
but failed to make much of an impression. 

A man in the town whose name was on the 
Hudson prospect list, had bought an X car. 
Mr. Garrity in his thorough way went to him 
to find out vhy, as he was a life-long friend of 
the dealer he had not purchased a Hudson. 

Said the man: "Why! Is selling the 

Hudson car? / didn't know that." 

"But he called on you, telephoned you, told 
you he was representing the HUDSON, and asked 
you to bear him in mind when you came to select 
your car." 

"That's so!" the man exclaimed; "I do remem- 
ber it now, but it had slipped my mind." 

Mr. Garrity did not stop there. He took the 
X buyer over to see the dealer. He had him 



repeat, in the dealer's presence, what had been 
said. 

Result — a list of over 100 prospects was at 
once made out, and hereafter that dealer is going 
to be dead sure that no one of them ever is able 
to say that he has "forgotten" that he is a Hud- 
son dealer. 

WHERE YOTJ COME IX. 
W — Here is where YOU come in! 
You know as well as anyone that when 

man acknowledges that he is a "prospect," by 
calling on you, or allowing you to tell him about 
the Hudson car that he is ALREADY 50% 
SOLD through the advertising that has been 
done by the factory. Your personal solicitation 
adds probably 25% more to the effect. Thus 
you have only 25% left to do! 

To leave him at this point is to let him grad- 
ually forget all that has been in his mind. To 
allow him to drop back to a point where he is 
either lost entirely, or where you must begin all 
over again. 

To KEEP HIM REMINDED of you. and 
of the Hudson car — BY MAIL — is to preserve 
all the force and effect of the work already done 
by you and by the factory. It brings him for- 
ward—bit by bit— until the LAST 25% IS 
GAINED — and he becomes a Hudson owner! 

The factory is ready to help you to do this 
work easily, cheaply, SURELY. 

SEND THE COUPON TODAY. 
E have letters on the new Hudson Six al- 
ready prepared, mailing cards and re- 
minders. 

They are at your service ON CALL. All 
you need to do it to ask for them and USE 
THEM! 

If you think you can't do this successfully 
tell us, and we will shovt you just how every 
step is handled. 

It's cheap, it's easy, it's SURE! 
No telHng how many sales you can add to 
your record by a simple, inexpensive "follow-up 
by mail." 

Send the coupon to the factory today. 



thousands of parts in thirty seconds. He could 
also find the number of parts of any one kind on 
hand in even less time. The advantages of this 
are obvious and do not need to be specifically 
stated. 

Any size bins, or any arrangement of them 
which seems best, may be used, but, if possible, 
all parts should be readily accessible from the 
Shipping Department; and all passage ways 
should be of ample width. 



BIG FAMILY GOSSIP 



Stories About Those "Who Are 
Now Salesmen and Those 
"Who Are "Getting There." 
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SEND the coupon 

Use it if you want more sales. 
1 would like to know more about your plan for holding prospects and making more 
sales. Tell me exactly how to do it, what it will cost, how to begin it and how to keep it 
going. Also tell me how the letters, cards, etc., are to be used. 

Name 



Address . 



I have about prospects on my list. 



(Continued from page 3) 
perhaps in a hurry, the records are kept in the 
office on the stock cards, above referred to, and 
which are corrected each morning from die prev- 
ious day's orders; thus keeping a perpetual in- 
ventory. These cards have a column for the 
date, one for parts in, one for parts out, one for 
the balance; and die name, symbol number. 



section letter and compartment numbers are 
shown at top of the card. Each card is suffi- 
ciently large to take care of six months* ordinary 
business. 

This arrangement is so simple that any ordi- 
narily intelligent person could step into this stock 
room, have the system explained to him in five 
minutes and proceed to locate any one of the 




Here is a side partner for official cyclone 
service man Avery of Edgar, Nebraska. One 
of Jack McClel land's owners, down in Okla- 
homa City, is hereby appointed official Hudson 
wolf -chaser. Any dealers troubled with wolves 
at their front or side doors call up "Jack" on 
the long distance and he will send the service 
"wolf man" instanter. It seems this owner was 
spinning along in his old "20" friend the other 
day before daylight. His searchlight spotted a 
wolf trotting along the road. Bing! Open her 
up and step on her! In 200 rods Mr. Wolf 
went under the wheels. (If you don't believe 
this go down to Oklahoma City and see the 
stuffed wolf in the window of a local store. 
Same wolf? Sure! How can you doubt it?) 

Now comes one Jones of Akron, and says 
that his burg is at a place where it is all down- 
hill. Says Jones: "I can go out of my front 
door and throw a glass of water one way and it 
will run into the Gulf of Mexico and the other 
way it will run into the Gulf of Saint Lawrence. 
May be so. For Jones is a truthful man. Says 
Jones further: "I have no used car problem. I 
trade in only Hudson cars, put them in good 
shape, and sell them the same way as 1 sell new 
cars. And 1 follow them with SERVICE. 
That's the 'dope' on used cars. Try it, and 
you'll end your worries." 

In Motor the other day appeared a composite 
photograph of leading American automobile 
engineers. There were in the group about fifty 
of the best-known and most prominent engineers. 
Included among them were engineers of practi- 
cally all cars of $5,000 and upward, as well as 
well known medium priced cars. As might have 
been expected the place of honor among them 
all was given by this well -posted publication to 
Howard E. Coffin, builder of the "New Hud- 
son Six" Phaeton, the most notable car of the 
year. 

Guy L. Smith — the "feuy" who puts the 
Hudson Six into Omaha tried to put over a 
story of one of his prospects who was picked up 
by the cyclone and carried a half-mile to his 
showrooms. The visit resulting in the purchase 
of a "New Hudson Six." Be mat as it may 
it's surely a caution the way the people stream 
into the place to see the Hudson Six. And not 
ALL of them get away without becoming well 
acquainted with the ''dotted line." Hardly! 

From New York comes the suggestion that 
every salesman and every employee should con- 
stantly sparkle and bubble over with enthusiasm 
for the Hudson cars — especially the "New 
Hudson Six" Phaeton. Ever notice how the 
opera chorus always seem to thoroughly enjoy 
every minute of their work. Copy the chorus! 
Smile! It sells cars; and that's what we are 
all here for. 

Keep the signs up! The signs that say: 
"World's Largest Builders of Six-Cylinder 
Cars." One dealer reports that two men stopped 
on the other side of the street from the show 
rooms, on the windows of which the sign was 
stretched, and presently came directly across, 

and after looking over the "54" . Then 

he stopped and -SMILED! Puzzle — did they 
buy? > 
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Stunts The New 

HUDSON Six Will Do 

Here Are Some New and Good Selling 
Arguments for the Six. Put Them Over! 



DO four cylinder car will do all the things of which the 
Ncd> HUDSON Six Phaeton is capable. 
You can drive on high at the pace of a man's walk, 
as slowly as two miles an hour, and do it with the smooth- 
ness of a steam engine. 

You can drive at a mile a minute, with the same comfort 
with which you ride in an express train. 

Vibration is scarcely noticeable. At any speed, this car 
rolls forward with the sensation near to that of coasting 
down a long grade in a heavy car on a smooth road. 

The New Hudson Six Phaeton gets under way almost 
as quickly as anything in existence. From a standing start to a 
speed of 58 miles an hour in 30 seconds is not impossible. 

The New HUDSON Six Phaeton has met and mastered 
practically every famous hill and grade in America. On 
almost every grade where climbing contests have been held, 
the New HUDSON Six Phaeton has shown its mettle. 

In San Francisco, Twin Peaks melt from under the energetic New 
Hudson Six. Sport Hill at Bridgeport, Conn., the scene of many 
trying hill climbs, holds no terrors for this car. 

A dozen well known higher priced and (rated) more powerful 
Sixes than the Hudson, regularly drop into second on Sport Hill. 
A facetious Bridgeport owner carries a sign on his New Hudson Six 
reading, "Excuse my Dust." 

In Omaha, Denver, Cincinnati, Pittsburg, Minneapolis and St. Paul, 



in the Rockies, the Alleghenies and in every section of the United 
States where there are grades that are the despair of motorists, you 
will find the Hudson Six holding just a little better record than any 
other car. 

In Kansas City, one of the hilliest towns in America, the New 
Hudson Six was locked into high and driven all over the City, thus 
proving that in the maze of city traffic and the steepest grades, the 
car performs as flexibly as upon a flat boulevard. 

On crowded Fifth Avenue, New York, where double lines of auto- 
mobiles extend fifteen miles long on any busy day, there is a con- 
gestion of traffic that is almost indescribable. Through this mass of 
motor cars, the New Hudson Six Phaeton can be driven with the 
greatest ease, by an operator who possesses only moderate skill. There 
is no killing of the motor. There is not that jerk and jolt, common 
to cars of lower power, and yet the New Hudson Six is economical 
and costs less to operate than does a four of equal power. 

That all well designed and carefully built Sixes will do many 
things that add to comfort and safety that no four will do is why sixes 
are so rapidly increasing and why big four cylinder cars and those 
costing $2,000 or more are daily becoming less popular. 

More than three times as many Sixes were built last year as had 
been built up to that lime. 

This year the number has been doubled. 

We know the plans of other makers. Most all builders of medium 
priced cars now have Sixes under way. 

Some say the market will be full of Sixes after July or August. 

Ask prospects if they think they should buy a big four, or a four 
costing $2,000 or over now when there is every certainty that it will 
be less popular within the next four months? 



Demonstrations That "Just Happen" 
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|ITH a certain class of prospects the demonstration that "just 
happens," that is not all arranged and fixed up in advance, 
seems to make the biggest hit. 

There is no question that a formal demonstration is apt to be a bit 
stiff and for that reason may be somewhat lacking in its effect. A 
salesman must be constantly on the alert to guard against his solicita- 
tion becoming too "talky" and artificial. The prospect sometimes 
gets the impression: "Anyhow this car is specially tuned, and this is 
all fixed up in advance. All the cars won't do this." 

But if the prospect is just coming out of his store, or office, and 



the salesman "happens** to be passing in the car, and hails him, and 
invites him to "jump in — just going your way,'* the chances are the 
whole occurrence will have an air of unpreparedness that will appeal 
to the average man. 

It might even be that a salesman might "hang around" Baiting for 
just the right minute to "happen" by. This could be worked in the 
case of a prospect who had been asked to take a demonstration but 
who could not be brought to the point of formally coming to the 
salesroom for that purpose. 

Try the "accidental" and "just happened" demonstration I It has 
worked well with others; it may do the same for you. 
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c ^ VOU may have had inquiries from wme 
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owners of Models "37** or "54" Tour- 
ing Cars for extra seats to put into the 
lonneau of these cars. 
We have in stock a limited number of up- 
holstered seats, especially designed for our Ex- 
port trade. We are prepared to dispose of the 



man can have is a reputation for good judgment 
— for picking winners. If a man buys a piece 
of real estate in a part of the town or country 
where land values are going down, or if there 
is some condition that makes the purchase a poor 
one, his friends all know of it and their estima- 
tion of that man's judgment and ability as a bus- 
iness man takes a decided drop. 

"Or he may buy damaged goods because they 
are offered at a cut price; or get slung on stocks. 
In any case his poor judgment is a subject of 
criticism among his friends; it affects his credit 
at the bank; and his reputation as a business 
man of good judgment suffers materially. 



| This Happened in Detroit f 



"Daddy! Daddy!" excitedly called a little 
boy, dashing into the room where his father was 
reading the morning paper. "Come quick! 
There's the funniest auto*bile out here I ever 
saw ! " 

Taking his little boy by the hand, the man 

went out to the front of the house. 

"Why, son!" said the man, "That's not an 
.... l:i- -» -ii r* \ l L-i »L-» 
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d cSHE public has lost confidence in dealers in 
^^ used cars. Any person who has any 
familiarity with the used-car problem knows that 
at present the public, on the whole, prefers to 
buy a used car from the owner, direct. 

So much so that many dealers conceal the fact 
that they are the owners and sellers of the used 

Removal Sale! 



Wonderful Bargains! 

WE QFFEr( V^ ) 

IMOtvepaae.. BGH. P. Kl»«l\*r. 
182 2* y%n PW-' «> H. P. Kissel Kar. 
l%& £ our PMR #0 H. P. Kissel Kar. 
1W four pass. 10 H. P. Jackson. 
Ijja new Ave pass. 80 H. P. Klsael Kar. 
1M8 R»-C-«. Run ninety days. 
WW two nasa.. 40 H. P. Kissel Roadater. 
1910 six cylinder Pittsburgh Racer. 



These cars must >4 sold. Make ua an offer. 
Gome and see theih, OPEN TO~ *~ 
to satisfactory demonstration, 
•quipped. 



OPEN TODAY. §old subject 
" _care ^ully 




The "removal sale" is genuine. The "great 
values" and "wonderful bargains" remain to be 
demonstrated. Nothing in the ad indicates them. 
Equipment varied on almost every car. "Full 
equipment" has ceased to mean anything. Why 
"make us an offer?" Modern selling is not done 
this way. ^___^_^_ 

car, and have it advertised, and sold from a pri- 
vate house address. 

Or they try to convince the public that they 
are not interested in the sale of the car except as 
an accommodation to their new car buyers. Which 
is undoubtedly true in many cases; but the public 
wont believe it! (See illustration "B" as a sam- 
ple of this.) 

Some dealers have had considerable success in 
advertising an "Owners* Sale" of used cars. 

Evidently relations are "strained" between the 
dealer who tries to sell a used car, and the public. 

This, too, is largely the fault of the dealer 
himself. And the straight, honest, legitimate 
business man has to suffer — as always — for the 
faults of less conscientious brothers in the trade. 

Double commissions, fake prices, the ever- 
present doubt of the sincerity of the salesman's 
statements is what has killed the confidence of 
the public. 

As a matter of fact a buyer who knows is 
safer far in the hands of an honest dealer than 
in the hands of the average owner. He will get 
a better deal, a better car, and a better price 
than from a private owner. 

In buying from an owner he always buys "as 
is." 

And usually the first thing that he has to do 
is to send the car to a repair shop for overhaul- 
ing. At his own expense. 

In buying from a legitimate dealer this is done 
before the car is offered for sale. To be sure it 
adds somewhat to the overhead charged against 
the car. But it is done at cost, and the dealer 
can usually shade his "taking in" price on a car 
enough to provide for overhaul, replacement, 
some painting, etc. 

The business should be in the dealer's hands, 
and if the public regains its confidence in the 
dealers that is where it will go. 

To the ultimate benefit of the whole trade — 
and of both buyer and seller. 

LACK OF ORGANIZATION AND INTKRKST. 

§cS HE primary difficulty with many dealers 
^w' who complain the most bitterly about the 
used-car "problem" is that the business is a side 



issue, is handled in the most perfunctory manner, 
and is considered beneath the attention of nearly 
everyone. 

Step into a show-room and you will be met at 
the door by a finely-dressed, obsequious sales- 
man, all smiles and bows. But the instant you 
mention that you want to see a used car the 
smile freezes, the attitude changes, and there is 
too often a call for some oily $2.00 a day 
mechanic in grimy overalls who openly sneers — 
after the manner of some of his kind — at the 
"swell gent" who is buying one of "them there 
old boats." The fact that he cannot, himself, 
afford to buy so much as one inner tube does not 
seem to occur to him. 

Until the used car is treated as a business in 
itself and worthy of decent attention, careful 
salesmanship, and proper advertising and follow- 
up, just so long will it remain a clog, a handi- 
cap, an expense, and an increasing danger to the 
automobile business. 

Many a good dealer has gone down in failure 
because of his used-car troubles. Many another 
will go the same road before he learns the lesson. 



AUTO*fOqiIJB9. 

AUTOMOBILE 

Bargain Ever Offered. 

Regular Price, $2,1&0. 

f His Week $975. 
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XEW 
1013 MOD ELS. 

4 cylinder. 

4o"hTp 

fully equ ipped. 

t^GUARANTEED.% 



We have just completed the purchase of all th« 
oars- comwLsinjf the balance of the 1912. output of 
one of the greatest automobile manufacturing con- 
cern* in the world [capitalized at $50.000. W~ 
bffApftt ^a.Caicago]. Cash and a wide awake or*.%n- 
izaffon matte it possible for us to secure these cars 
•1 ; a , price actually below the cost of manufacture. 
T.MS &*? soId * regularly all durlnsr the season at 
£^%1&^ R $$" l. MONDAY1 WB WlL * 
RO ADSTE RS. 

toy Tpxy gAxasw 

5 AND 7 PAS S. TO UBPTO CABS. 
. & P.I? C I PICA T X£*-X ff : 

TIRES 34XJ4 U. S.. MORGAN * WRIOHT. 

DEMOUNTABLE IUM9 Tl EXTRA]. 

FULL FITTING RBARAXDB. 

TO POWER PLANT. _^ __ 

MOTOR : 4 CVL.-Uo H. >.-CAST IN PAR**. 

4fA/ BOREt 6" STROKE. 

IGNITIONS- HIGH TENSION MAGNETO. 

kUBRICJOTOX 1 ; SPLASH SYSTEM AND OIU 
PUMP. 

CLUTCH. • -MUIAIFLB DISCS. , , 

TRANSMISSION: » SPEEDS AND REVERSE 
SXJDINO GEAR SELECTIVE. 
. . 'EQUIPMEfrfT— 

.Top .an<X top envelope, fflass front speedometer. 
Prest-O-Llte Gaa .tank, demountable rims. 1 extra. 
" ""*" U. S. Combination -oil ami 



Electric Horn. Tli. , _ _. ..... 

eUetrtc lights, Kickel plated trimmings. 

DON' T MISS THISOPPORTUN ITY- 

•WK'LL BEZiL EVEfRiY ON"E OF THESIS 
CARS WITHIN THE NEXT PEW DAYa 

The only real ad. shown. Not by any means 
as good as could have been, but it contains selling 
power. Note the details of cars and the word 
''guaranteed." Investigation proved that show- 
rooms were crowded with buyers. Yet the same 
firm employs most inadequate methods in selling 
its used cars. ^^^^^^^ 

Largely because of mutual jealousies, lack of 
faith in their fellow dealers, lack of knowledge 



of how to handle the advertising and selling, 
cars traded in at too high figures, and the desire 
for too high a secondary profit on the used car. 

There is most hope in organized co-operation. 
But this has not yet been properly worked out. 

A clearing house CAN be established for used 
cars. And dealers can be relieved very largely 
of the present difficulties. But it cannot be done 
along present lines of effort. 

THE MENACE TO THE INDUSTRY. 

HOR each one of a large number of the new 
cars sold in 1913 another used car will be 
added to the flood now on hand, and thousands 
of which are still unsold. Because a large per- 
centage of new cars are sold to people who are 
already owners of cars. 

The 500,000 cars of 1913 are not going to 
be entirely absorbed by first-lime buyers. And 
1914 is ahead. And not very far ahead either. 

If a large number of cars went to the scrap- 
heap annually this would be a safety-valve. But 
this has not yet come to pass. And will not for 
some time. 

The reason for the dropping out of the busi- 
ness in 1912 of a score or more of makers of 
motor cars (and many dealers) can be sought 
for, with every chance of finding it, in the used- 
car clog. 

There is therefore vital and important reason 
why manufacturers and dealers alike should view 
with some considerable degree of seriousness 
the prevalent defects in the present method of 
advertising and merchandising the used car. 
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How Do You Handle 
Your Used Cars? 
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ANY a dealer who started in the busniess 
with high hopes, and rosy anticipations has 
quit it in disgust, or has failed to make a satis- 
factory profit. 

NO DEALER who has used his head, who 
has taken advantage of factory co-operation, and 
who has WATCHED HIS USED CAR 
PROBLEM, has failed to "make good." 

How do YOU handle your used and traded 
cars? What is YOUR method of dealing with 
this important subject? Have you a lot of cap- 
ital and profits tied up in used cars, or can you 
clean them up closely and thus release your 
money? Is there any special plan you have used 
that has been notably successful? 

We would like very much indeed to hear from 
dealers in this connection. We are trying to 
devise some uniform plan for handling this used 
car problem. We ask that you help us to do this 
by telling us how you have succeeded; or what 
special difficulties you have been "up against*' 
in your experience. 

Do you trade in only HUDSON cars; or do you 
take in cars of other makes? Have you sold 
any on the instalment plan; and if so what suc- 
cess did you have, and how did you arrange pay- 
ments and other details? 

We take it for granted that every man who 
receives the Triangle has read this article about 
the used car problem. And we are therefore 
asking now his comments and suggestions so that 
we can work out something from this that will 
be of help to us all in SELLING MORE 
HUDSON CARS. 



Of course you haven't forgotten that Hudson 
No. 1 is still owned by Joseph P. Davis, of 
Poughkeepsie, N. Y., is still running, and that 
its mileage is now considerably in excess of 50,000 
miles. No telling how long a Hudson car will 
last! 
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Big Chief Winningham, Director of Sales and 
Advertising, tells with his dynamic effect. 

At the siege of Port Arthur the Japanese forces 
were away off to the north and west, behind a 
line of big hills. Yet their artillery dropped 
shells with deadly accuracy right into the heart 
of the city. The Russians defending the city 
were mystified to know how this was done for 
the harbor was mined and protected and no 
Japanese vessel could get sufficiently close to 
make observations. 

At last they discovered a poor innocent (?) 
Chinese fisherman away off on the other side of 
the harbor. And they noticed that every now 
and then the Chinese would move his bucket 
back and forth, right and left, on the deck of his 
boat. Curiously enough these movements always 
took place just before a damaging shell from the 
Japanese guns would drop into the city. 

Finally the connection was traced. The 
Chinese fisherman noted where the shells dropped, 
moved his bucket to correspond; a Japanese 
signal man with powerful glasses observed the 
movements of the bucket; and signaled the gun 
captain; who aimed accordingly. 

The Hudson factory is the Japanese artillery. 
The city of Port Arthur is the selling field of the 
Hudson. Our Distributors, Dealers and Sub- 
Dealers are the Chinese fishermen. THEY must 
signal the factory how effective is our fire; they 
must tell us where to aim; must keep us advised 
of how our shots are telling. 

Onlv tkn* mn w*» dron "hot shot" riffht into 



ir you warn 10 mace me moionsis in your 
town "sit up*' the lettering of the front lamps 
on your demonstrator, as shown by the above 
photograph, may be used. To get up this letter- 
ing is an easy matter for the factory but we 
don't want to do it unless enough dealers want 



f about it, and the result is that f 
4 my patronage is constantly in- r 
f creasing." f 
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( Putting It Over In Wichita j 
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^j^HE Wichita Beacon, Wichita, Kans., 
J the other day got out a special depart- 
«j& ment in its paper covering about three- 
quarters of a page, the heading of which 
was "The car that sold and the dealers who 
sold them.'* 

It referred to the automobile show. 
The Hutchinson Motor Car Co. was keen 
enough to secure the space just under the head- 
ing, and in that space they put "THE CREAM 
OF THE AUTO WORLD. THE HUDSON 
•54'— THE 'NEW HUDSON SIX' PHAE- 
TON—CARRIED OFF THE BLUE RIB- 
BON FOR SALE OF SIXES AT THE 
WICHITA SHOW." 

Then follows their signature, and below were 
the advertisements of the "X" car and the "Y" 
car and other cars that are competitors with the 
Hudson. 

It looked from the advertisement as though 
the Hudson outstripped all other cars at the 
show, and while this gives in a sense a wrong 
impression, it shows that the Hutchinson Motor 
Car Co. is not asleep as were the competitors 



10 use u. x nererore any aeaiers wno wouia iikc 
to use this stunt on their lamps are requested to 
WRITE US that they would like it. If we get 
enough requests we'll fix up the lettering and send 
it out. The expense ought not to be more than a 
very small amount. 
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The Best Idea in the World is Utterly Useless | 
Until You "Put It Over." ■ 
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Here is a splendid chance for dealers to get a 
machine for handling their form and follow-up 
letters. Nothing pays so well as a steady, persis- 
tent "follow-up" on prospects. Don't be dis- 
couraged if only one letter in a hundred brings 
results. If you ever go shooting you know that 
in thousands of pellets of shot only one in a 
hundred bring down the game. So if only one 
letter in hundreds brings back an order, in the 
long run, it PAYS, and PAYS BIG! 

This machine does excellent work. It is equal 
in results to machines costing many times the 




small sum at which we can get it. It is easy to 
run, simple to take care of, and a girl of average 
intelligence can operate it. Your regular steno- 
grapher can easily handle it in her spare time. 

By contracting for a large number of machines 
we can make the price $26.00. 

Machines will be shipped promptly on receipt 
of orders. Send in YOUR order! Keep after 
the prospects! If you only add ONE additional 
sale to your output you will pay for the expense 
many times over. 

| BIG FAMILY GOSSIV \ 



I 



"Keep Smiling Till 10 A. M. and the 
Rest of the Day Will Take are of Itself." 



Vice-President F. O. Bezner, who is also 

Director of Export Sales for the Big Fa~zsiily, 
left last week for Europe. He will spend »«me 
time in organizing the European export business. 

About the end of May John A. Olt, E-acport 
Manager, will join Mr. Bezner in Paris. 

Service stations are being established in Lon- 
don, Paris, Berlin and other principal cid^» *° 
care for the rapidly growing demand for Hul>S0N 
cars in Europe. These service stations will he 
highly appreciated by American Hudson owners 
touring Europe. Tell your owners who t*"« vc l 
about this European Hudson service. lVflore 
complete information about the export depart*** 011 
will be given in a future issue of the Trian*^ sLE * 

Brother Kirk, Big Family representative at 
Hutchinson, Kansas, blew breezily into the *^ c " 
tory last week. He lunched with Messrs. ^^ ,n j 
ningham and Stubbs of the selling end. >^ nd 
posted them on local conditions in his dis**"*f l * 
That's how the "team work" succeeds. Tell *" c 
factory about YOUR locality. Then we ^ a jj 
shoot the dope where it is most needed m** 
where it will help the FAMILY the best. 

Recent grabbers of the "Main Chance": F~» , ? r * 
ris Hdw. Co., Fordyce. Ark.; L. Kelly, F**™ 
Bluff. Ark.; C. G. Rice, Camden, Ark.; E>**T 
Block, Wynne, Ark.; A. M. Alexander, J**^ k ] 
son, Tenn.; Mauer Sales Co., Spencer, %^ m * 
Brown Bros., Emmetsburg, la.; Jos. Severa*»^ c ' 
Frankfort, Ky.; Coale & Manson, Chic^^ 
Heights, 111. 

Brother Vincent, of Winnipeg — "the hub 
Canada" — has a clever way of Kodaking 
the interesting things he notes, as he flits up 
down his big territory. And, best of all. 



of 
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down his big territory. And, best or all, _ p y 
sends copies of his "snaps" to the factory. Wh**^ 1 
mightily pleases the Sales Chief and the T»**" 
ANGLE Man! Get me, Mr. Stevenson? 




Digitized by VjOOQ iC 



Published Weekly by the Hudson Motor Car Co., in the Interests of Hudson Distributors, Dealers and Salesmen 



i$Mm§ 



wwm ®ff lygffifcig'g 



,i> 



HI 



Value of the "Follow- Up" Letter as a Busines Getter. |Ej 
Dealer 8 Who Neglect To Use Them Are Losing Business. Eg 
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rfr\ OME Hudson dealers are not using the 

^k letters sent them weekly with the Triangle. 

Vai/ They are making no effort to "follow 

up" prospects, except in a limited way by 

personal and telephone calls. 

Dealers have told us that "they did not be- 
lieve in letters," that the only way they could 
sell cars was by seeing the prospect personally. 

Yet a little thought will prove that the man 
who is neglecting to use the mails to keep his 
prospects "warm" is missing many sales that he 
otherwise might have. 

EVKKV DEALER SHOULD HAVE A LIST OF 
PROSPECTS. 



& 



[ VERY dealer should collect a large and 
_ . carefully corrected list of prospects. From 
these regular prospects will come the bulk of his 
business. 

R. C. Greth, district manager, reports posi- 
tively that a certain dealer was making 90 
cent of his sales to persons whom he had on 
prospect mailing list, and to whom he had been 
REGULARLY sending Triangle and other 
letters. 

Now and then a chance buyer will drop "out 
of the clouds"; but the bulk of the business must 
be "dug up." 

A dealer who aims to sell 50 cars in the year 
should have a list of certainly not less than 500 
prospects. The percentage of sales to number of 
prospects varies greatly. Some dealers, with a 
select list of prospects, will sell 1 man in 3 or 
1 in 5. Others, who do not check their lists so 
closely, will sell not more than 1 in 12 or even 
I in 15. Then, too, other conditions affect sales. 
A prospect list of 10 to I is reasonably safe. 

Now, a dealer who sells 50 cars in a year 
does not usually have very many salesmen. And 
to make personal calls on 500 people takes time. 
The result is that many of the prospects are over- 
looked, or are not seen as often, or when they 
should be. And in the meantime the Hudson 
dealer is forgotten, a competitor slips in, and the 
sale is lost. 

Just here lies the value of the well-written and 
persistent follow-up letter. 

But the letters must be good and they must 
keep going. 



partment at the factory we have a man who is a 
letter "expert." It is part of his work to write 
letters that will sell Hudson cars. He probably 
would not do as well as you in selling cars by a 
personal appeal ; but he can and does help dealers 
to sell cars by laying the foundation for the deal- 
er's personal work. 

One of these letters you will find each week 
enclosed with your copy of the Triangle. And 
you can have others written for you SPECIAL- 
LY if you want them. 

You can't possibly call regularly on 500 peo- 
ple. But you can reach them all, with strong 
selling talks on the Hudson, once a week or 
oftener. 

These letters are not supposed to close sales. 
Their object is simply to keep up the interest of 
the prospect, and to bring him into the show- 
room. Having done that they have accomplished 
their purpose. It is then up to you to close the 
sale. 



Now, the man who has been influenced by our 
advertising, and by these letters, is 80 per cent 
sold when he walks into your salesroom! You 
will find it easy to do the remaining 20 per cent 
of the selling work. You ought to sell the ma- 
jority of these prospects who have been so at- 
tracted. 

WE WANT ALL DEALERS TO USE MANY 
LETTERS. 

ffK E WANT every Hudson dealer to use 
\|/ these circular letters. We know so well 
what they will accomplish that if we can get 
every one of the dealers making good use of them 
it will add very much to the sales of Hudson 
cars. 

In last week's Triangle was described and 
illustrated a handy little letter-duplicating ma- 
chine that you can buy at the special quantity 
price of $26.00. We got this low price by con- 
tracting for a large number of the machines. 

If you have not already a duplicating machine 
you should not fail to take advantage of this 
opportunity to get one — and a good one. 

Then you can send follow-up letters out 
promptly and regularly, and at very slight ex- 
pense. The letters must be right. They must 
be clear and clean; name and address must 
match perfectly with the body of the letter; they 
pull best when signed in ink with a personal 
signature. 

Any dealer who wants special suggestions or 
help in this connection can get it at once by 
writing the TRIANGLE. 



THE FACTORY 



FURNISHES 
LETTERS. 



THE PROI'ER 



VERY few men can write really good fol- 
low-up letters. Nor do we expect dealers 
to write their own letters. In the advertising de- 
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Don't Be Afraid to Boost the HUDSON ! Make a Note 
of These Items and Use Them in Your Selling Talks. 
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1 1 Hi II GEAR OVER TEXAS ROCKY ROADS. 
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A. FOSDICK of the Hudson Motor 
Car Sales Company of Dallas, and 
S amnions, Stamford dealer, ac- 
companied by their wives, have just 
returned from a 1,400-mile trip through West 
Texas. The trip was made in a New Hudson 
Six Phaeton. Not an atom of trouble devel- 
oped — with the exception of one puncture. High 
gear all the way except where rocks almost cov- 
ered the road. Mr. Fosdick says: "We never 
used more than two tablespoons or one half tea 
cup of water in the radiator for each one hundred 
miles.'* Some class to a motor that will do that 
in Texas in warm weather. Everyone who saw 
the car said it was a wonder. (Argument for 
flexibility of engine, perfection of engine design, 
road ability, ideal car for rough cross-country 
touring.) 



IllDSON SIX DEFEATS STRHTICD RACING 
CAR 1 OR 8600. 

6B. LYON of the Lyon Motor Car Com- 
' pany of Durham, North Carolina, has a 
friend who drives a racing car of a well-known 
make, that is capable of remarkable speed. This 
friend was looking for some easy money, and he 
bet Lyon $600 that he could make him eat dust 
from Greensboro to Raleigh. So the race was 
arranged. Lyon drove a New Hudson Six 
Phaeton stock car. His friend drove the stripped 
racing car. The result was that the Hudson 
Six pulled into the finish point thirty nine min- 
utes ahead of the racing car. Not a frgament of 
trouble developed at any stage. (Use to show 
speed and perfection of detail of HUDSON en- 
gineering. As a matter of fact, a Hudson Six 
stock car has repeatedly beaten special racing 
cars. The speed is there if any man wants to 
use it.) 
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HIGH-PRICED CARS TO 
III DSOX EXCEl SIVE. 



OVER in Montreal the Motor Import Com- 
pany is erecting a new three-story brick 
building. It is to be 110 feet long, 52 feet wide, 
with showroom on main floor 42 feet by 52 feet. 
Service department on second floor. There will 
be' storage room for 65 cars. This company has 
been handling three makes of cars. One of these 
is a famous "high-priced'* car. The other is ad- 
vertised as the best in its class on the market — 
also a rather high-priced car. Says the Motor 
Import Company: "It is our object to make this 
new building an exclusive HUDSON garage." 
(Argument to show how Hudson alone is enough 
for any dealer. Also to prove to prospect that 
it is not necessary to pay big prices. Just as good 
a car is furnished by the Hudson, and the pros- 
pect keeps $1,000 to $3,000 in his bank. For any 
man who likes to spend money just to see it go 
the high-priced car is all right. But he gets just 
as much in the Hudson at much less money.) 
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MAKER OF HIGH-PRICED CAR HI YS 
III DSON FOR OWN DRIVING. 

^PVOWN in Albany, New York, is a manu- 
^L/ facturer of a high-priced automobile. 
You'd know it the minute I mentioned it. The 
company has made locomotives for years and 
makes a fine car. Yet when J. R. Magarvey, 
manager of the works, wanted a car for his own 
driving he went to the E. V. Stratton Company, 
Hudson dealers, and bought a New Hudson 
Six Phaeton. (The way to use this argument 
sticks out all over itl When experts buy Hud- 



son S for their personal use — especially when they 
pass up their onn car to buy the Hudson, there 
must be good reasons for it.) 



SHACKELFORD GETS COMPETITOR'S 
GOAT. 

Yfi E. SHACKELFORD is the Hudson 
IlI 9 * dealer at Miami, Florida, down in "the 
land where it is always afternoon." Likewise 
they have sandy roads in Florida. Yet Shackel- 
ford's 16-year-old son drove a New Hudson 
Six Phaeton from Miami to Jacksonville, 366 
miles, in 14 hours. That is a little better than 
an average of 26 miles an hour. The feat of the 
Six is the talk of the motorists of Florida. The 
X agent boasts that he can do as well or better, 
but Shackelford has $100 in cash up that he 
cant, and up to date the X man says he "hasn't 
the time" (!). When you consider that these 
roads are mostly soft sand some idea of the 
ability of the Six will be apparent. (This is 
good dope for agents who live in a sandy locality. 
Also for all to use as an argument for the steady, 
dependable power of the Six, and its certainty 
of delivering satisfaction.) 



The "Hard to Beat" Bunch at Charlotte, North Carolina 

Left to right in Hudson SIX— E. E. Rest. J. A. Porter, T. M. Black, II. A. Hutton, II. F. Long. 
N. W. Wallace and dog on running board. 

Left to right in ROADSTER— J. A. Amos, E. T. Stenersen. 

Left to right in Hudson "37"— R. C. Greth, T. S. Trendenick, Mr. Kamsaur, J. M. Mills, R. P. 
Holmes. 

\ X 'f HEN one of this crowd starts after a buyer, said buyer might "jess as well 

J J come down outen dat tree,*' as the colored man said about the possum. 

They are sure a classy looking crowd, and the cars look equally as snappy. 

Notice how the right hand car sags down a little on the side. But if you look closely 

you'll see that R. C. Greth is behind the wheel. Can you blame a car for "sagging** 

under such circumstances? 



Invitation to All Dealers 
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AVE you read the "Inspiration Column" 
in this issue? And the little "squibs" in 
the Big Family Gossip department? 

These were made up from letters and little 
rough pencil notes sent to the Triangle by deal- 
ers, sub-dealers, district managers and others. 

We want EVERY HUDSON REPRE- 
SENTATIVE to send us more of these. You 
don't have to write a formal letter, or anything 
of this kind. Just scribble off a rough note and 
give us the main facts of the case. Tell us 
what some of your owners have done. What 
you have been doing with your demonstrator. 
About any hard prospects you have landed. 



I "A good salesman is one who can make lemonade out of the | 

I lemons that are handed to him." I 



Some of the "funny things" that have happened 
out your way. A good joke on your nearest 
neighbor, or the distributor, or a District Man- 
ager. All these sort of things make good read- 
ing for the others in the Big Family. 

If we could just get one a week of this sort 
of thing from each of the Hudson representa- 
tives we'd have to enlarge the Triangle to the 
size of a big metropolitan daily in order to 
handle them all. 

Come now! Suppose YOU send in some- 
thing next week! 



Who Get the Prizes? 

Send in your record of sales in the "Prize 
Contest." Quite a number of reports are in, 
but we want them all. Therefore please re- 
port at once if your sales of the "54" Phaeton 
during the time between March 17th and 
April 19th reached the stated figure. Names 
of all winners are to be published in the 
Triangle as soon as possible. DON'T 
OVERLOOK THIS! 
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■ More About the Used Car Problem ■ 

= Es 

1 Your Biggest Competitor Today is the 500,000 Motor-Cars in g 
| Owners' Hands — Therefore Study Well the Used Car Situation 1 
1 In Your Own Locality — It Can Be Solved = 
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^"H|15ED cars arc a problem. There's no 
\^ doubt about that. 

But don't let them "get your goat." That 
won't help any. The difficulty must be met, and 
studied, and CONQUERED. Only by so do- 
ing can the automobile dealer and the automobile 
maker stay in business and make money. No use 
to lie down and cry over it. 

And there is one very comforting thought. 
That is that the Hudson dealer has less of this 
problem to contend with than have others. 
Because of the high value that attaches to all 
used Hudson cars. 

Here is a vivid example of the demand that 
exists for used Hudsons. The illustration is a 
reduced photograph of the "automobile classified 
ad page" of the Chicago Tribune of Sunday, 
April 27th, last. 

There were something over 420 cars adver- 
tised on that page— AND THERE WAS 
ONLY ONE HUDSON IN THE LOT! 
And that ONE was a 1910 Hudson and the 
owner asked $650.00 for it! It is a common 
thing for Hudson dealers to tell us that they 
have a "waiting list" for used Hudson cars. 

So a dealer who trades in only Hudson 
cars has little or no problem confronting him. 
Many dealers refuse to take in anything but a 
Hudson. They will not trade other cars. 

TRADING IN CARS OTHER THAN III DSONS. 

^lT^N SOME cases, however, it seems to a 
_J^ dealer almost necessary that he should al- 
low some credit for owners* cars of other makes 
in trade toward a new machine. For otherwise 
the volume of business he can do is apt at times 
to be lessened. 

Then the troubles begin. Competitors whose 
cars are priced on the expectation of "trading," 
and on the allowance of a discount, appear to 
have the advantage. They offer more than the 
Hudson dealer is able to see in the old car. 
And the prospect may think he is for that 
reason selling his old car at a higher figure. 

A good salesman will meet this condition by 
stating the above openly and frankly. It is not 
difficult to show a reasonable business man that 
the thing is nothing more nor less than a trick, a 
subterfuge, to permit of this apparently larger 
trading price for the old car. And a strong com- 
parison may be drawn as to the actual value of 
the Hudson and the other car by showing that 
the other car is, admittedly, worth less than its 
list price, for this very reason. Then — if the 
maker of the car, and the dealer, are deliberately 
misleading the buyer in this respect is it not en- 
tirely possible that they will do so in others, and 
hence the car is a dangerous one to consider. It 
will, also, inevitably be worth a lower selling 
price as a used car, because the public knows 
of this condition. Such a car acquires a bad 
reputation. 

All used cars sought to be traded in have a 
definite and well-known value on the automobile 
market. The price offered by different legiti- 
mate dealers will rarely fluctuate much from a 
fixed point. Any dealer, therefore, who offers a 
price notably greater than the average of the con- 
servative and old-established dealers is evidently 
doing it from a motive that does not belong to 
legitimate business. And such practices, in any 
line of business, the buyer well knows should 
excite suspicion, and cause the dealer to be 
avoided. 
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AN INSTALMENT PLAN THAT HAS 
WORKED WELL. 
E fact that there are 300,000 or more ma- 
tines now in the hands of owners is both 

Irag and a benefit. A drag because these must 
be absorbed by a new class of buyers before 
sales of new, and as a rule better grade cars can 
be made, and a benefit because these 500,000 
owners are educated automobile drivers and are 
easier to sell to than new owners. 

Some dealers have done well by a system of 
instalment sales. An instalment buyer will, as a 
rule, pay more for a car than if he was paying 
cash. A car that sells for $800 cash will usually 
bring $900 on time. This leeway of $100 is a 
sort of insurance for the dealer. It covers pos- 
sible slight demands for service that may arise, 
and it provides for interest on deferred payments. 

Cars have been sold at a price of $900 with a 
cash payment of 
$500 and five de- 
ferred payments 
of $60.00 each, 
payable monthly 
in five months. 
Interest at ruling 
rates. A contract 
of sale, retaining 
title to the car in 
dealer, was made. 
It was almost al- 
ways found that 
two or three of 
the monthly pay- 
ments were read- 
ily made. Thus 
the car represent- 
ed a value of 
$660 to $740. 
Not many men 
will allow an ar- 
ticle to get away 
from them after 
they have paid 
$740 on it. With 
a balance of only 
$160 left. 

One dealer 
urged in opposi- 
tion to this plan 
that the buyer 
would demand all 
sorts of unreason- 
able minor re- 
pairs, adjust- 
ments, etc., and 
that t h e dealer 
was forced to 
give them to him 
for fear of losing 
the car. But this 
can be avoided. 
A very thorough 
and complete un- 
derstanding can 

be had with the buyer before the car is sold. 
These features can be very clearly brought out. 
The buyer is always keen to get the car. And 
he will stand for pretty drastic terms in order 
to do so. A clever salesman should have no 
difficulty in avoiding this, and a form of contract 
can be used that will get around the danger. 

With $500 paid on this car, and with good 
short time notes for $400, the dealer will hive 
no trouble in getting his money from the bank on 
the deferred payments. And the fact that the 



bank is the collector of the deferred notes will 
operate to put the buyer in a desirable frame of 
mind in reference to them. He will pay them 
to the bank when he would attempt to put it off 
if notes were in the dealer's hands. 

THE SECOND RE-SALE. 

aS ED cars of fairly good size and price can 
be profitably sold to such persons as have 
owned one of the many small cars on the market, 
but who, in buying a second car, wish to graduate 
to a rather more powerful vehicle. In the case of 
one maker who sells very many cars yearly it is 
estimated that 80 per cent of owners of this car 
buy some other car for their second investment. 

Here lies an excellent field for the sale of cars 
of $800 to $1000 and even a little higher. And 
in this second sale, too, a second trade can be 
made, and often is. The dealer gets say $500 
in cash, and trades in the small car at $300. He 
thus reduces his cash investment in the used car, 
and simplifies his selling problem still further. 
For it isn't hard to sell at $300 to $350 these 
little cars, of low upkeep expense. 

In working this plan a list of owners of small 
cars should be secured, particularly cars which 
have been driven one or two seasons. These 
names should be circularized with matter about 
the larger car that can be had at such a favorable 



figure. And the opportunity should be played 
up of how the driver of the small, and possibly 
somewhat unsatisfactory car can now have a 
larger, steadier and more powerful machine. 



i^HE Triangle would like very much to 
V ^y have dealers write us freely in this con- 
nection. Tell us what you have found your 
principal trouble. Tell us any good schemes 
you have used. Maybe we can be of mutual help. 
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reduced friction surface. The Fiat and 
many other famous cars use the Hudson 
type of crank-shaft. 

QIESTION — "On several occasions I have 



had prospects ask me If our transmission gears 
Tiy we do not have bigger 



When a prospect brings up to you an objection that you have not found 
it possible to answer, send it to the Selling Questions and Answers Depart- 
ment of the Triangle and the expert advice of the selling authorities of the 
Hudson Company or the Engineering Department will solve it for you so 
that you may never have any future difficulty with that question. If you have 
any more than one f send them all. Send one today. 

QUESTION — "During the past week we lost 
a sale to the X car because the prospect 
couldn't be convinced that a three-bearing 
crank-shaft was as strong as a five-bearing. 
What's the answer to this objection?" 

ANSWER — Compare the sizes of the 
two shafts. Show how much "over-size" 
is the Hudson shaft. Direct attention to 
the length and size of the bearings. Ex- 
plain that the five bearings are really an 
expedient on the part of the maker of a 
car which has separate cylinders. That 
it would be practically impossible to use 
only three bearings where separate cyl- 
inders are used as the total length of the 
motor is so much greater than where 
cylinders are cast en bloc. In the Hud- 
son motors, both the 37 and the 54, the 
cylinders are cast in two blocks. The 
total length of the motor is short, and 
it is therefore possible to get the ad- 
vantage of the three bearings instead 
of being forced to use five. The 
fact that there are two bearings less 
than the X car reduces friction, econo- 
mizes power, makes adjustments easier 
and simpler. And the short, stout 
shaft of the Hudson operates evenly and 
sweetly on its bearings, with less possi- 
bility of deflection and side pressure than 
in the case of a much smaller, longer 
and lighter shaft. The best foreign prac- 
tice is to use the en bloc cast motors. 
And three bearings are almost universal. 
One six-cylinder car is designed with 
but two bearings and has proven amply 
strong, with all the advantages of the 



are not small, and wh, 

transmission gears. In one instance I think 
my Inability to overcome this argument was 
the point that lost the sale." 

ANSWER — You need not have lost 
that sale. The Hudson Company could 
use transmission gears of half the pres- 
ent size, in fact the five-ton White truck 
uses the same gears as the Hudson "6", 
yet our car weighs but two tons. Our 
gears are of nickel steel and with 
gears small in diameter, so there is no 
strain that the gears cannot take care of. 
The fact that the Hudson transmission 
develops no trouble is important to 
your prospect, along with the fact about 
the White 5-ton truck. 

QIESTION — "How can you use a four-point 
suspension without the unit type power plant? 
Will the motor not bind when the car is In a 
rut? This question was asked at the Boston 
Automobile show." 

ANSWER — To disprove this assump- 
tion take the Hudson "six," raise one 
front wheel on the curb or on a step, 
and press the self cranking button. 
You will have no difference whatever 
than when the car is on an absolute level, 
because the motor will not bind. The 
Hudson "six" is of such perfect con- 
struction and so thoroughly tried out be- 
fore being placed on the market that it 
was impossible to overlook such an im- 
portant point. 
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^C\HE arrow that is not drawn from the 
^^/ quiver will never bring down the game. 

The cartridge that remains unfired in the 
magazine will fail to do its part in the battle. 

The good ideas that are found weekly in 
the Triangle will bring YOU no business 
until you USE THEM. 

There may now and then creep into these 
columns something that doesn't quite appeal to 
YOU. You may think it not suited to your 
peculiar conditions. But on the whole there is 
nothing here that will not work almost any- 
where. Practically everything that is recorded 
has been used, or is the story of an actual 
experience on the part of some dealer. 

Or it comes from a man or men who have 
had long familiarity with the subjects about 
which they write. Men who usually have had 
far wider opportunity of observing certain prob- 
lems than has almost any dealer. 

We do not assume to tell any man how 
he should run his own business. That isn't 



the idea. We simply want to put at his dis- 
posal the combined experience of thousands 
of others so that he, and we, and all of us may 
be better posted on the ho*> and the n>/iy and 
the v>hcn and the where of selling HUDSON 
cars. 

pilllllllilillllillllllillllllllllU 

Useful Lists for Dealers j 

Ilii|l!II!IIIII[!lillllJl!ll!i:iM 

aLL dealers may not know that the Motor 
List Company of Des Moines, Iowa, is 
prepared to furnish complete and accurate lists 
of owners of automobiles in selected cities, coun- 
ties and states. The lists are alphabetically ar- 
ranged by names of owners, and give address of 
owner, make of car, registry number, etc. The 
lists can be had for any state, county, or city in 
the United States. We urge upon all dealers to 
get in touch with the Motor List Company and 
secure accurate and up-to-date lists of owners in 
their territory. The list will be found immensely 
valuable in acquiring a knowledge of the cars 
that are owned, their age, and other information 
that will enable dealers to work a systematic 



campaign for the sale of HuDSONS. Several 
dealers have used these lists and they report them 
very valuable. 
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BIG FAMILY GOSSIP | 

"Keep Smiling Till 10 A. M. and the | 

Rest of the Day Will Take Care of Itself." I 

s 
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You see it was this wayl It was at Webber 
and Stubbs, that quaint German cafe in Mil- 
waukee, where you do get the dog gondest good 
"eats." There were five Hudson owners there 
— and also there was Dr. Schreiber. It was 
because the magnetic "Doc" was there that the 
others were. Doc gets hold of a prospect, sells 
him a Hudson "54," and the man drops in be- 
hind Doc with all the other Hudson boosters 
and follows him about like a dog. Beats all 
how some Big Family chaps can do that! 

"Sixes" are in the very air out in Salt Lake 
City. Tom Botterill, Main Chance artist of 
that sunny locality, avers that 80% of his sales 
of 1913 cars have been "Sixes." That shows 
how easy it is to sell the "New Hudson Six" 
Phaeton. How does your percentage of sales 
line up with this? 

This was at Cincinnati. There had been 
a meeting of the Ohio, Kentucky and Indiana 
dealers; and Yeazell of Dayton was there. 
Seems that the "bacon," or whatever it was they 
ate, was really good. Hence rises Yeazell to 
his feet and moves a vote of thanks to the 
Hudson Company, to the District Manager and 
all present. "For," said he, "this is the first 
square meal I've had since March 26th." 

Harry Heberle of Minneapolis, is what you 
might call an "idea-a-minute" man. His latest 
scheme is to get George Ade to write one of 
his fables in slang about the motor-car prospect 
who is guilty of the foolishness of "buying a 
discount/' and the troubles that he gets into as a 
result. H. says if George won't do it he'll take 
ten minutes off from selling "54's" and do it 
himself — durned if he don't. 

Saw "Dick" Bacon the other day. He is 
still eating grass. Has discarded 1 1 more holes 
from his belt. Swears he can wear the latest 
thing in "straight fronts" now. And, say! The 
enthusiasm that lad has! Gosh! 

These also believed in what the little boy said: 
"The time to take tarts is when they're p ass in 7 ' 
and they got a strangle hold on the Hudson 
agency as it heaved in sight. 

Yoakum Machine Shop and Garage, Yoakum, 
Texas; Zingelman and Alexander, La Grange, 
Texas; Henson Hardware Company, Paola, 
Kansas; Standard Auto Company, Wheeling, 
W. Va. 

Welcome, gentlemen, to the Big Family! Hope 
you'll like us! 

"$23.00" cried Ed. Boorsc, of the Schreiber- 
Boorse Main Chancers at Milwaukee. "That's 
just my pipe figure." And another Skid- 
doo pipe was added to "Ed's" collection. 
Any Big Family member who has an old 
frazzled out pipe, that loo^s antique, that he 
would like to get rid of may get $23.00 for it 
by sending it by express or parcel post to Ed. 
Boorse, Schreiber- Boorse Motor Car Company, 
Milwaukee, Wis. (Please prepay charges.) 

Geyler was at the factory lunch room last 
week — telling the usual brand of Geyler stories. 
"Looie" always finds a new one somewhere. 
Or else he makes them up. I dunno! 

Some smooth SIX! Ran a mile on a flat 
tire and never knew it! Some class to the 
springing and balance of the SIX! 

The SIXES keep moving! 
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Make a Salesman of Yourself 
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To-day We Need 
Real Salesmen 



ed 



A J OT very long ago automobiles were "bought." Today they must be "sold." Do you know the difference? 

* '* Do you realize just what is comprehended in that brief sentence? 

You MUST. For on this is based your daily work, your daily bread, your hopes for the future. 

^nHE difference is that between a "seller's" market and a 
^^ "buyer's" market. A seller's market is one where there 
are not enough automobiles to supply the insistent demand of 
buyers who stand in line to get cars. 

A buyer's market exists where there is competition among 
manufacturers to make sales to buyers who are so sought after 
and cultivated that they have become very independent. 
Because they have learned that the balance is now on their 
side, where a few years ago it was on the side of the seller. 

Under these circumstances there must 
be developed a race of real automobile 
"salesmen." When everybody clam- 
ored for cars "salesmen" were not need- 
"Order takers" were all that were required. 
There may be what have been called "born salesmen." 
But it is not safe for a man to cease efforts at self-improve- 
ment because he has been told that he is one. It is doubtful 
whether there are born salesmen any more than there are born 
soldiers, or pugilists, or piano players. The germ, the talent 
may exist, but it must be trained and developed. 

Certain it is that no great battle was ever won by untrained 
or illy trained troops. And selling automobiles is a battle. 
We are an army organized to sell Hudson motor cars. We 
need trained men, disciplined soldiers just as much as does a 
Napoleon or a Grant. 

Work and study are needed by a man who wishes to per- 
fect his selling powers. He must devise or adopt a system, 
and he must stick to it. 

There is a right and a wrong way to sell automobiles. The 
right way is told in the TRIANGLE, in the Digest, in the selling 
hints and helps that are sent out from the factory. 

Do not get the idea that the factory 
representatives of the HUDSON are a lot 
of "Know-it-alls," a bunch of conceited 
individuals who really don't know any 
more than you do, and who are everlastingly "preaching" to 
you. If you could see the way the men in the factory sales 



There is a RIGHT 
WAY to Sell a Car 



We Don't Assume 
to "Know It AH" 



and advertising department work and study all the time, you 
would appreciate their anxiety to teach themselves* as well as 
to aid you. The things you find in the TRIANGLE and other 
literature and letters are the combined experience of the best 
salesmen in the world. We gather them from everywhere. 
We do the sorting and sifting and pass them on to you all 
ready to "eat." 

Here is a short instance of how NOT to sell cars. A factory sales 
department man was in the salesroom of a prominent dealer the other 
day. A prospect came in. Said he would like to see the New Hudson 
Six. The salesman took the prospect over to the car, lifted the hood, 
and at once began a long harangue about the technical points of the motor! 
Right off the bat! Almost before the buyer had said a word! 

That's no way to sell automobiles! It is a good way to stir up 
trouble and argument and to lose a sale! 

We hope there are not many of this sort of "salesman" among the 
Hudson family. 

The right way to sell a car is too big a 
subject for this one short article. But it is 
all told, over and over again, in various fac- 
tory literature. And there is to be MORE 
than ever of this sort of instruction from now 
on. And that is the reason why we are printing this article. 

There will be lessons in selling; systems to follow with certain 
types of buyers; schemes for side-tracking opposition and arousing inter- 
est; methods of approach, of closing; of every detail connected with the 
selling of a Hudson car. 

This series of "lessons" will bear the stamp of the best knowledge 
that can be had from factory men, district managers, distributors, dealers, 
sub-dealers — in fact, wherever we find a good selling idea we aim to 
publish it for the benefit of all salesmen. 

What YOU must do is apply these prin- 
ciples to your own personal use. Study them, 
practice them, base your selling on them. You 
may think this "all bunk," but, believe me, 
you will surely find your selling ability increas- 
ing just in the proportion that you follow definite and settled methods 
that HAVE BROUGHT RESULTS to others, and that WILL DO 
THE SAME FOR YOU. 

You must be "on the job" day and night. Not necessarily walking 
the street all the time, but ABSORBING INFORMATION all the 
time. Picking up hints on approaching men; stuyding methods of men 
who are successes; reading books on subjects that teach human nature, 
and how to influence others, etc. It is impossible that you should ever 
know too much on this subject. It is well worth while to even cut down 
a little on the "billiard and ball game time" and use more of it to "Make 
a Salesman of Yourself!" 



It's AH Up 
YOU 
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Value of Well 
Arranged 
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Windows 
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By T. E. DEAN, District Mgr. 
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Ti"»HE importance of a well-kept, up-to-date salesroom is something that 
Jl is not always given the attention it deserves. 

An untidy salesroom is a decided detriment to any automobile 
dealer's business. It is a stumbling block in his path to success and as 
such, should be removed. 

No car can be displayed to its best advantage in anything but a clean, 
business-like establishment. 

No matter how beautiful in design, or luxurious its appointments, the 
surroundings of any car are bound to detract from its appearance, unless 
the general atmosphere is in keeping with the car itself. 
First and foremost, it is 



Salesroom and 
Service Dept. 

Must 
Be Separate 



absolutely necessary that the 
salesroom and service de- 
partment be kept separate. 
A more grievous mistake 
can not be made than to combine these two de- 
partments. 

If a dealer's quarters are confined to one room, 
let him get busy and put up a partition, and get 
his repair work, with its accumulations of dirt, 
grease, tools, parts and what-not, out of sight of 
prospective customers. 

Prospects should never come in contact with 
service work. No matter how innocent the nature 
of the repair, if a customer happens to see a car 
torn down, doubts immediately begin to assail his 
mind as to the stability of the car, and it only 
gives him an opening to ask questions, which other- 
wise the dealer would avoid. 

It simply means that unforeseen obstacles may 
be placed in the dealer's path, and he will have 
to work so much harder to secure the customer's 
order. 

No dealer should allow his salesroom to present 
anything but the best of appearance at all times. 



Clean and Oil 
the Floor 



In the first place, he 
should keep the floor scrup- 
ulously clean and polished, 
if possible, as this always 
helps to set the cars off to good advantage. He 
should not allow his employees to leave tools, 
parts, waste and other litter lying around, as if 
anything will cool a customer's interest in a car, 
it is the necessity of stepping over a pile of rub- 
bish to inspect the car. 

Then, too, quite often nowadays a woman en- 
ters very prominently into the sale of a car. 
Women generally detest untidiness and if the 
dealer wants to retain the confidence of this 
class of trade, he must look to this matter care- 
fully. 

All cars should be arranged in an artistic 
manner in such a way as to enable customers to 
see all sides of them without inconvenience. 
The cars should be polished up and presented 
in the best condition at all times, so that when a 
customer comes to the salesroom, the impression 
he first gains will be the best from the start. 

It is a hard matter to overcome prejudice as 
to appearance gained by the customer at first 
sight of the car and the only way to forestall 
this is to have the cars look their best at all 



Clean up the 
Walls 



The walls and ceilings of 
the salesroom should also 
have particular attention. 
Dust and spider-webs, old 
calendars, advertising lithographs, should be re- 
moved. A coat of paint or kalsomine will help 
wonderfully, and a few framed photographs and 
advertisements of the cars on display hung on 



the walls in a spacious and artistic manner will 
give the whole place an entirely different atmos- 
phere and make the customer feel that he is 
doing business with an up-to-date and progres- 
sive concern. 

Another very important feature of the sales- 
room is the display windows. Too many dealers 
do not realize the value of a good window dis- 
play. If they are located on the main street 
of their city, a large percentage of their rent 
is for the use of those same windows, and if they 
are wise they would get the maximum value of 
advertising out of them by an attractive display. 



The advertising value of 
a well arranged window is 
nothing short of wonderful. 
Think of the number of 
people who pass daily and 
whose eye can easily be attracted by a well ar- 
ranged and good display. 

Everybody knows that many merchants pay 
large salaries to artists, whose only duty is to 
trim their windows artistically. These mer- 
chants know the advertising value of their win- 
dows and realize they are paying big money for 
their use; and you can depend upon it that they 
are going to take full advantage of them. 

Automobile dealers can not do better than to 
follow this example. 

A great many dealers pay absolutely no at- 
tention to this phase of their business. They 
allow their windows to remain unwashed for 
months at a time. They will fill valuable space 
with samples of oil, a tire or two, some acces- 
sories and a varied assortment of cards, etc., 
announcing approaching councils or shows, and 
for a background use an old, second-hand car, 
half washed and in a disreputable condition, and 
as if this were not bad enough, they allow an 
exhibit of this sort to remain in the place for 
several months until an inch of dust has col- 
lected on everything in sight and the place has 
an old curiosity shop, rather 
to-date automobile salesroom. 
e in the extreme, when it is 
a little effort on the part 
that is necessary to transform 
into a display that will show 
results in dollars and cents. 

The way to remedy this is first to keep the 
(Continued on page j) 



"Best Garage and Salesroom in Winconsin" 

So the owners say, and they surely ought to know. 



XT'S a good-looking garage anyhow — 
whether or not you agree with the proud 
claim of its owners. 

Congratulations are in order to the Ritter 
Automobile Company, Madison, Wisconsin, on 
their splendid new building. Certainly it is most 
attractive. The repair department, of which a 
partial view is shown, is located on the third 
floor. Ample provision has been made for the 



best of service, and the fact that the establish- 
ment is located on a street car line (the only 
garage in Madison so placed) makes it easy to 
handle customers. 

The sales influence of a good building, in a 
good location, is sufficient to more than pay for 
a really fine place in a short time. Dealers who 
have succeeded in arranging this feature of their 
business are unanimous in their endorsement of 
the real economy of the "good front." 




Digitized by VjOOQ iC 



THE HUDSON TRIANGLE 




fiX O. PATTERSON, district manager, re- 
V^A* ports a striking instance of the advantage 
that a dealer has in selling the Hudson — a 
"merchandised" car. 

Mr. Holliday, of the Ardery-Holliday Motor 
Car Company of St. Joseph, Missouri, told him 
of a sale he had made to a man named H. A. 
Smith. The sale was made absolutely because 
the Hudson is so well advertised and "sold" 
from the factory. In other words, it is what is 
called a "merchandised" product. 

Mr. Smith was ill in bed. He told his family 
that as soon as he could get about again that he 
was going to buy a new car — a Stevens-Duryea 
Six. He was already the owner of a Stevens- 
Duryea that cost him $2750. 

READS HUDSON "DOPE" WHILE EL IN 
BED. 

^-^UT when he recovered from his illness he 
v|^/ walked into the Hudson dealer's place of 
business and asked to be shown the Hudson Six, 
and that he be given a demonstration of the car. 
Mr. Holliday was on the spot — as usual — and 
showed him the car. And Mr. Smith bought the 
Hudson Six. 

The secret was that while he was ill in bed 
he had been spending much time in reading the 
newspapers, the Saturday Evening Post, and 
other publications. And he saw there so much 
about the Hudson, and was so much impressed 
by it, that he determined that as soon as able he 
would see this car. 

There is a lesson in this for dealers who some- 
times do not thoroughly appreciate the enormous 
assistance that is given them by the factory in 
aiding them to make sales. There is also en- 
couragement to rely largely upon the fact that a 
caller is in a large percentage of cases already 



almost, if not quite, sold on the HUDSON before 
he enters the showroom. 

We are not only advertising in ways that reach 
every possible automobile buyer in America, but 
we are following thousands of prospects individ- 
ually from the Sales and Advertising Depart- 
ments of the factory. This selling assistance is 
at the service of every Hudson dealer. All 
that he needs to do to secure this tremendous 
assistance is to send to the factory the names and 
addresses of his prospects. We ask for TWO 
separate lists for present work. One list is to be 
"hot" prospects for the 54 — the New Hudson 
Six Phaeton. We DO/VT want the names of 
every man, woman and child in your territory! 
We want ONLY those whom you know to be 
more or less interested in the SIX. 

Then we want a SECOND list of owners of 
X, Y and Z cars, — such cars as come into com- 
petition with you. We have TWO DIFFER- 
ENT LETTERS for these two lists. That is 
why they must be kept separate. 

SEND IN YOUR PROSPECT LISTS. 

XF you have not already sent in your lists do 
so AT ONCE. And we will get the series 
of letters to these people immediately. Thus you 
will feel the benefit of this special work without 
delay. 

The factory is willing and anxious to help 
every dealer. Put it up to us to "merchandise" 
your cars for you. We will surprise you by 
what we can do to help you sell them. 

And always bear in mind that practically every 
man who comes to you is already inclined to 
favor the Hudson, because of the suggestions 
that have been working on his mind through our 
marvelously complete advertising campaigns. 
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"Hit the Line Hard!" 
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(O says L. G. Muller, the man who 
founded the National Sales Managers* 
Association. This is the REAL 
STUFF! This is the sort of thing out of which 
is made successful men, wealthy men, men who 
LEAD! YOU can do it! This is the message 
for every man who is alive: 

"Nothing is impossible where determination 
propels. Determination which believes in self 
not only believes but knows that we can accom- 
plish all we think we can. Having reached that 
attitude, our perspective widens and we are 
forced to enlarge our mental horizon. To think 
and do larger, greater, better things than we have 
attempted heretofore. 

"We lift ourselves by our thoughts, by what 
we believe ourselves to be. As water always 
rises to its own level, so no man can go higher 
than his own ideals. So with St. Bernard: 
'Nothing can work me damage but myself; the 
harm that I sustain I carry about with me, and I 
am never a real sufferer but by my own fault/ 

"The most important of all the qualities of the 
successful salesman is 'self -control' — mastery 



over self. That is the keynote of the whole sit- 
uation; it is the open sesame to fortune, the con- 
queror of all difficulties, for through it we be- 
come masters of all things. 

This is a most vital fact for you to remember, 
for a salesman more than any other man is 
brought daily most squarely face to face with 
conditions and situations which demand absolute 
control of self. Many a customer has been lost 
simply because of a lack of self-control on the 
part of a salesman. 

"Do not become discouraged. The darkest 
hour in your career may be just before you slip 
into your brightest life. Changes come quickly 
and when least expected. Moves are made rap- 
idly on the checkerboard of commercial life. 
Be Patient. Your time will come if you have 
the right stuff in you. Success is won by pati- 
ence; success means the ability to overcome ob- 
stacles and reverses; it comes to those who move 
forward slowly, cautiously — but surely. 

"Hold your head up! Aim high and 'hit the 
line hard'.** 



©HERE is no future for the man who 
will not make an effort, or for him 
who is afraid to make a mistake. 
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HROM Texas "down by the Rio Grande" 
— also from other parts of that small 
stale — come great stories of HUDSON 
doings. T. E. Dean is nosing about in that 
territory. He says that the Hudson — engineered 
by one Steinhardt — had the proud distinction of 
making the first sale of the. first car in the first 
licensed automobile show ever held in San An- 
tonio. Two other Hudsons were sold during 
the same show — April 20 to 26. These were 
to men who had never been worked as pros- 
pects. Case of "love at first sight.'* The Stein- 
hardt bunch of fully charged wires is sure bound 
to do things in old "San Anlone." 

Down in Victoria is W. E. Daniels. Corking 
nice place has W. E. When he gets his new 
ideas all framed up and the cut-out wide open 
you will be hearing things from down Victoria 
way. 

Houston had a sort of a race. Hudson ran 
second. Didn't seem just right for the B. A. I. 
A. (Do you get that?) to be in second place. 
So here goes Burton's solid shoulder to the wheel, 
and — BINC! — the second becomes first and the 
Hudson LEADS! That's what Burton did! 
Just naturally passed that old X car as if it had 
run clean out of gas. So now the Hudson leads 
in sales in Houston, with the X car second. And 
Burton did it! 

C. Chaddick & Co., of Corpus Christi — (Gee! 
What a bunch of C's) — have an abiding con- 
viction that a good show-room and a nice service 
station, with smiles and courtesy to their custo- 
mers, go a long way in keeping Hudsons in 
the public eye. And they sure do make it go 
in Corpus Christi! You'll find this holds good 
everywhere. To spend some money on a nice, 
clean, bright, attractive salesroom in a good 
location, and to follow cars with service, and 
then service, and then MORE service, is the 
keystone of success in the automobile business. 

They do say that Burt E. Hinkley, of Browns- 
ville, is pretty nearly the most popular man in 
Texas. They are certain he is in Brownsville. 
And, moreover, "Burt" is a corking good auto- 
mobile man. What he doesn't know about the 
"gas buggy" isn't north knowing. And he can 
infuse that same enthusiasm into a prospect. 
Which is the secret of sales. "Hurray for 
'Burt'!" 

If you look at the map of Texas you'll find 
there a very decided spot just along about where 
the town of Beaumont is located. Rupert Cox 
did that. He sure did put Beaumont on the 
Hudson map. Some class to Cox! — Cox! — 
Rupert Cox!— Rah! Rah! Rah! 



{Continued from page a) 

accessories in a locker. It is not necessary to 
advertise them. Everybody knows if a man sells 
automobiles, he naturally has some accessories 
for sale. The concerts and shows should be 
asked to advertise elsewhere, and the second-hand 
car should be placed where it belongs, that is, 
viz, in the service shop out of sight, or in a 
special department used exclusively for the sale 
of second-hand cars. 

Then the windows should be given a good 
cleaning and a new car placed in a conspicuous 
position where it will attract the most favorable 
attention, and a card giving the name of the car 
and its price placed upon it. 



Plenty of Light 

Inside 

and Out 



Proper illumination is an- 
other one of the very im- 
portant things that is over- 
looked in the salesroom and 
should be given careful at- 
tention, for it helps a great deal. An electric 
sign on the outside of the building will go a 
long way towards giving the impression of a 



prosperous and up-to-date establishment. 
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Who Said "Gentle Horse That a Child Can Drive"? I 
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^Y^HEN it comes to talking about a "gentle 
ygy horse that a child can drive," tell your 
prospects about the "gentle Hudson auto/* 
shown in the photo, that is driven by John Mau- 
rice Albright, Jr., of Richmond, Indiana. 

Here is little John. He is 8 years old, is 
just 52J/2 inches tall and weighs 65 pounds. He 
drives the HUDSON car shown. He does it en- 
tirely unaided, and is perfectly competent to 
take the car anywhere, alone. 

He recently drove from Richmond to Indian- 
apolis, a distance of 34 miles, without the slight- 
est difficulty or delay of any kind. He made 
the rather remarkable time of two hours and 
thirty-five minutes for the trip. From Cam- 
bridge City to Indianapolis this time is consider- 
ably better than that made by the electric inter- 
urban cars. 

Young Albright is a small boy, yet his little 
feet and hands are possessed of ample strength 
to bring a powerful Hudson to a dead stop 
within its own length, when traveling at a mod- 
erately fast gait. 
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m Low Gasoline Consumption i 
| of the "SIX" | 



Art 1 

\Jy Hudson Six ' Phaeton burns more gasoline 
than a big four tell him this: 

Henry A. Coit, of Los Angeles, made the trip 
between Los Angeles and San Diego, including 
some side trips, on Saturday, April 12th. Part 
of the road is very rough, and grades are many 
and steep. In spite of this the SIX covered the 
distance of 364 miles without even a puncture; 
and the consumption of gasoline was less than 35 
gallons ! That means almost 1 1 miles to the 
gallon! 

On reasonably good and level roads Mr. Coit 
could probably have raised his mileage consider- 
ably. In addition to all the comforts and ad- 
vantages of owning a SIX the ability to make 
1 1 miles or more on a gallon of gasoline will 
appeal to most owners. 
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The public does not realize the enormous 
braking power of this modern motor-car. A 
locomotive engine weighing in the neighborhood 
of 250,000 pounds has braking power of only 
about 1 square inch to every 1,100 or 1,200 
pounds. While in the Hudson car the braking, 
or "stopping" power is about 1 inch of brake 
to approximately 10 pounds. 

This is the reason that the slight strength of 
a child, when intelligently used, is perfectly 
capable of instant control of these powerful 
machines. As a matter of fact, thousands of 
Hudson cars are driven by young girls of but 
slight physique and since the Hudson is elec- 
trically-cranked, there remains no single feature 
that is beyond their ability to handle. 

As of course you know, it is as easy, or easier 
to drive the 54 SIX, than it is a four. 

This is a good thing to tell your prospects, 
especially where the question of a lady driving 
the car comes up. Show them this picture and 
tell them the story of little Johnnie Albright. 
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Roadsters Seem to be Popular 1 
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From the Gomery-Schwartz Motor Car Co., of 
Philadelphia, comes this plea for people who 
have keen eyes. 

"Please ask Triangle readers to be on the 
lookout for 1912 Hudson Roadster No. 24,084, 
engine No. T- 11,811, painted in exact duplicate 
of the 1913 gray cars. It was stolen May 5th 
from its owner, John B. Clothier, Lansdowne, 
Pa." 

Look for gray roadsters that don't belong in 
your territory. 
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i BIG FAMILY GOSSIP 



g If you don't see your own name here EJ 

{§ why not try sending us the gossip from § 
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your section? 
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Among those who gleefully climbed on the 
Hudson Band Wagon, grabbed a horn and 
started to "boost" for the Best Car in America, 
may be mentioned: Charles W. Semmes, of 
Washington, D. C; H. E. S towel 1, Syracuse, 
N. Y.; J. C. Jolly, Warren. Ark.; McClerkin 
Auto Co., Monticello, Ark.; C. T. Edwards and 
Brothers, Murphysboro, HI.; Harry R. Smith, 
Fillmore, Cal.; John B. Green, Washington, 
Ga.; Richardson Bros. Auto Co., Sh inns ton, W. 
Va. Glad to meet you, gentlemen. Set right up 
to the table and pitch inl 

We made a mistake in last week'sTniANGLE. 
Or rather the printer failed to make a marked 
correction in one article. It was stated in the 
"Selling Questions and Answers" column that the 
37 Hudson motor was cast in too blocks. Of 
course every one knows that it is cast in one. 
Several sharp-eyed dealers saw this and "called" 
the Triangle man good and hard on his error. 
To tell the truth we expected a flood of letters 
instead of the comparatively few that arrived. 
Did YOU see it? If you did, why didn't you 
get busyl We are looking for criticism. We 
are apt to slip something in at any time just to 
see whether or not you are reading the Triangle. 

That "Guy" Smith in Omaha is all perked up 
over his new building. It starts out to be three 
stories high, and 62 feet by 150 feet. On the 
first floor we understand there are to be Hudson 
cars, and on the second floor Hudson cars, 
and on the third floor a few Hudson cars. They 
will ALL "keep moving," however — that's the 
way Guy L. Smith does things. 

From Brisbane, Australia, which most of us 
no doubt think very, very far away, comes Vol. 
1, No. I, of "The Motor Messenger,' published 
by The McGhie Motor Company, Brisbane mem- 
bers of the Big Family. It is full of "meat" 
and enthusiasm. It will undoubtedly sell Hudson 
cars. 

At the bottom of each of their ads in the local 
papers the Overland Company, representing the 
Big Family at Grand Rapids, Michigan, insert 
this excellent slogan; "Service That Serves." 
And they deliver the goods. 



iviiss /Aline Deing a ciever ana aanng gin, as 
well as a pretty one, delights to drive a motor 
car. And her "dad" has bought for her several 
cars of different makes, so that the young lady 
is what might be called an "expert." Being de- 
sirous, therefore, of having the best that was on 
the market, it was only natural for Miss Aline, 
when her father asked her what car she would 
like this year, to say: "Oh, a Hudson, by all 
means! It's the classiest and best-built car on 
the market!" 

So that is why, although Mr. King is inter- 
ested in a business way in another make of car, 
he was obliged to buy a Hudson for this expert 
daughter of his who knows a good thing when 
she sees it. All of which merely beats in the old 
proverb: "The more they know of other cars 
the better they like the Hudson." 
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bject Lessons in 

Salesmanship! ■ 
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Vv^E have been trying out at the factory — and to a limited extent in 
riy other directions — a scheme of object lessons in salesmanship. 

We all learn by imitation. A child walks and talks by doing 
what it sees others do. If an infant were placed in a monkey cage and 
allowed to grow up with the monkeys it is conceivable that it would chatter 
like the monkeys and hang by its toes from the branches of the trees. 

Much can be learned by these "mock sales." To be sure 
we do not expect that they will be perfect demonstrations 
of actual sales. And it is frequently the case that a sales- 



Value of "Mock 
Sales" 



man gets "stage fright" when he tries to talk to men whom he meets and 
works with every day. But after taking all this into consideration it will 
still be found splendid practice to hold these mock sales. And after a 
few attempts salesmen will find that their nervousness will wear off, and 
that this practice will be of great assistance to them when they come to 
handle genuine prospects. 

In a recent affair of this kind that we held at the factory several men 
"sold" cars to a supposed prospect. After all had finished the meeting 
was thrown open for criticism. Everybody had something to say. The 
best of good nature and feeling prevailed. Men took what was "handed 
to them" with a smile, and paid it back to their fellow salesman. 

The NET result was that all present went away with a standardized 
and identical method of approaching their prospect. And each gained 
enormously from the experience. 



Every Dealer 
Can Use 
This Plan 



Every dealer can do this. 
Even if there are only two 
or three men in the organi- 
zation the practice will he 
found profitable. In an or- 
ganization where there are a number of sales- 
men it will be correspondingly more valuable. 

In carrying on these lessons bear in mind that 
this is BUSINESS. The best time to hold 
these mock sales is in the evening, and no inter- 
ruptions should be permitted. 

It is well to have every outside engagement 
"side tracked" so that undivided and earnest at- 
tention may be concentrated on the subject in 
hand. 

All matters that are foreign to the selling les- 
son should be eliminated. No discussion of 
other problems should interfere. 

In one case where an at- 
tempt was made to hold 
these lessons the meeting 



Stick to Business 



degenerated into a general and fruitless discus- 
sion of how the salesmen were to act around the 
salesroom, and about the service needed by cer- 
tain customers, and a lot of personal matters were 
dragged in that spoiled the whole session. Keep 
these for some other time. 



Let salesmen "take their turn" at selling to 
one of their number, or to a "booster" friend, 
or the head of the organization, etc. Let none 
be allowed to shirk this because he says: "I 
always get nervous." One of the benefits of the 
lessons is to train salesmen so that they will NOT 
get "nervous." If a man can talk, and talk 
well to his "boss** and to other salesmen, he can 
talk BETTER to a stranger, or a prospect. 

Cut out all attempts at being "funny," all 
jokes, side-talk, and other things that some irre- 
pressibles will surely attempt. Consider this as 
real a part of the day's work as is any other 
duty. Only thus can good effects be realized. 

ONE trained and posted 

salesman is better than 20 

untrained and ill-informed 

The object of the 



The Value of 
Trained Men 



Sales Department of the Hudson Motor Car 



Company, in suggesting these meetings, is to aid 
in forming a great, perfectly-trained and per- 
fectly competent body of salesmen for distribut- 
ing Hudson cars. We want a body of men that 
will be as much better than OTHER salesmen 
as was the "Old Guard" of Napoleon compared 
with raw recruits. 

Only by constant "drill" is a soldier given the 
training that enables him to win victory after 
victory. Only by special and constant effort 
are automobile salesmen trained to turn prospects 
into owners in "one-two-three" style. 

So we urge upon all distributors and dealers 
the immense value of these "mock" sales, these 
"object lessons'* in selling. Try them once a 
week for four weeks and then write us what you 
think of them. We would like to have reports 
from every dealer. Even if you have but ONE 
man besides yourself in your organization get 
together and try this out. You will be simply 
AMAZED at the big boost it will give you in 
properly approaching and interesting a prospect. 

Let's have your reports! This is by no means 
a visionary scheme. It's been tried and tested 
in many ways and is endorsed by some of the 
biggest and best salesmen in America. We have 
tried it out at the factory and W E KNOW! 



Gasoline at 8c a Gallon! 
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QOW'D you like to get your "gas" at 8 cents 
a gallon? 

That's what a clever chap did by trading on 
the popularity and wide demand for the Hudson. 
Here is the way a factory representative tells 
the story: "A salesman for a harness house, 

traveling the territory across country in a 

car, worked up a fine scheme for cutting his 
gasoline cost. He had reproductions made of a 
large photograph of the Hudson factory, and 
took these along to trade for gasoline at the 
garages of the Hudson dealers en route. The 
photos were 10x36 inches. They cost him prob- 
ably not to exceed 40 cents apiece. He traded 
them to Hudson dealers for 5 gallons of gaso- 
line. Gasoline is worth retail say 25 cents a 
gallon on the average. So this clever salesman 
gets his gasoline for approximately 8 cents a 
gallon. The point is that this salesman selected 
the Hudson factory picture because he felt sure 
he would find a chain of Hudson dealers clear 
across the country. He knew the popular car. 
He got cheap gasoline, and the dealers got the 
worth of their money in a handsome photograph 
that cost them only 5 gallons of gas at their 
wholesale price. So everybody was pleased! 

And the Hudson is again proved the "popular 
car of America." 



^SWALLOW doesn't make the summer. One 
ow-up letter will not make the sale. One talk to 
\ prospect won't sell the car. KEEP IT UP! 
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Cracking Hard Nuts in Seattle 
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^TrfONDER why they put THIS picture in?" you may say. Just a good- 
ril looking man, in a good-looking seven-passenger HUDSON 54. But 
^*^ that's where you're wrong. It is unusual because this is one of the 
wealthiest men on the Pacific Coast, and because this is his FIRST motor 
car! 



Mr. C. Bronson and His Seven-Passenger HUDSON 54. 

Here is the way Robert Atkinson, manager for the Pacific Car Com- 
pany, Seattle, Washington, tells the story: 



"Mr. C. Bronson, Vice-President of the Day 
Lumber Company, of Seattle, and one of the 
big mill men of the Northwest, purchased a 
seven-passenger six-cylinder HUDSON last month 
and the Pacific Car Company from the office 
boy up feel justly proud of this addition to the 
Hudson family. 

"Mr. Bronson was a hard nut to crack. He 
is a man of wealth but had never owned a motor 
car, mainly for the reason that he was waiting 
until the "car perfect," or nearly so, was brought 
out. He looked at cars for two or three years 
and every automobile man in Seattle had tried 
to sell him during that time. He had absorbed 
a vast amount of automobile knowledge but no- 
one had been able to show him the car he wanted. 
He was "motor-wise" and "salesman-shy." 



I'll tell you how »e sold him. First, a lot of 
his friends ownedHuDSONS and boosted our car, 
but other good friends boosted other cars. Next 
we showed him the real down-right merits and 
efficiency of a Hudson and last, but just as im- 
portant, we convinced him that we could give 
him proper service. Our Hudson owners helped 
us here, too, but it was the service argument that 
got his order. We convinced him that in the 
purchase of a motor car he was buying satis- 
faction and service and the car was but the 
vehicle by which to attain that end. 

"It took two things to give him what he wanted 
and when he combined Hudson efficiency and 
Pacific Car Company service he found just what 
he wanted and paid full price for car and extra 
equipment." 
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"Auf wiedersehen ! Herr Schoembs ! " 1 



INUIIIIIIIIIillli!!!^ 

GIVIL ENGINEER HUGO SCHOEMBS, Registered Automobile Ex- 
pert at the Provincial Court of Dusseldorf (Germany), has re- 
turned to his home after a visit of several months in the United 
States studying the American automobile. 

Herr Schoembs inspected many automobile fac- 
fories and studied various methods and systems of pro- 
ducing and selling motor cars. 

Herr Schoembs is not only a certified Government 
expert, under the very strict German regulations, but 
he has found much experience with the best of Ger- 
man-made cars — which are famous for excellence of 
material, engineering skill and splendid service. In the 
last ten years Mr. Schoembs has owned and driven 
Darracq, Benz, Opel, Mercedes, Renault and other 
famous cars. He is therefore well qualified to speak 
HUGO SCHOEMBS on tne merits of a motor car. 

Here is what Herr Schoembs says of the greatest accuracy and precision is observed in 




American cars, and of the Hudson in particular: 
"In construction and finish the Hudson car 
is equal to the best German makes. The work- 
manship is excellent, and not essentially different 
from that found in German factories. The 



the construction of the motor — the most important 
part of an automobile. No less carefully con- 
structed are the gears such as the differential 
gear, these parts being built very strong and solid. 
Especially strong are the frame, springs, axles, 



and wheels, without being in the least clumsy. 
All parts are combined into one harmonious 
whole. The Hudson is a masterpiece of oulo- 
mobile construction." 

Mr. Schoembs purchased and is now driving a 
Hudson. In a 17-hour endurance test in the 
German mountains a maximum speed of 83 kilo- 
meters per hour — equal to about 52 miles — was 
attained. During the whole trip, in spite of ice, 
snow and heavy roads, not the slightest trouble 
was experienced. Mr. Schoembs up to the time 
of his American visit had driven his Hudson 
over 4,000 kilometers — 2,500 miles — without it 
being necessary to make even the slightest repairs. 

These are excellent facts to use in your selling 
talk. Particularly strong is the fact that the 
Hudson is declared by a German Government 
expert engineer to be the equal of such famous 
cars as the Mercedes, Renault, Benz, Darracq, 
Opel and others. 

Make a note of this and do not forget it. It 
will SELL Hudsons! 
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Second Call for | 

| Letter Duplicators! | 
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DOT all— but SOME— members of this 
Great Family are neglecting their oppor- 
tunities. They are not getting the business they 
should. One man complained bitterly because 
he had not sold as many cars as he had hoped. 

And, what do you suppose a factory repre- 
sentative discovered! That this unprogressive 
dealer had NO prospect list, did not read the 
Trianclf, had "no use" for the weekly follow- 
up letter that is sent out with the Triangle, did 
not know what a card file was like, and never 
used any kind of follow-up letters. 

It it any WONDER that he had cars on hand 
when he should have been sold out? 

Here's the "Second Call" for orders for the 
letter duplicator illustrated. This is a fine ma- 
chine, does excellent work, does not require much 
attention or care, will produce duplicate or fol- 
low-up letters equal to the best — and you can 



have it from the factory for anly $26.00! It is 
a regular $35.00 machine. We got the discount 
and the low price by a quantity order. We 
LOSE MONEY on every machine we ship. 
But we want to see ALL dealers using the follow- 
up letter and card file system. 

If you haven't a duplicator send in your order 
for this machine right away and be ready to use 
the Triangle letters. Take our word for it, 
they'll bring you ORDERS! 
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1 Another Roadster Gone | 
| "Joy Riding" | 
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A 1912 Forcdoor Hudson Roadster, No. 24091, 
engine No. K11858, painted green, has been 



stolen from Lieut. A. B. Cook, 
German town, Philadelphi, Pa. 
Look for it! 



School Lane, 
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is particularly well qualified to pass judgment on 
a motor car. 

Here is an excellent argument to use in cases 
where expert engineering testimony is called for 
to convince some prospect with the "mechanical 
bug" that the Hudson is what it is claimed to be. 



gjiiMiiHUiaiimuniiiaii 



>ori snow. 



wt003iiiiiiiuiiiaiiiiiiinuiDHiimiiiiicO 



] BIG FAMILY GOSSIP I 



B 

1 Jokes - 
1 



1 






»» lik^vlu »A <•< 



and Near Jokes About People Who g 
Don't Mind Being "Joshed." s 

There's an aviator in the Big Family! Shucks 1 
Don't be afraid, it won't bite you! Its name is 
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Engineer Buys Hudson Six 
After Examining High- 
Priced Cars 



^-T. W. GRIFFITH is the head of an en- 
X^P gineering and business school in San Fran- 
cisco. His school has branches in 26 other Cali- 
fornian cities. He is a practical man, having 
been long recognized as an expert engineer and 
mechanician. Deciding to buy an automobile he 
visited the salesrooms of all the cars represented 
in San Francisco, and went very thoroughly into 
their construction and design, from the standpoint 
of a mechanical engineer. 

His investigation included all the cars in the 
medium price class as well as many of the higher 
priced machines. 

He spent two months in this analysis. Each 
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car in demonstrating took him over a course of 
his own selection, and the course was the same 
in every case. He looked for certain qualities in 
each of the cars; and in each he demanded a 
certain standard of general excellence. 

After he had done all this Mr. Griffith unhesi- 
tatingly bought a "New Hudson Six" Phaeton. 
He said there was 'WO SECOND CHOICE T 
The Hudson was far and away the winner on 
his very rigid investigation. 

On the Pacific Coast there are probably few 
men who excel Mr. Griffith in ability to carry 
out a test of this character. He is recognized 
as an authority on mechanical engineering, and 



H. F. Krueger and it haunts the motor paths 
of Milwaukee — the Schlitz beer city by the 
lake. Once upon a time H. F. and Dr. Silver- 
ston decided they would build an airship. And 
they did! At a big 24-hour race they were to 
fly in the airship. They started down the race 
track and just previous to going up they were 
doing 20 miles an hour. Suddenly the doctor 
began to yell at Krueger, who was driving the 
airship. "Stop her, stop her ! " the doctor screamed. 
His face was pallid. Krueger turned on him 
with his sweet German smile and said: "Calm 
yourself, doctor, calm yourself — you invented 
her! She can't fly! You ought to know that." 
And she didn't! 

The pleasant smile of H. L. Arnold, of the 
Hudson Sales Company, Big Family represen- 
tative at Los Angeles, gladdened the general office 
and factory last week. It was good to get some 
of the breezy optimism of the "Golden West." 
Mr. Arnold was bubbling over with it. And 
especially when he was exhibiting blue prints of 
the new salesroom, garage, repair department, etc., 
{Continued on Pa£e 4* Column 3) 
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$ Are You Bigger or Smaller ♦ 

Than the Weather? t 



BY "THE WEATHER MAN" 



t 
I 

QASTY morning!" I remarked to a man who is known among his 
business associates as a "human dynamo." "Is it?" he responded 
in a tone of the most utter indifference. "I didn't notice what it 
was like." 

He had come thirty miles to his office, had walked several blocks from 
his suburban train, crossed several streets thick with traffic, and he didn't 
know whether the sun was shining or whether it was raining or snowing, 
or cycloning or any other old thing. 

By the Gods! Here is the kind of man we all are looking for! Give 
us men who are bigger than a little mist in the sky or a few drops of wet 
water that drops on their shiny shoes. 

You may call that absent-mindedness, but 



that's where you're wrong. It was simply the 
ignoring of a small matter of detail that made 
not the least difference to this man's mental atti- 
tude, or to his daily work. It was the superior- 
ity of a BIG man to such a trifle as the weather. 

The time to decide your mental attitude for 
the rest of the day is during the first ten or fifteen 
minutes after you awake in the morning. If you 
waken on a rainy day or stormy morning "blue," 
"grouchy," with a sort of a feeling that you are 
not getting quite as much out of the world as 
you are entitled to, just turn that fool notion 
over in your mind for a little while, and let 
some good sound common sense in on it. Trace 
the feeling back and you'll find, nine times out of 
ten, it is just because the rain is dropping on the 
roof, or the winter wind howling through the 
streets. 

Then get off to one side and look at yourself! 
A being made in the image of a real man, and 
allowing a little thing like a cloud, a few rain 
drops, a splendid, keen windy morning to affect 
your efficiency! 

The salesman who permits the weather to have 
an influence on his work will never be a "star." 
The fellow who sits around smoking cigars, or 
staring out of the window at the rain, or playing 
billiards, or doing anything except to "get out" 
isn't living up to his opportunities. 

As a matter of fact the rainy morning is some- 
times the very best of all times for catching a 
prospect in his office; and with a little time on 



his hands. It beats your sunshiny morning all 
to pieces as an opportunity for orders. 

Some will say the prospect is apt to be grouchy 
himself on a "bad day." But that's the very 
time for you to take the sunshine to him! Blow 
in with a bright smile, a cheery laugh, a new 
story (if he likes stories), take a burst of sun- 
shine into his office that will dispel his gloom, 
bring the smile to his face, and then — sell himl 

Suppose your shoes do lose their shine — a 
nickel the next morning will remedy that. The 
rain won't hurt your clothes! If it does you'll 
make enough on your extra "rainy day" sales to 
buy several new suits. Take a lesson from the 
car you're selling. The motor works its pret- 
tiest on the dull, gloomy, misty morning. The 
"nastier" the weather the better the engine likes 
it. Be an engine — a regular 54 SIX that eats 
up the weather, and ignores it, and laughs at it, 
and triumphs over it! 

Be BICCER than the weather! Don't be 
stopped by a little thing like rain or snow or 
fog! Manufacture your own sunshine as you 
go along! Obstacles become helps when you 
face them boldly. The easiest way to beat a dif- 
ficulty is to go right at it tooth and nail ! 

Try this on the weather and after a while 
you'll learn to love the gray days, the rainy days, 
the windy days, any and every shape and style 
in which it can come! Beat it and it will become 
your best friend — like the boy you "licked" at 
school and who was your chum ever after. 

Who's the bigger? YOU — vrho read this — 
or the weather? 



The Trail of the Plugger 



^^E^HIS story is true. And it is designed to 
■ €j instil hope, perseverance and patience into 
^^^/ the salesman who is inclined to get "cold 
feet" because the .orders do not come as thick 
and fast as he had fondly hoped they would. 

A certain Hudson distributor engaged a new 
salesman. The salesman was a green man on 
selling motor cars. But he had faith that he 
could do it. So he went on at a very small draw- 
ing account, because he figured that there was 
more money in it for him — in the end — to sell 
cars on almost a straight commission. When he 
started work he had a wife and baby, likewise 
$16.00! That was ALL! 

No! There was something else! He had grit, 
a fixed determination to learn how to sell cars, 
and the bull dog tenacity of the man who "never 
knows when he's licked." 

He studied the Digest. He read the Triangle 
files as far back as he could get them. He pored 
over copies of all the letters that had been sent 
out to prospects for a year or more. He col- 
lected a list of prospects — and he went to work. 



His wife said afterwards that he called on 
438 prospects before he so much as got a "nibble" 
of encouragement! But he kept at it. He did 
not know what a "turn down" meant. He "hadn't 
sense enough" to know when his case was hope- 
less. So he kept on calling and talking and 
urging. 

And finally, on his 439th call he sold a car! 

Then he sold another! And another! And 
still another! 

Since then he has averaged a car a week for 
over a year. In one week recently he sold three 
cars. 

Every salesman cannot do as large a business. 
But every salesman, for his opportunities, and 
according to his territory, can do as well. 

This man succeeded because he knew the line, 
he knew the proper method of approach, he had 
every argument at his finger tips. He selected 
his prospects with care and for certain definite 
reasons, not merely on the "hit or miss" style of 
many. 

Really, there never was any question as to his 




I hour. 



success! You can't stop men like that. They 
override every obstacle, laugh at every discour- 
agement, compel success to come their way. 

If you are inclined to feel discouraged, just 
pull up a couple of holes in your belt, grit your 
teeth hard and go at it again with the determina- 
tion that you WON'T BE BEAT! 

Do that and you WONT! 
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Big Family Gossip — Continued 

that his company is constructing. All those 
Hudson dealers who think they have the "finest 
in the country" will need to look to their laurels 
when the Los Angeles "shop" is finished. Work 
has already begun and four months should see 
the Hudsons rolling out of the new building. 
(Photos later). 

The Motor Import Company, of Montreal, 
Canada, is liable to show up some marvelous 
selling records when they get their new salesman 
over in Prince Edward Island. He has filed an 
application for the whole of P. E. I. to take 
effect as soon as the Island Government passes 
the law permitting motor cars to be operated on 
the Island. The would-be salesman has a good 
record selling newspapers, books, bibles, silver- 
ware and jewelry. He threatens, unless he gets 
his agency pretty quick, that he will go to work 
for another concern selling farm implements. So 
there! Better hurry, Mr. Wright! Don't let 
this real salesman get away from you! 

Down in Paterson, N. J., the motor car deal- 
ers — except ONE — complain of bad business, 
no orders, etc. The one exception is the Foley 
Motor Car Company, Hudson Hustlers for that 
territory. Last week the Foley Company sold 
two 54's and two 37's. On one day. May 7th, 
they sold one 54, one 37, one used Olds, and 
one used Buick. Some class to that bunch of 
salesmen! 

W. C. Douglas, of Raleigh, N. C, has his 
Hudson Roadster back again. It had been bor- 
rowed by our very dear friends the unspeakable 
"joy riders." Though pretty badly smashed in 
some parts it was put together again by the Lynn 
Motor Car Company, of Durham, N. C, and 
today is running better than ever. Mr. Douglas 
says the Hudson is sure entitled to the verdict of 
"the masterpiece.** 

J. S. Wolacot, Southern California Sales 
Manager for the Hudson Sales Company, of 
Los Angeles, is hereby threatened with sudden 
death if he gets off any more such things as 
saying that "the Hudson is not a 'cranky' car." 
Laugh, darn you! Don't you see it? No crank! 
Electrically started — See? Not a "cranky" car! 
Great, isn't it— once you really understand it! 

Here are the names of three happy organiza- 
tions. But they have good reason for their joy, 
for they are now members of the Greatest Family 
on Earth — the "Hudson Hustlers!" "We have 
with us today," The Jacksonville Motor Com- 
pany, of Jacksonville, Texas; St. Johns & Titus, 
of Centralia, Washington; Paul M. Peterson, 
of Willmar, Minnesota. 

Out in Humboldt County, California, in the 
country where the redwoods grow, they have 
an automobile dealers' association for the mutual 
protection of members. Our own S. W. Johnson, 
representative from Eureka, of the Great Family, 
hobnobs around among 'em. 
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ONE of the best salesmen that a large distributor has, was, at the time he got him, a dispenser of summer 
drinks in a drug store. 
Another remarkably good salesman came off a hook and ladder truck from a fire station within a 
few doors of the motor-car dealer's show rooms. 

Another had been an advertising solicitor for a farm paper. Another was a clerk in a shoe store. 



Best Salesmen Stick 

to One Article 

and One Concern 




The poorest salesmen of the lot are usually those 
who come to a dealer with a long list of the * 'automo- 
bile experience" they have had. Which merely shows 
that they have not made a success of the other cars 
they have attempted to sell, and hence are not at all 
likely to do anything different when they try to sell 
Hudsons. 

Other things being equal, and unless the salesman 
can show very good reasons why he has drifted about 
so much, the dealer is better off not to engage sales- 
men who can show such a wide automobile experience. 
The best salesmen for practically 
any product or article are those 
who have never sold but that one 
article. They should be taken 
from the organization itself, or if that is not practicable, 
may be selected because of their probable fitness for 
such work, and trained to sell that one thing. 

The biggest mistake that can be made is to hire a 
man who is supposed to be a good salesman, give him 
a sample book (or a catalog) and some expense 
money and start him out to sell. He will fail nine 
hundred and ninety-nine times out of a thousand. 

From all over the country are coming calls for 
salesmen. Dealers are besieging us to send them 
salesmen. Our traveling representatives are appealed 
to to know if they can't find an "automobile sales- 
man'* somewhere on their route that can be sent to 
some dealer. 

Yet right in the dealer's home town is undoubtedly 
to be had just the man or men he wants. They are 
not at all likely to be selling automobiles. They may 
be doing various kinds of work. What that work may 
be is not of any great importance. The important 
thing is to select a man who has brains, intelligence, 
industry, patience, perseverance, and those other qual- 
ities that go to make the successful man in any line of 
effort. 

Undoubtedly a dealer who needs salesmen can 
find this kind of men in his own city. Inquiries among 
friends and at places where such men are known will 
enable him to pick out the sort of timber he wants. 



Even a carefully worded advertisement might be 
used to get in touch with men who had in them the 
* 'yeast" principle. Men who had ambition, and steam, 
and common-sense. 

Having secured the names of sev- 
eral such men the dealer can see 
each one personally, not once but 



Training the Sales- 
man Material 



several times. Get to know something of the habits of 
life, the character and record of each. Don't ask him 
to "write an application" and pick out the chap who 
writes the best hand! But find out if he is a steady, 
intelligent, thinking man. How he makes his money 
and how he spends it. Where he passes his evenings, 
and how. If he saves anything. If he is a reader and 
a thinker. If he wastes all his time in idle and time- 
killing "amusements" or if he is content with a reason- 
able and proper amount of recreation. No one objects 
to such things in reasonable proportion. But to spend 
one's whole spare time at them is to infallibly harm 
the man's business ability. Some men think and eat 
and sleep and dream base ball, or billiards, or boating, 
or fishing, or women, or cards, or any one of a thou- 
sand other things, all proper and right in their place, 
but that place is not intended to be the "chief end of 
life." 

When you find this sort of a ten- 
dency in a man cut him out on the 
spot! He will never amount to "a 
tinker's damn" in this world. 
Sift out the chaff from the wheat among the men 
whose names you have. Sort out the best in the lot. 
Take time and trouble to do this. For it means a lot 
to you not to make a mistake. 

Having selected a man or several men, there are 
various ways of making them into automobile sales- 
men. 

Here is one way. A young man was a salesman in 
a clothing store. He was a well-dressed, clean-looking 
chap during his business hours, as he of course had 
to be. After the store closed he snatched a hasty 
dinner, slipped around to the repair shop of a friend 
who was in the automobile business, and in overalls 

(Continued on page 3, column 1) 
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Hints on Filling the "Dotted Line" 



BERE'S a good practical "hunch** on that 
sometimes difficult and always interesting 
and valuable matter of "closing the sale." 

It is taken from "life" as will be seen from the 
attached photo. This shows the "closing table" 
of the Bemb- Robinson Company, main chance 
artists in Detroit. There are others who use this 
plan. Some of them have it even better than as 
shown. The one fault about this arrangement is 
that it is in the open salesroom. It would be 
better if it could be in a small, secluded room 
just off the main room. 
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should gently lead him to the table, or into the 
room, on some pretext. Then he should seat him 
at the table, and without calling special attention 
to it get the order before him on the blotting 
pad. He can do this by calling attention to some 
paragraph in it, or by running over accessories or 
extras that may have been mentioned. He 
should, unnoticed, dip a pen in the ink, and use 
it as a pointer to call attention to certain sections. 
This all leads up to the point of getting the pen 
into the customer's hand and thus is suggested the 
"dotted line operation." 
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fit up a small room in a convenient location near 
their office, and just off the main showroom, and 
in this room sales can be closed and contracts 
signed. 

The room need not be more than 8 or 9 feet 
square, just room for a desk and a couple of 
chairs. There should be a drop light over the 
center of the table, the walls should be tastefully 
papered or tinted, and there should be NO 
TELEPHONE, no pictures, and nothing to at- 
tract the customer's eye, or distract his attention 
from the Dotted Line. 

If the separate room cannot be arranged, at 
least it will be possible to have a table as shown 
in the photo. This should be placed in a secluded 
part of the room, with maybe a screen to set it 
somewhat apart from the main floor. 

The table in either case is furnished with blot- 
ters, several different kinds of pens, ink, etc. 

As the salesman gels his prospect to a point 
where he wants to spring his "closing" talk, he 
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man in the photograph who has the pen in his 
hand. His name is Edward E. Swan of Detroit. 
He very kindly consented to "pose" as the buyer 
in the taking of the photograph. He happened 
to be in the Bemb- Robinson store looking at a 
"54" Hudson. 

He was a good fellow and entered into the 
spirit of the photograph very pleasingly. But 
imagine the delight of the other man at the 
table — who is L. J. Robinson — when the 
"dummy" signing of the order was over, to have 
Mr. Swan smilingly hand over to him a GENU- 
INE ORDER NICELY SIGNED for a "54" 
Phaeton ! 

This proves that the "phychology" of the sug- 
gestiveness of the table idea is RIGHT. 

Get a table. Get a room if you can. But get 
a table anyway, stick it off in a corner near the 
"54" Six, and fix it up as described and it will 
sell cars for you as it did this one for "Robbie" 
Robinson. 
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Success From Following Triangle "Dope" j 
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XF a dealer proceeds along modern business 
lines as suggested by the factory and 
through the Triangle there is no excuse what- 
ever for his not being able to lick competition. 
As an instance there is not a single suggestion 



that the factory offers H. R. Ritter, Rilter Auto 
Co., Madison, Wis., which that dealer does not 
accept and use. 

"I was there the other day," said a factory 
representative. "Mr. Ritter spoke of 'our thank- 



you letter.* I asked what it was. 'Why, I got 
it out of the Triangle last January ,' he said. 
'It makes a better impression on prospects than 
any piece of literature I have ever before sent 
out. It immediately puts them in a warm mental 
mood. It allows me to approach them later and 
I find they have an open mind. It allows our 
letter-a-week follow-up system to sink in. They 
read them and believe them.' ** 

"I asked for a copy of the letter referred to 
and he showed me one that we had sent out with 
the Triangle shortly after the New York show. 
Ritter was the first dealer in whose territory I 
have been who uses that letter. He is wide awake 
enough to see the value of the suggestion. And 
each prospect who comes in gets that letter in the 
mail the next morning. 

"Result — 'X' sales in Ritter *s territory, 3 cars; 
'Y' sales, 12 cars at a cut-price; Hudson sales, 
21 cars! 

"Competition is licked to a frazzle in Ritter's 
territory by modern business strategy. The 
Hudson dealer who ever has bemoaned compe- 
tition has licked himself!" 

"Ritter is the type of modern business man 
who in this automobile business will become 
wealthy, no matter what car he handles, for 
nothing in the way of a valuable business tip 
ever gets away from him.*' 
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This Is "Getting Them!" 
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aOHN H. FLEMING, Hudson hustler at 
Scranton, Pa., writes us the following in- 
teresting and enthusiastic report of the way he 
"eats 'em up" in his burg. 

"In our wire of 19th inst. we told you we had 
that day sold a "54" Phaeton to the most influ- 
ential automobile man in this city. 

"This man is H. H. Brady, Jr., 615 Monroe 
Ave., this city, a coal and lumber man. 

"We delivered his "54" Phaeton, No. 51 140. 

"Mr. Brady has been a Stevens-Duryea owner 
for a number of years and his recommendations 
have been responsible for a number of Stevens 
sales here in the past. 

"The Stevens people have been camping on 
his front door step for the past month and offered 
him a fabulous price for his old cars, as have 
also the Loco, Packard, Pierce, etc. 

"We sold Mr. Brady his "54" Phaeton, for 
spot cash, full price with freight added, and 
refused to consider his old cars in the deal. 

"We merely cite this instance to show the new 
"54" can be sold in any kind of company." 
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Bill Says 
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ILL" who? Why "Bill** Jones, of 
course! Bill Jones Auto Company, of 
Chattanooga, Tenn. 

This is what Bill says: 

"I went to see a prospect who was in the 
wholesale business. He said to me: 'There's no 
use to talk to me, I will not listen; your sales- 
man has kept that chair warm (as he pointed to 
one chair), you can talk, but I will not listen. 

"Then I said, 'Very well, sir!' I am very 
sorry you can't give me a hearing. I always 
give each salesman a hearing. Suppose each cus- 
tomer didn't give your salesmen a hearing? How 
long would you stay in business? How W^v 
goods would you sell?' 

"His face changed. He looked at me lik* * 
hen-pecked man, and said, "Well, I will give you 
five minutes.' 

I had all the time I needed — he now drives a 
Hudson!" 
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44 Accompanied by Affidavit" 



BY J. A. GARRITY 



What a New 

Salesman 
Should Study 



i^\HE accompanying picture is not an adver- 
\ JJ ti*ement for a fish peddler, yet an adver- 
tisement just the same as the following story will 
show: 

In the romantic history of New Hampshire 
we find a fable that long years ago a witch had 
cast her spell o'er a lake whose clear and limpid 
waters rest mid the shadows of the White 
Mountains. 

Down in the mystic depths of this lake fish 
of enormous size and beauty abound in great 
numbers, but the witch's spell prevents the 
anglers from catching them in any of the usual 
ways. The witch says to catch these fish one 
must bring to the lake some object that has 
created a national emotion. 

L. M. Lane — Hudson dealer at Keene, N. H. 
— hit upon the happy idea of taking to this won- 
derful lake the New Hudson Six. Mr. Lane 



early, following- the course of the historic Merri- 
mac River, sacred to the memory of the early 
Pilgrims, and whose waters at the present time 
furnish power to run more spindles than all of the 
world combined, on through Concord, past the 
old State House where many of the ancient 
Blue Laws were framed and passed by our 
early lawmakers. Then on to the Lake of 
Mystery, called Winnipisiogee, a name con- 
sisting of three words, one of English, one Indian 
of the Cherokee dialect and one of Latin. The 
first "Winni," short for Winningham, which 
is symbolic of enthusiasm; the second "Pisi," 
meaning heap much, and the last "Ogee," pro- 
nounced "whoa-gee!" meaning Hudson car, so 
we find the name translated into English is "You 
get enthusiastic yourself first, then you will find 
it heap much easy to sell Hudson cars." 
(There's a moral to this. — Editor.) 



was well fortified for delving into mysterious 
depths for knowledge, for at his left is the pic- 
ture of Mr. F. C. Wilcox, president of the 
Wilcox Comb Company (noted for finding 
things), in the rear seat is R. D. Smith, General 
Manager of the Keene Gas & Electric Company, 
who agreed to supply the gas for the trip. They 
also wanted to combine pleasure with their desire 
for knowledge so decided to take along Mr. 
Smith's chief clerk, E. L. Gay, whose name 
signifies attention to details. 

They left Keene on May 17th bright and 



The Making of an 

Automobile Salesman 

(Continued from page 1 ) 

and jumpers worked for several hours every 
night as "helper" in the repair shop, WITHOUT 
PAY. 

He was ambitious to become an automobile 
salesman and he took this way of learning the 
technical parts of a car. Of course he also 
studied motor-car literature practically all his 
waking moments. The dealer had told him that 
when he KNEW A CAR, technically, he would 
put him on as a salesman. Today that young 
man is himself a dealer and is fast getting rich. 

If the dealer can afford to put a salesman right 
on a salary at once, and let the new man devote 
his entire time to becoming familiar with the car 
and the methods he is desired to learn, this will 



result in getting the salesman at productive work 
in the shortest possible time. 

The dealer must realize that the addition of a 
salesman means that HE, personally, will have 
more work to do. He must train that salesman, 
and direct him, and keep him up to his work, 
and this always means more work for the man 
who does the directing. 

If there is in the dealer's organization a sales- 
man who has shown an aptitude for telling other 
men how to work he should be utilized as an 
instructor for new blood. Salesmen who work 
entirely on commission will sometimes take a nar- 
row view of this and will not want any new men 
employed. Nor will they give a novice any help. 
But, fortunately, these men are rare, and if they 
are present in an organization should simply be 
ignored until such time as their places can be 
supplied by men of broader minds and who are 
willing to work on the co-operative plan, the only 
plan that is of any use in selling motor-cars. 



The Digest, the Tri- 
angle, the Hudson cata- 
logs, the follow-up letters, 
etc., are all good lessons 
to use in training the 
prospective salesman. The books mentioned in 
our "Book Review" column, which begins this 
week, are all excellent material for him to read. 
A technical knowledge of the principles and 
mechanism of the Hudson car, and of other 
cars, is of course desirable, and necessary. This 
can be acquired by work in the garage, by read- 
ing automobile publications, by sending for cata- 
logs of other cars, and in various ways. A man 
who vants to get this knowledge will get it I 
Nothing can stop him! 

The dealer himself, if he is a good, bright, 
intelligent man, can do most to help train the 
new man. Some dealers are, unfortunately, not 
capable of doing this. Some men never make 
"teachers." It is no fault of theirs; it is no evi- 
dence of weakness; it is simply for the same 
reason that some men have brown eyes and others 
have blue. 

But the man who has good foundation stuff in 
him will soon become posted on what he needs 
to know of the motor-car, and of the Hudson 
methods, and having acquired this knowledge he 
will develop into the genuine automobile salesman 
that so many dealers are looking for. 

Try it, friends, and let's hear how it works 
out! 



Two Famous Men 
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ERE we have two men of fame I Known 
far and near I 



Upon reaching the rock bound shores of this 
lake of mystery they noticed a great commotion 
on the surface of its usually placid bosom when 
lo! and behold, the fishes were raising their heads 
to see the wonder of the age, the New Hudson 
Six." As they swam close to the shore in multi- 
tudes it was an easy matter to gather them up 
by armfuls. 

The string of fish showing in the picture are a 
few the gentlemen brought back to prove the 
truth of the time honored fable. 



Renuart digs up. And he gets them, too. Don't 
make any mistake about that. 

On the left is the well-known face and figure 
of "Erin" Michael Magnuson. 

The cause of the mutual congratulations is not 
stated, but from the smiles on the faces of both 
the parties of the first and second parts it may 
be imagined that one is saying to the other: 
"Let's smile." (Wonder what they had?) 



In Dallas they believe in sticking close to 
factory policies. Hence they are making records, 
fast. There are some men at the factory who 
really do know something about selling and ad- 
vertising, you know. And these Dallas chaps 
find it pays to co-operate. 
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Books That Will Help to Sell Hudson Cars 



In this column will be found now and then a review of a book that Is In the 
library at the office of the Hudson Motor Car Company In Detroit. The officers of the 
company read these books, the men at the factory read them, the district manager* 
and other representatives read them. We want every HUDSON dealer and salesman 
to read the same books we are reading:. Then we will all be speaking; the same lau- 
gruagre and thlnklug: the same thougrhts. Only thus can we thoroughly understand 
each other and thoroughly work together. After you read this review BUY THE 
BOOK and READ IT! It won't do you any good unless you buy It and read It! 



2HTBOOK that is full of direct, practical 
^ 1 benefit to men who sell automobiles — or 
anything else for that matter — is "Suggestion and 
Auto-Suggestion,'* by the noted writer of books of 
this class, William Walker Atkinson. This is a 
book that tells how you can control to a very 
large extent the thoughts of others by properly 
arranged "suggestions." 

The book is divided into three parts. The first 
part is particularly rich in material that can be 
adopted by a man who is selling Hudson auto- 
mobiles. It tells of the suggestiveness of author- 
ity, of habit and repetition, of imitation, of busi- 
ness, of character, of the influence of children 
and childhood. 

Some may think that is pretty "high-brow" 
reading. But there is nothing in the book that 
any man of ordinary mentality need fail to 
thoroughly understand. To be sure one cannot 
mix good sound knowledge of this kind with some 
of the rubbish that people are apt to stuff their 
heads with. But the sooner a man — especially 
a young man — gets the habit of skipping the 
useless printed garbage that is so prevalent now- 
a-days and begins reading the good sensible useful 
books the sooner he will find that the meat and 
bread of the good books is far more interesting 
and valuable than the fluff and frivol of the 
funny papers, or the merely time-killing fiction. 

Part two of the book is largely devoted to the 
medical and curative side of suggestion and auto- 
suggestion. This is not so directly applicable to 
selling automobiles to be sure, but it is mighty 



interesting reading and there are lots of good 
things in it that any man can profit by. 

The third section of the book tells of auto- 
suggestion — which simply means self-suggestion. 
It shows how one can improve his habits, his 
health, his financial condition, his business, and 
almost everything else by a course of self -sugges- 
tion and self- training. 

The book is not one to be read and thrown 
aside. It must be read and re-read and studied. 

Remember, that the best idea in the world is of 
absolutely no benefit unless it is used. The best 
argument ever known won't sell Hudsons until 
you put it into effect. This book and others 
won't do YOU any good, won't make YOU any 
sales, won't help YOU in any way unless you 
BUY IT, and READ IT. 

After you have bought it and read a few 
chapters don't throw it down and say that these 

men at the factory are all d d fools and this 

"high brow" talk is worse! There is just a 
bare chance you know that these men are NOT 
as stupid as you think. There may be things in 
salesmanship that YOU don't know! This may 
sound very foolish to YOU, but take the word 
of men who know, it's the kind of thing that 
makes one man bigger, and richer, and more 
influential than the other fellow. Which man do 
YOU want to be? 

44 Suggest ion and Auto* Suggestion" may 
be had from John V. Sheehan, 178 Wood- 
ward Avenue, Detroit, for $1.00. 
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Rochester Ball Fans Present 

| Automobile to Popular Manager 
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©ECAUSE Rochester fans think him the 
best manager in the game, and a royal 
good fellow besides, "Big J awn" Ganzel, man- 
ager of the Rochester Hustlers now drives his 
family about in a brand new Hudson Six 
Phaeton. 

To pay for the car Louis Shulman, one of the 
town's royal rooters collected a fund from the 
enthusiastic admirers of the "big chief." The 



car cost $2563 fully equipped and Mr. Shulman 
says there is nothing more that goes with an auto- 
mobile that can be put on it. 

In addition to the car more than 200 letters 
that came in with outside contributions, were 
handed to Manager Ganzel by Mayor Edgerton 
when he presented the car to the popular manager 
in front of the grand stand on the opening day 
of the season at Rochester. 



After the presentation Ganzel took the steering 
wheel and drove the car around the ball park 
amid the enthusiastic applause of about 14,000 
wildly cheering fans. 

Ganzel is delighted with his new Hudson, 
says he never saw a car that ran half so well, 
and is never weary of voicing his appreciation 
of the car and of the many expressions of good 
will that accompanied the gift. 
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1 BIG FAMILY GOSSIP I 



| Partly Joking But Principally Pills | 
§ to Produce Enthusiasm | 
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As the Hudson joy-wagon swept by them the 
following dealers climbed aboard and joined in 
the song: "We're all good Hudson men and 

every mother's son of us ." Those climbing 

were, Glore and Hallam of Centralia, 111., who 
expect great glory from this move. Nesbitt Auto 
Company of Boise, Idaho, who bit like a "cut 
throat" at the chance. Edward C. Curtice of 
Meridian, Miss., who says he's on the meridian 
of success. E. R. Solomon of Atlanta, Ga., 
who evidently was rightly named, and proves it 
by his perspicacity (how's that word?) in grab- 
bing on to the main chance as it passed. 

Owners of S s D s (one guess!) had 

better keep away from John H. Fleming of 
Scranton, Pa. "He eats *em alive!" After 
S. D's and L-c-o, and P-k-rd, and P-r-c-e and 

several others have done their "d est." Gold 

Watch Fleming gets after them and sells them 
"54" Hudsons. Oh! He's some salesman is 
this Fleming youth! Read all about it on the 
other page of this Triangle. 

Minneapolis Public Library reports all copies 
of the "Autobiography of Benjamin Franklin" as 
"out." Also booksellers are being driven frantic 
by calls from callers for this same book. The 
Minneapolis end of the Big Family was stam- 
peded by an occurrence last week engineered by 
one Garrison. For further details see next week's 
Triangle. 

Heydt-Haas Motor Co., of Reading, Pa., want 
the opinion of the Big Family on their latest 
idea in "slogans." They have adopted the line 
"Do you drive a Hudson, or just an auto- 
mobile?" Write and tell them what you think 
of it. Looks GOOD to us here at the factory! 
It all helps you know! 

When you write S. G. Chapman of San Fran- 
cisco, CALIFORNIA, remember that the 
address is now 1230-1236 Van Ness Avenue. Mr. 
Chapman has promised the Triangle some 
photos of his new "shop." Congratulations and 
best wishes for the new quarters "Old Chap!" 

That story about Bill Jones and the buyer 
who bought proves that if you give a good Hud- 
son man five minutes he'll hold you up for 
$2450 (f. o. b. Detroit) sure as shootin'. 

Have all your sub-dealers got "54" demon- 
strators on their Boor? If not WHY NOT? 
Step up here on the small round square of carpet 
and explain this defect in your territorial organi- 
zation! Then get out after them and get a "54" 
into the show-room of EVERY SUB! 

pillllilllllllllllllllllllllllllllim^ 

1 Who Ha* a Gabriel Horn I 
I to Sell? I 
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If any Triangle reader has a Gabriel horn, 
in good shape, that is for sale will they kindly 
communicate with the Hudson Company, of San 
Antonio, Texas. The San Antonio people want 
to buy a good Gabriel. Perhaps some of the 
Triangle people have one they want to sell. 
Here is a chance for a "get together" spirit. 
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The Greatest Game in the World 

By C. C. WINNINGHAM, Director of Sales and Advertising 
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OO YOU KNOW WHAT SALESMANSHIP IS? It is the oldest game in the world— the 
game of Life. There is nothing new about it. There is precisely the same basic principle in 
the sale of an automobile as in the sale of clothing; the preaching of a sermon; the teaching of 
a child or the winning of a friend. 
Everyone is a salesman. 

There is no exception — whether he be the banker who is looked upon by his depositors as safe 
and conservative or the mendicant who begs alms on the street. 



Each is selling his personality or influence. His success 
at either of these extremes or at any point between de- 
pends solely upon his ability to affect those to whom he 
appeals. 

Everywhere — in everything, we look for the things that 
"affect" us. 

We read stories to observe their "effect" upon us. 

We listen to sermons. Their appeal interests us solely 
in the degree that they make an "effect" upon us. 

We check up all influences with which we come in 
contact, to weigh what "effect" they have had. 

Our first impulse is to note the "effect" the personality 
of those we meet has made upon us. 

We look in shop windows; we read the pathetic stories 
of misfortune and tragedy, merely for the "effect" they 
produce. 

The newspapers are interesting only in this respect. If 
I interest you — if I can change your thought — hold your 
attention, then I have won. 

The story of a man's success — Howard E. Coffin's 
latest car; Roosevelt's adventures in Africa; Napoleon's 
march to Russia; the life battle of entombed miners; a 
Vanderbilt race; a gigantic business triumph; the auto- 
mobile industry — do they hit us? 

They are all a part of the game that is played every 
minute of successful salesmanship. 

You never make a sale in which you fail to make an 
"effect" upon the buyer. 

He has come to you with a certain interest — it may 
be active or latent. Your success depends entirely upon 
your ability to arouse that interest. 

You never will make a sale where confidence on the 
part of the buyer is not developed to a high degree. But 
confidence is not necessarily reposed in the salesman. It 
may be in the house represented by the salesman, in which 
case the salesman is a mere order taker. It may be in the 



product in which event the maker has produced the "effect" 
of confidence and the salesman and his house are merely 
neutral and have produced no "effect." 

All through the TRIANGLE suggestions are given that 
should enable the readers to be "effective." 

The automobile industry is the most interesting of the 
age. It is the most spectacular — it is the most talked 
about. The mere mention of the name makes a greater 
effect — starts men's minds into more active channels of 
thought — than the mention of any other industry will do. 

The name "HUDSON 54" arouses greater interest 
than that of any other car on the market. With no nega- 
tive history to overcome — with an endorsement and ex- 
pectancy that no other car possesses, the mention of the 
name produces an "effect." 

The skilled salesman can easily fan that spark of interest 
into a sale. A depressent salesman will smother any enthu- 
siasm. Every man produces some effect upon some per- 
son. He can make some impression, either attractive or 
repellant, upon every one with whom he comes into contract. 

Study yourself from this point of view. Note from 
this explanation the effect that all impressions make, 
whether they are people, automobiles, books, pictures, 
buildings, animals, plays, sermons, food, cloud formations, 
or what-not. 

Discover those that produce active wholesome effects. 
Then note how you "affect" others. Make it a part of 
your every action to attract. Others are either consciously 
or unconsciously checking up your every action. 

Some call this mixability — good fellowship — persuasive? 
ncss. It is known by a hundred different names. It is 
the same in every case. Do you interest those whom you 
would interest? 

// you do, you x»'m! 

If not, you fail! 
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^EMEMBER, my boy," said a wise 
his son, "Your dad is 
your friend. You may be 
right or wrong, rich or poor, well-dressed or in 
rags, drunk or sober, in jail or out, it makes not 
the slightest difference, your dad is for you all 
the time.*' 

That's the kind of loyalty we ask from mem- 
bers of the Big Family of Hudson. Not be- 
cause we are any better here at the factory than 
is the smallest representative of the family. Not 
because we want any man to be less than he 
can make himself. Not because this is the Big 
Company, or the officers, or the factory, or any- 
thing of that sort. But we want loyalty to THE 
CAR I To the organization back of it! To 
the things we tell the public about it I 

If the engineers don't just happen to agree 
with your ideas in every smallest detail of the 
car, don't criticize them to a possible prospect, or 
his friend — which means don't criticize them to 
ANYBODY. 

If some of the advertisements are not just the 
kind you would have written remember that it 
takes a good many different kinds of people to 
make up the world and if we all waited until 
everyone else thought just as we did there never 
would be anything accomplished in the world at 
all. 

There are mighty good reasons for everything 
that the engineers have done on the car. There 
are excellent reasons for the way the sales de- 
partment does its work. The advertising depart- 
ment knows why it writes the catalog this way, 
and sets the advertisements that way. YOU 
aren't any more anxious to have these things 
right than they are. And, believe me, these men 
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are not children. They wouldn't be where they 
are or doing what they are unless they had in 
their heads some of that gray mush that is called 
"brains." 

So, just take it for certain that the car is 
RIGHT. As RIGHT as it can be, for its pur- 
pose, for the kind of market it must reach, for its 
price, for everything connected with the making 
and selling of a motor car. 

And STICK FOR IT THROUGH THICK 
AND THIN! 

Stand up for the company, too. As is the 
car so is the company. We've got a car that is 
probably nearer perfection in all ways than any 
other. Nearer perfect, too, than others in the 
way it is sold and advertised. Nearer perfect 
also in the ability and standing of its Big Fam- 
ily of representatives. 

It isn't ABSOLUTELY perfect. Nothing on 
earth is. Yet whenever we find a weak point, 
or something that develops a reason for a change 
we CO AFTER IT and make it right. 

So, be like the man with his son. Be FOR IT 
first and last and all the time. Never admit a 
fault in the car. Never admit a fault in the 
company. Never admit a fault in the men repre- 
senting the Hudson car or the Hudson Com- 
pany. 

Criticize us all you like when you're at the 
factory. That's what we want you to do. Tell 
US the things that we do, and the things that 
we leave undone. 

But to the "man in the street," the prospec- 
tive buyer, the owner of a Hudson, or any other 
car, be FOR IT all the time. 

Let this be your slogan — 

"THE HUDSON FIRST AND LAST 
AND ALL THE TIME." 
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Don't Take Second Place 
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7 ] OU know this "handicap" system that is 
^*^ so prominent in many lines of sports. 
Where a chap who is not quite as good a player 
as the other fellow is allowed a "start," or a 
lower score, so that he may have some chance of 
winning the prize. 

There are men who refuse to have anything 
to do with this system. They consider it beneath 
them. It is apparently devised for the sole 
purpose of enabling poor players to win the 
prize. Thus setting the prize above the game. 
These few men say "If I can't beat the other 
fellow fairly I want no prize." And the oftener 
they are beaten the harder they strive the next 
time. 

I knew a man who played 76 games of golf 
with a friend and was beaten every time. His 
friend offered to give him a "handicap." "No, 
sir!" was the reply. "I don't want to win my 
games that way. The prize is nothing — the win- 
ning of the game is the least part of it. It's 
the GAME, and the feeling that I've won it on 
an equality with the other man that is the JOY 
of it." 

That's the spirit that makes Hudson leaders 
nearly everywhere. None of them will take a 
handicap. None of them will sneak into first 
place by cutting prices, making shady deals, or 
using underhand methods. They will win on 
merit, and they won't be satisfied with second 
or third place either. Its FIRST OR NOTH- 
ING! And usually it's FIRST! 

This isn't all done in a day, of course. But to 
make up one's mind to be FIRST is to get a 
long way along the road to that goal. 

TRY IT! 



Don't abuse the man who thinks 
there are other cars as good as 
the Hudson. Pity him! 
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Send in Your Local Clippings i 



#|%E have a system of getting clippings of all 
\\J mention of Hudson cars and Hudson 
people from the newspapers. But there are 
many thousand papers in America that our clip- 
ping bureaus cannot possibly see. You see your 
own local papers, because to you they are well- 
known, and to YOU they are most important. 



Now, we WANT to see everything that 
appears in your local papers. It helps YOU to 
have US know about it. It gives us a closer 
grasp on your problems and your successes. 
This puts your record at the factory in best 
possible shape. 

So, AGAIN we ask all dealers and repre- 
sentatives of the Big Family to kindly clip and 
mail to us all the mention in their local papers of 
matters of interest to the Hudson factory. You 
need not write a letter with each clipping. Don't 



This good- 
looking bunch 
of hustlers are 
the merry Hud- 
son men who 
attended a con- 
vention of the 
Happy Family 
at Okl a h o m a 
City recently. 
"Some squab!" 
as the vulgar 
would say! 
These are all 
six - cylindered, 
enclosed 
valves, electric 
cranking, 58- 
miles - an-hour- 
from - a-stand- 
ing-start sales- 
men. What 
they don't know 
about selling 
SIXES isn't 
in the book. 



make "hard work" of this. Just clip, or tear 
out the article from your paper, stick it into an 
envelope and mail it to the "Advertising Depart- 
ment," or to the Triangle. 

Don't do it YOURSELF! Tell someone in 
your organization to do this REGULARLY! 
Have them consider it as a regular part of their 
work. In this way we will get these clippings 
much more numerously and regularly than now. 

This is for YOUR good, remember, as well 
as for ours! 
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Twenty-Five Good Selling 
Suggestions 



Never show temper. 

Never betray envy or jealousy. 

Do not indulge in sarcasms. 

Keep unpleasant opinions to yourself. 

Never make a joke that hurts anyone, present or absent. 

Make no promise without knowing that you can fulfill it 
— then fail not. 

Make your word good promptly. If you cannot, explain 
to the person involved. 

Never dodge a kicking customer. 

Don't be a bore. 

Ride your hobby in the back yard. 

Permit other people to have views. 

Put a heart into your handshake. 

Be as courteous to "low" as to "high." 

Never rub a man the wrong way. 

Never contradict an irritated person. 

Never ridicule a person's walk, dress, habit, or speech. 

Never laugh at weakness. 

Permit yourself to sneer at nothing — the sneer is the 
devil's laugh. 

Be absolutely honest everywhere. 

Be gracious and accommodating. 

Cultivate generosity of thought. 

Never permit your general opinion of a person to blind 
you to his good qualities. 

Preface all statements of difference of opinion with a con- 
ciliatory word. 

Always grant a favor if reasonably possible. 

Make sure your way is best before insisting upon it. Defer 
such insisting until you have won over the other person. 
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BIG FAMILY GOSSIP 
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If you don't like what we say about YOU — 
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WATCH WESTON! 



Edward Payson Weston, the veteran pedes- 
trian, is on his way walking from New York 
to Minneapolis. He is following the route of 
the Erie railroad from New Yo-k to Chicago; 
and from Chicago to Minneapolis he walks along- 
side the Chicago and Northwestern railway. 

He left New York on June 2nd, and will 
reach Minneapolis on August 2nd. He is walk- 
ing about 25 miles a day. 

A Hudson Six is accompanying Mr. Weston 
on this walk. 

Deale s along the route, and those in nearby 
towns will kindly keep an eye on Mr. Weston's 
progress as told in the newspapers, and in the 
program distributed along the route and see that 
tie Hudson Six gets as much publicity as pos- 
sible out of this affair. 

Full information, and route list will be sent 
to all who want it, and who have not already 
een fu.nished with a copy. 
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U ^X^hen a man asks you if we still 
I have our 48 engineers tell him 
\ "Yes, except some that have been 
made Chief Engineers of our com- 
petitors!" 
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Down in Austin, Texas, is a mathematical 
genius who can turn four into six so quickly 
you can hardly "bat" your eye during the opera- 
tion. A. Robinson had decided on a "37," but 
the Austin Big Family representative — with the 
cunning name of Cunningham — made a few 
mystic passes before Robinson's eyes and when 
he waked up he was driving his new Hudson 
Six Phaeton. 

"With your kind permission, ladies and gen- 
tlemen, I will now give you an exhibition of a 
man doing this over again.** 

Is that what you said, Cunningham? 

"Lou" Ross, of the Pacific Motor Company, 
is receiving the sympathy of his many friends 
because a cruel and hard-hearted chap by the 
name of Greth "put it all over him.** It seems 
that this reckless couple acquired the habit of 
"matching** for the dinners during a recent trip 
up and down the Pacific Coast. And Greth 
almost bankrupted "Lou** by winning from him 
every time. Too bad, "Lou!" Why didn't you 
ask the Triangle about this man Greth. We 
have more than a suspicion that the penny was 
LOADED! It*s one that Greth keeps for use 
during these "matching** stunts. 

In Victoria, Texas, is a man who sure can 
sell Hudsons. His friends call him Daniels — 
W. E. Daniels. During ONE MORNING 
recently he sold two 37 Roadsters, a 54 Phaeton, 
and a 54 Roadster I If you haven't your hat 
on go and get it and put it on — and then TAKE 
IT OFF to Daniels of Victoria, Texas! All in 
one morning! Think of that you salesmen in a 
bigger field who complain that "orders are 
scarce!'* 

"Little Orphan Annie** also her little brothers 
and sisters had a grand time in Brooklyn, N. Y., 
the other day. A man named Miller — you've 
heard of this same Miller before I reckon — who 
is "some pun kin*" in the Big Family had on 
hand a regular fleet of Hudson Sixes to take 
the orphans of the city to the ball game. That's 
the kind of thing that makes friends for the 
motor car. (Likewise the Hudson.) 

Harry Archey, Big Family Hustler at In- 
dianapolis, is getting thin. Because he says he 
is too busy to eat. Every time he starts a meal 
the telephone bell rings and he has to drop his 
bread and crackers and rush off to sell another 
"54." Too bad, Harry! Wliy don't you carry 
a nursing bottle in your pocket with an extra 
long tube and get a "swig" between sales? No 
charge for the suggestion! 

In less than a month Manager Kneessi says 
the new salesrooms, office and garage of the Big 
Family Hustlers at Washington, D. C, will be 
ready for business. The new "kids" are get- 
ting ready to smash records to ''smithereens** — 
if vou know what that is. 

Los Angeles automobile fans are getting 
acquainted with the Interior Department of the 
Hudson through the exhibit of a display chassis 
in the salesroom of the Hudson Sales Company. 
Manager Arnold says it is "making sales.*' 



THERE never yet was a rooster who did not, 
with his everlasting crow, stir up a whole 
community. Keep the Hudson "roosters" 
and "boosters" on the job in your territory. 
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HERE was a circus in Detroit a couple of weeks 
ago. Of course my small boy had to see it. It 
retards the growth of a small boy not to see a circus 
every so often. 

I believe there were 30,000 people in the tent that night. 
About 25,000 adults and 5,000 small boys. You see it 
needs his father, mother, grandfather, grandmother and a 
suffragette to take each small boy to the circus. 

The most wonderful thing about the circus is not the 
performers, or the animals, or the elephants who play base 
ball — it is the simply marvelous way in which is handled 
the stupendous job of setting up and taking down; of pack- 
ing and unpacking; manipulating of huge tents, forests of 
poles, thousands of horses, whole continents of little details 
that would drive the average man to an asylum in three days. 

The whole thing moves with a smoothness and speed that 
is simply appalling. By the time the circus performance 
is over the menagerie tent with all its animals has vanished. 
Before you reach your automobile or street car the big circus 
tent is almost flat. In a few hours there is nothing left but 
empty paper bags and the holes where the tent stakes were. 
For the circus never forgets even a tent stake. 

All of this of course is an old story. 
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HAT do you think would happen if some sort of 
organization of this kind could be applied to selling 
Hudson cars? 

Suppose every detail of the whole Big Family work, from 
Maine to California should work as smoothly and efficiently 
as does the circus? 

To narrow it down suppose every cog in YOUR OWN 
individual machine should work as well as the little gears in 
the circus machine? If that half-hour wasted by some sales- 
men every morning were applied to productive ivork of some 
kind, wouldn't it sell more cars? If that litter of undecided 
material on YOUR desk were cleaned up, gotten rid of, 
wiped out day by day as fast as it came, and you had a 
clear desk before you wouldn't it add to your selling time? 



XF your repair shop were more conveniently arranged, if 
your supply of special tools were more complete, if 
three men could do what it now takes five to do 
wouldn't it make a difference in your repair shop profits? 

If you were so well organized, equipped and managed that 
you could give your customers quicker service and, more 



economical jobs, thus enabling them to use their cars more 
regularly and satisfactorily, wouldn't it mean more HUDSON 
owners in your territory; and hence more HUDSON sales and 
more profits for the HUDSON dealer? 

If 100 letters a week to lists of prospects bring two, or 
three, or six calls from interested prospects, wouldn't 1 ,000 
letters to an equally good list bring 10 times as much busi- 
ness? There is a HUDSON man in a small territory who 
mails 1 ,500 letters everp week- And he is selling more cars 
than some of the BIG FELLOWS! Which proves this 
idea to be right. 



X 



F ONE good HUDSON "booster" helps you to make 
four sales, wouldn't ten good boosters help you to 
make 40 sales? 

If a clean show-window, with an attractive placing of a 
car in or near it sells cars for Jones, won't it do the same 
for Smith, if Smith will wake up and wash his windows, 
shine up his cars, and make people stop and see what he has 
for sale? 

If one dealer follows closely factory and TRIANGLE ideas, 
and makes record sales for 1913, cannot 1,000 dealers 
follow a similar plan and make bigger sales and more profits 
in their territories for 1914? 

If this great, big family will apply these habits of organi- 
zation and system and energy and promptness and alertness 
and controlled speed to do the work we have to do won't it 
result in our excelling for 1914 the wonderful record we 
have made in 1913? 



^UPPOSE we try! 

Let's all work the same way, and sell the same 
way, and think the same way; putting into practice 
the things we find are making sales for others, and utilizing 
every good hint or suggestion that any one digs up — all of 
which will be found sooner or later in the TRIANGLE. Let's 
try this for next year and see if we can't make HUDSON a 
name that will more than ever mean to the public automobile 
satisfaction of the highest grade. That includes buying satis- 
faction, and style satisfaction, and service satisfaction. 

When we can do that the HUDSON will sell itself and our 
troubles will be over. 



That is what / saw in the circus tent as the clowns jab- 
bered and the elephants played base ball. 



Digitized byV^OO 



£U 



F- 



THE HUDSON TRIANGLE 



The Trophy and the Men Who Won It 



Twelve good men and true qualified by selling the number of 54 
Phaetons called for. Some of them sold more than the required number. 
Quite a number of other salesmen sold the number of cars necessary to 



conditions. 

These explanations are made in justice and fairness to many sal 
who would, otherwise, have undoubtedly been among this honor list, 
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I 1 They All Said "Hudson 
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\ N instance of the popularity of the Hudson 
Six was called to my attention while in 
/aterloo this week," said a well known auto- 
mobile man the other day. "A leading dealer 



there gave me the details. 

"It seems that a wealthy merchant of a town 
near Waterloo who owned a 1912 car of another 
make had made up his mind to buy a six-cylinder 



car for this season. Not knowing much about 
sixes he determined to leave it to the advice of 
friends living in localities where sixes were more 
largely used. To this end he wrote acquain- 
tances in New York, St. Louis and Kansas 
City and asked them which six in a medium 
priced car they considered the best. 

"Each reply was the same and in each case 
the writers used practically the same words: 
'By all means buy the Hudson,* was the unani- 
mous response.*' 
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The "Big Ones" Are Even Better 
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GHARLES R. BAKER, official Hudson 
photographer, drives a Hudson "20" 
Roadster, No. 2373. 

He bought the little car in June, 1910. 

Mr. Baker says of his "20": 

"My Hudson has been in continual use since 
June, 1910, being driven on an average of 40 
miles a day except in the very coldest weather 
of winter, when it was laid up owing to my 
aversion to driving in the cold. 

"The engine runs more easily and freely today 
than ever before and the power seems greater. 

"The car is used seven 
days a week, as my work 
frequently necessitates my 
driving, some times on 
Sunday, to other towns, 
such as Pontiac, Ypsilanti, 
Mt. Clemens, etc., dis- 
tances of from 20 to 30 
miles. Never have I left 
my garage and been towed 
in. I have always come 
back under my own power 
without a single mishap, 
save one, when I was 
caught in city traffic and 
struck by a heavy 6- 
cylinder car. 

"Neither the magneto or 
water pump has ever 
needed adjustment. The 
engine never heats up and 
the water in the radiator 
never boiled. 

"I usually carry a heavy 
apparatus and frequently 
three passengers. Even wl 



gasoline consumption has averaged about one 
gallon for 15 miles. 

"I have had several opportunities to sell the 
car, numerous bona fide offers having been made, 
but no other car in the market 'Looked good to 
me,' at least not good enough to want to change. 
When I buy again, which will not be until next 
season, I shall buy a Hudson. 

"The photograph was taken after the car had 
been standing for hours in a driving snow storm, 
yet no difficulty in starting the motor was experi- 
enced at that lime, or any other time." 
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Send This Letter to j 

| Prospects Who Would j 

| Buy on Specifications § 

iiiiiiiiM^ 

<£- j\HE most deceiving thing upon which to 

< I judge the motoring satisfaction a man is go- 

c \ ing to get from an automobile is specification 
and horse-potter ratings. 

You know this. But it is a diffcult thing to 
explain to a prospect who has not had all the 
automobile experience you have had. 

E. V. Stratton, Albany dealer, the other day 
ran up against the situation when one of his 
two competitors sent out a letter to prospects 
telling about horse-power ratings of some cars. 
He stated that many were over-rated. It cast a 
bad atmosphere about many cars, including the car 
sold by the competitor. 

So the accompanying letter was framed by 
the factory to take care of the situation from 
the Hudson viewpoint in Mr. Stratton 's territory. 

This letter not only fitted that situation but it 
can be used to send to every prospective pur- 
chaser who is endeavoring to buy his car on 
specification, a most deceiving method. 

// you have a number of prospects who are 
specification-seekers, send them this letter in addi- 
tion to your regular TRIANGLE circular letter. 



illlHIIIIUItlllllllltlllllll! 



mm! 



HiiS 



A^ovelty From Tacoma 
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QERE is something rather new from the 
energetic Big Family representatives of the 
Pacific Coast. The Pacific Car Company of 
Tacoma, Washington, sends the Triangle the 
photo reproduced below. This is the ladies* rest 
room in their Tacoma building, and is the only 
thing of the kind on the western coast. It will 



be noted that besides the altogether delightful 
wicker furniture, telephones and other usual con- 
veniences, that a piano is installed. 

It is becoming so usual for women members 
of the family to accompany the head of the house 
on a motor-buying expedition that a room of this 
character is almost necessary in every large 
distributing point. 

Such an apartment can be fitted up with but 
little expense and the advertising value is prob- 
ably more than sufficient to pay a good dividend 
on the expenditure involved. 



Dear Sir: 

Tou oan no more safely Judge a 
oar on specifications or horse 
power ratings than you oan judge a 
nan's brains by the size hat he 
wears. 

All business is done solely on 
oonfidenoe, confidence of one man 
in another— or one conpany in another 
company. And when it oomes to the 
selection of an automobile Judge it 
by the men who built it. 

Take the Hudson ' *8ix' ' as an in- 
stance. It was three years ago that 
Howard S. Coffin saw the approach- 
ing end of oars built by a single 
engineer. He gathered together a 
board of engineers and the Hudson 
''Six'* is the oreation of the 
largest engineering board of the 
automobile industry — forty-eight 
trained experts from the leading 
factories of the world. These men 
worked under the direction of Howard 
B. Coffin, acknowledged America's 
foremost engineer. Though he, him- 
self, had built six famous oars, 
more than any other engineer, and 
had never known failure, even he 
was not oapable of produoing the 
wonderful automobile that the com- 
bined skill and experience of these 
experts created. 

Don't judge a oar on oonfuslng 
teohnlcal ratings. Judge it upon its 
performance, the satisfaction which 
it gives owners, on the type of man 
the dealer is, whether he is a man 
in whom you can have oonfidenoe, for 
your motoring satisfaction absolute- 
ly depends on your dealer. A good 
oar with poor servioe is a far worse 
buy than the bad oar with good ser- 
vice. 

Let these things be your guide. A 
car may have a oertain rated H. P. 
yet may be unable to master hills 
that oars with less horse power 
easily surmount. These things oan 
only be shown through actual demon- 
stration. Don't buy figures when you 
purchase a motor car- -buy perform- 
ance and see that performance with 
your own eyes before you purchase. 

These are the things that an 
aotual demonstration with a new 
Hudson ''Six'' will illustrate. 
There has been no automobile oreated 
today that exoels it in get-away, 
emergency power and olimbing 
ability. 

Hay we show you these things in 
an actual demonstration? Merely 
writing aoross the top of this 
page the hour and day upon which 
we may call upon you will bring a 
representative. 

Hay we hear from you by return 
mail? 

(Your Hams and Address.) 
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Books That Will Help to Sell Hudson Cars 



In thin column will be found now and then a review of a book that la In the 
library at the office of the HudMon Motor Car Company In Detroit. The otllcem of the 
company read theaie book**, the men at the factory read them, the dl»trlct manage™ 
and other repreaentatlveM read them. We want every HUDSON dealer and Nalenraan 
to read the Name bookM we are reading:. Then we will all be Mpeaklna; the name lan- 
guage and thinking: the name thought**. Only thus can we thoroughly undemtandl 
each other and thoroughly work together. After you read thiM review BUY THE: 
BOOK and READ IT! It won't do you any good unlearn you buy It and read It! 

Among those who do will be found men who 
have capacity and gray matter enough to absorb 
the good ideas in this book and others of its 
class. 

From this book you can learn how to desire 
good habits of thought, speech and action, and 
how to acquire them. How to banish idle, use- 
less agitation or curiosity about things that do not 
concern you and that occupy a lot of time that 
could be utilized to far better advantage in other 
ways. How to use the tones of your voice to 
impress more strongly the words you utter. How 
to get an outlook on life, and yourself, and your 
daily actions and occupations that will enable you 
to work the human machine to its best results. 

Here is a sentence that reveals to some extent 
the really practical nature of this book: "Com- 
mon sense will surely lead a man to ask the 
question: 'Why did my actions yesterday con- 
tradict my reason?' The reply to this question 
will nearly always be: 'Because at the critical 
moment I forgot.' " The book teaches men how 
to so train their brain, their mind, themselves — 
call it what you please — that at critical moments 
they will not forget. It teaches them to get rid 
of time-wasting and energy-consuming worry 
over things that can't be helped. It shows them 
how to utilize their mental powers to the utmost 
both in influencing themselves and others. It puts 
them into a frame of mind where they can get 
the most out of life because the human machine 
is working at its most effective speed and finest 
adjustment. 



OO you always do what you intend to do; 
what you know is the best thing to do; 
the thing that will realize most for you? 

Can you concentrate on a certain subject, in 
your mind, and work it out, until it is finished, 
and then take up another and conclude it the 
same way? 

Can you banish worry over the past, nervous- 
ness about the present, and apprehension for the 
future? 

Are you big enough to let the past be forgotten, 
and to always be on the high tide of energy for 
the things ahead? 

If you think these are things that are worth 
while; if you would like to have this command 
over your own brain, your own mind, your own 
emotions — read "The Human Machine" by 
Arnold Bennett. 

Bennett is a curious creature. He has a great 
big, broad forehead, and a little receding chin 
that makes you think, on first sight, he doesn't 
know beans. Some people say he writes some 
of his books with his forehead and others with 
his chin. If that is so then he wrote "The 
Human Machine" with his forehead — for it's 
big, and broad and full of things that make men 
think. 

This is not a book for children or for people 
who are content to drift. It's the sort of stuff 
that "top rung" men read. It takes close reading 
and thoughtful attention to get anything out of it. 
There are those who — if they buy it and try it — 
will pitch it aside and reach for the pink supple- 
ment and "Mutt and Jeff." Or they will hike 
for the billiard hall, the cigar stand or the bar, 
and discuss large national questions with others 
as much (or as little) interested as themselves. 

To be sure there is only a limited amount of 
space on the top rung, and there be few that are 
able to climb to it, or hang on when they reach 
it. 



"The Human Machine" by Arnold 
Bennett, published by the George H. 
Doran Company, New York, can be had 
from John V. Sheehan & Co., 178 Wood- 
ward Avenue, Detroit, Mich., for 75 cents, 
postpaid. 
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Selling by Long 

| Distance Telephone 
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HROM the Monmouth Auto Company of 
Monmouth, Illinois, comes one of the 
record stories on selling efficiency. Mr. Jenks, 
of the Monmouth company has been after the 
mayor of the -city, Mr. John Brown, for some 
time, in an attempt to sell him a seven passenger 
Hudson 54. But on some pretext or other 
Mr. Brown had always managed to escape the 
signing of an order. 

Mr. Brown, besides being mayor of Mon- 
mouth, is also a prominent politician, a member 
of the Elks, and altogether a pretty big man. 
He is moreover a man of slow and careful, like- 
wise very accurate judgment. So that it was 
considered to be a feather in the cap of any 
man who could sell him. 

On June 5th Mr. Brown was at Rock Island 
attending an Elk's convention. This struck Mr. 
Jenks as a good opportunity to make a spectacular 
effort to close a deal for the "54" so he called 
Mr. Brown on long distance telephone and hurled 



Doo't Argue 



some more of his pointed sales talk at him over 
the wire. Mr. Brown was so tickled by the 
enterprise of the Big Family representative, and 
so taken by surprise also that before he knew 
it he had ordered the seven passenger SIX, with 
about $100 worth of extras and supplies. 

Mr. Brown's purchase of a HUDSON SIX 
is the best kind of a recommendation for the car 
amongst a large circle of friends and business 
and political acquaintances. 



§11111111 



il1!!!IIIIIIIIIIIIItllllllll!!lllllllllllllli;illllll 



Getting Farmer Prospects 
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a PLAN that has been worked with excel- 
lent success by several dealers in getting 
farmer prospects is to have a man tour the coun- 
try in an automobile and call on all the farmers. 

He goes to wherever they may be; in the 
fields, the barn, at the house, etc. On some 
pretext he engages them in conversation and it 
usually requires but little effort to get them to 
talk about themselves, their farms, crops, money 
they have made and other details. 

Frequently they will express themselves in 
regard to the purchase of an automobile. It is 
not necessary as a rule for the caller to suggest 
this. The average farmer will bring it up him- 
self especially if he happens to be standing 
beside the car while he is talking. 

All this the investigator notes down later in his 
book, together with the name and address of the 
prospect and he is then in a position to send him 



printed matter, catalogs, follow up letters and 
other selling "dope." 

Some of the best farmer prospect lists in the 
country have been made by this plan. 

Try it! 

1 

BIG FAMILY GOSSIP i 
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You can believe all you see here, or not, 
just as you prefer. 
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A. L. Maxwell, the man who sets the Hudson 
pace in Lawrenceville, 111., is "all to the mus- 
tard" as a busy little blow-out fixer. He was 
being driven from the factory to his hotel the 
other day in Detroit when a tire blew out with 
a bang that sounded like the Mexican revolution 
had moved to Michigan. Out jumps Maxwell, 
with his nice new gloves on, and gets busy. He 
said he didn't do that sort of thing very often 
but he sure knew how, for in five minutes, 
thirty-three and a third seconds, the car was on 
its way again. 

If you want "pep" visit the factory. Ailing 
and Miles of Rochester, N. Y., were at the big 
shop the other day and got their hides blown so 
plumb full of it that they hustled back to their 
bailiwick and just naturally turned in and sold 
three SIXES in 46 hours. Within a couple of 
days they riveted two more sales of "54's," 
making five of the big boys sewed up in less than 
that many days. The air at the factory is full 
of ginger these days. 

"Train up a child in the way he should go" 
is one of the pet beliefs of Shackelford of Miami, 
Florida. Having framed this motto and hung 
it on the wall S. kissed his son good-bye and 
started for the factory, \vhen he arrived at 
Detroit he found a telegram stating that the boy 
had turned in and sold a "54" while the ink 
on the motto was yet wet. Bully for Shackel- 
ford, Jr. He's the goods! 

"Estrella Automobile Palace, Levy Herm- 
anos, 535-564 Gandara Manila, Philippine 
Islands." Sounds pretty good doesn't it? That's 
not as good as the following, though — taken from 
the same ad of the Big Family representative 
in Manila, P. I. "We maintain a completely 
equipped garage which accepts no outside work 
whatever. It is solely for our customers." 

Go after the "big smokes" — then tell the Tri- 
angle about it. That's the scheme J. E. Gomery 
believes in. He has just sold to George E. Starr, 
one of the big men of the Curtis Publishing 
Company at Philadelphia (Saturday Evening 
Post publishers, you know), a fine Hudson 
Phaeton. Now he is on the trail of another 
prominent Philadelphian. 

Watch for later news from the ring side. 
Odds are all in favor of Gomery. He "has the 
punch." 

The Ritter rustlers at Madison, Wisconsin, 
sometimes known as the Ritter Automobile Com- 
pany, have published a highly creditable 20-page 
catalog for their local use. Its main feature is 
testimonial letters from local users. This is the 
sort of thing that has made it possible for the 
Ritter bunch to sell such a raft of cars. 

Anyone who thinks that North Yakima is a 
"slow" town should have been there to see a 
stock Hudson on a 1-mile dirt track clean up 
32 miles in 29J/J minutes. That was a "37" too. 
Wait and see what a "54" will do to that track! 



S *f|f everyone believed all tbat is said 
S II about tbe *udsou only messenger* 
S boys to collect tbe orders would be 
J needed. It's becaise tbey all doul 

S believe yet tbat you bave your business* 

• 
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Examples of Successful Service 




g GREAT deal is heard and seen nowadays about deal- 
ers' service as a means of selling motor cars and of 
keeping customers satisfied with their cars and with 
their dealer after they have become owners of any particular 
automobile. 

In the case of Hudson dealers, most of the representatives 
of the Big Family are pretty well posted on the subject, but 
for the benefit of those who do not thoroughly understand the 
type of service that has been successful among Hudson dealers, 
this recital of the experiences of some prominent Hudson rep- 
resentatives is made. 



O 



Name. 



Car No.. 



.Promised- 



Date in_ 



.Date out_ 



Tested by_ 



Service in a small town is much easier to 
handle than service in the large city. To give 
the kind of service demanded by New York, 
Chicago and other large places, is quite a problem 
and one that must be met by systematic methods. 
In the small towns where the dealer is able to 
keep pretty close personal track of his owners, 
the difficulty is not so great. Even here, how- 
ever, it pays to be thoroughly systematic. 

There are many places also that in population 
and number of cars owned, are possibly about 
half-way between the metropolis and the small 
towns. In these an organized system should 
be used, possibly not quite so elaborate as that 
in the large cities, but certainly sufficiently well 
worked out so that it is self-operating. 

It should not be necessary for the head of the 
house to give any attention to this matter at all; 
after the system is once installed it should carry 
itself automatically unless some important detail 
comes up, or some unusual case develops where 
his judgment or decision is called for. It is 
recommended that dealers everywhere look care- 
fully into the details of the several plans sug- 
gested in this article, so that they may be able 
to select those features which will be best adapted 
to their own community. 

Service Given by the A. Elliott Ranney 
Company, New York. 

When a man buys a new Hudson car of the 
Ranney Company he is given a card which tells 
him he is entitled to monthly inspection free of 
charge for three months. Whenever he brings 
his car in the service men look it over and if it 
is a matter of minor adjustments there is no 
charge. Should there be any work of conse- 
quence, or breakage due to accident and not to 
the fault of .the material, it is charged for at the 
regular rate. 

The first time that a new car is brought in for 
inspection, the service men frequently find that 
the owner has not entirely mastered the details 
of operating the vehicle. It may be that he has 
neglected to keep some part properly lubricated. 
He is told what he is to do in order to insure 
satisfactory operation, and very careful detailed 
instruction is given on this point. After the 
second and third monthly inspection there are 
very few owners who do not pretty well under- 
stand how to care for their cars. 

To relieve owners of the responsibility of 
oiling and other cares, the Ranney Company 
makes a specialty of doing this work for owners 
who are willing to pay for the time of a man 
for a couple of hours a month, thereby making 
certain that their car is kept right. This, ordi- 
narily does not cost the owner more than a couple 
of dollars a month, and is of course very well 
worth the money. If any work is done on the 
car, the owner, when the labor required has 
been ascertained, signs an order, and his car goes 
into the service department. This order contains 
the date of entry, records of owner and car and 
is in triplicate. The original order goes to the 
office, a carbon copy is kept in the shop record 
book and a card copy is attached to the car and 



Period- 



Namc_ 



CarNo._ 



stays with it while it is in the 
shop. This makes it sure that 
the owner will get what he has 
asked for, and will know pretty 
nearly what his bill will be. 
There is also the advantage from 
the Ranney standpoint, that in 
case of any dispute they have the 
owner's signed order for the work. 

The Ranney Co.'s Motorcycle 
Minute Men are famous. These 
are skilled mechanics who are 
kept in readiness to jump on a 
motorcycle and dash to the aid 
of any owner who has trouble on 
the road. It takes them but a 
short time to reach a point even 
at some considerable distance. 
Many an owner has heaved a 
sigh of relief at the sight of one 
of these Minute Men calming 
down a country road in a cloud 
of dust. After the Minute Man 
has done his work, the owner 
signs a card stating that certain 
work was done for him at a cer- 
tain place, on a certain date, and 
the Minute Man turns this in as 
his report. If shop repairs are 
required the owner may order 
them on the back of this blank, 
and when the car reaches the 
Ranney shops the order is car- 
ried out. 

Service Ideas of the Louis 
Geyler Co., Chicago. 

A very complete and thor- 
oughly efficient service system has 
been worked out by the Louis 
Geyler Company of Chicago. 
We have very complete details 
of the Geyler plan, and take 
pleasure in submitting them. This 
plan, with some modification, 
may be used in any city or town 
large or small. 

Herewith is introduced copy of 
one of a series of letters sent out 
by the Geyler Company, in connection with their 
service department. These letters explain pretty 
clearly the ideas underlying the service offered. 
We also show samples of the Notification Card 
and of the Shop Order Card used. The Notifi- 
cation Card is mailed to the list of owners and 
customers on file in the service department file, 
and according to the card, customers must bring 
in their car between certain dates, twice a month. 
On receipt of the car, the Shop Order Card, with 
certain instructions, name, number, etc., is at- 
tached to the steering wheel. When completed 
the card is returned to the Service Department 
files and is filed in an envelope, in size about 9" 
wide by 7 J/J" high, so prepared that it can be 
placed in the regular card file. Across the top of 
this envelope is printed the data shown herewith. 
This, of course, is shown in reduced size. 



.Promised- 



Date in 


Da** nnf 




By 


GREASRD AND OILED 


By 




MOTOR 


CLUTCH 






TRANSMISSION 


REAR AXLE 






FRONT WHEELS 


REAR WHEELS 






GENBRATOR 


GEN. CLUTCH 






STEERING GEAR 


WATER PUMP 






CARDAN JOINTS 






STARTER CONNECTIONS 






ALL CHASSIS GRBASB CUPS 






ALL PINS AND CLEVIS JOINTS 






BATTERY PILLED 






METER RESET 






TBSTBD AND ADJUSTED^ 


\9>> 
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Notification Postal Card and Shop Tag as Used by 
Louis Geyler Co., Chicago. 



On the envelope is given the owners name 
and address, car number, model, type, date of 
delivery, and the dates of notification, covering 
several periods during the month. This is worked 
out in this way: The Service Department divides 
the various cars according to convenience of their 
own handling, and according somewhat to the 
convenience of owners, into various periods dur- 
ing the month. There are ten periods as will 
be noted. And the aim is to have each of these 
periods so equally filled by owners' cars, that 
there will be no congestion at any one time. For 
instance, one owner may be notified to bring in 
his car on the first, second or third of the month, 
which is the first period. He brings it in at 
those dates, and it is given the attention as 
mentioned in the letters shown. His next period 
would be period No. 6, which would bring his 
car in the 16th, 17th or 18th of the same month. 
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I The Three Sides of the Production Triangle 
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HERE'S a Reason for Every 
Failure! Find It! And Don't 
Do It Again! :: 



OMIMHINIOIt 



W. J. McAneeny, Factory Manager G. G. Behn, Chief Engineer 
Howard E. Coffin, Vice-President 



/¥<M. STEINHARDT, Hudson representa- 
\Ms rive at San Antonio, Texas, is more than 
ever convinced that the six cylinder is the coming 
car for ci«y use because of the large margin of 
safety given by the surplus power and enormous 
flexibility of the engine. 

In conversation with a prospect the other day 
Mr. Stenhardt said: "I saw a Hudson Six 
caught »a as tight a place as one could well 
imagine Two oncoming street cars from 
opposite, directions and a wagon, figured in 
what lit first glance looked like a certain 
smash- <p. A woman was driving the Hud- 
son Six, and she teemed to realize that her 
only chance lay in a sudden spurt. Quick as 
thought she let the car out with a sudden use 
of the accelerator that on any engine but a six 
would have caused it to choke and a serious 
accident would probably have resulted. How- 
ever, the six pullecj^'ahead in a burst of speed, 
perfectly snrooth And yet accelerating as it 
developed so that the wheels got a good traction 
on the roadway and carried the machine and its 
occupant clear of danger almost before one 
could realize that the situation had become 
serious. The whole thing happened so quickly 
that I did not have time to do anything but 
stand and look on. 

"We have talked a good deal to customers 
and prospects about the ability of a Six to do 
just this thing. But this was the first time," 



said Mr. Steinhardt, "that I have seen it put 
to an absolute test under circumstances that were 
decidedly unusual and that certainly proved out 
what was in the engine.'* 



Examples of Successful Service 

(from page j— Concluded) 
Co. about any little difficulty that may have 
arisen during the day, and on leaving the theatre 
they will find the car in the spot where they left 
it, but carefully looked after and adjusted by 
the Bemb-Robinson Co. 

If necessary the car is taken to the garage and 
there looked over, although usually the slight 
amount of attention necessary can be done 
unobtrusively while the car is standing on the 
street. 

This service department has a very complete 
system of records of cars, and the Service Man- 
ager devotes his entire time to this, and is an 
expert in his line. 

This is one of the reasons why visitors to 
Detroit remark the large number of Hudson 
cars seen running on the streets, and the excel- 
lent manner in which they all appear to operate. 
A large part of the credit is due to the efficiency 
of the Hudson service department as handled 
by the Bemb-Robinson Co. 

We invite Hudson dealers everywhere to send 
us reports of their service departments. The 
above are only, of course, a very few typical 
ones, and are introduced here simply for the 
purpose of stimulating interest in this very 
important detail of dealers' work. We would be 
extremely glad to hear from other points, and 
will be only too happy to show illustrations of 
service fixtures, cards, card systems, or anything 
of this kind used in connection with the service 
department. 
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BIG FAMILY GOSSIP 



This column is not a joke though it may at 
rare intervals happmn to be funny. 



KMM 




W. H. Kincaid of the Citizens Automobile 
Company, Huntington, W. Va. t is busy turning 
"Three P" owners into Hudson boosters. In his 
city is a prominent man known to a large circle 
of friends as "Joe" Thompson. Mr. Thompson 
is one of the first automobile enthusiasts in 
Huntington. He has owned two of the "Three 
P" cars. But Big Family Representative Kin- 
caid 's persuasive tongue has supplanted the last 
one with a brand new spick and span Hudson 
Six. Mr. Thompson took delivery of his car at 
the factory and himself drove it home to Hunt- 
ington. Needless to say, nothing occurred to mar 
the pleasure of a perfect trip. 

Manager Schneider of the Washington Auto 
Company, of North Yakima, Wash., is great 
on the "novelty" stunts for keeping his owners 
amused and "boosting." During last month he 
worked up a regular Southern barbecue, with 
roast pig, cooked by a real old Southern 
"mammy," corn pone, pickles, and soft drinks. 
Among the most enthusiastic of the owners who 
attended was a man who had owned three cars 
of the kind that are not cooled by water. He 
has just become the owner of a Hudson Six 
and was the most enthusiastic man in the crowd 
in praise of the splendid way his "54" ran. 

Keep the circular letters going I Last week a 
big Eastern dealer was at the factory. Among 
other things he owned up that he had been con- 
verted to the circular and follow-up letter plan. 
"I never used to believe in letters," he remarked. 
"But when I saw how man after man came in 
and bought, directly due to the perseverance of 
these winning letters I concluded that I was 
wrong." It's only wise men who know when to 
change their minds; and who are BIC enough 
to acknowledge that they have done so. What 
are YOU doing with these silent sales getters? 

"Akron" Jones is the kind of a man who is 
mentioned in our "feature" story this week — "The 
Pinch Hitter." He has worn a trail between 
Akron and Detroit running in to the factory 
every two or three days, grabbing the nearest 
untagged "54" he can lay his hands on, and 
driving it down to the Cleveland boat. Next 
morning he delivers it to a prospect in his terri- 
tory, dashes home for dinner, and in the evening 
jumps a train again for the factory. He i# get- 
ting the habit. Also the sales, and the "long 
green." 

Standard for a half -day's work — as set by 
W. S. Hamby, salesman for A. E. Kirk of 
Hutchinson, Kans. On Saturday, June 14th, 
after 1 o'clock P. M., Mr. Hamby helped unload 
a car of "37's," traded a second-hand car off for 
5 head of horses, sold the horses, and then 
turned in and sold two more "37's" before sun- 
set. Big Family members are requested to send 
in their record for comparison with this "strenu- 
ous" Saturday half -holiday. 

From Montreal, Canada, comes the report of 
a "waiting list" of buyers for "used Hudsons." 
Tacoma reports that there is not a single unsold 
used Hudson in their territory. Miami, Florida, 
dealer says he never has the least trouble in 
selling used Hudsons at fine prices.. Hudsons 
are worth anywhere in America a higher pro- 
portionate used-car price than any otljer car. 
Use this in your selling arguments. 
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